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Feature Articles on 
33 divisions of metal 


and nonmetallic 
mining industry 
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ER crating officials who subscribe to ENGINEERING AND 
MINING JOURNAL not only are interested in a wide variety 
of minerals . . . but also in many different phases of mining 
and metallurgical operations. 


As evidence, here are some of the titles of E&MJ feature 
articles that have been reprinted at the request of readers. 


® How to Operate A Drifter © World’s Major Titanium 
® How to Operate A Stoper Mine & Smelter Swing 


® How to Make Uranium Into Full-scale Production 
Mining Pay More ® Brand New Plant for 

® Work on Taconite Now Secondary Smelting 
Heads Toward ® What the Future Holds 
Commercial Goal for Hydrometallurgy 


® How to Operate ® How Dowa’s Plant Ex- 
A Flotation Machine tracts CuZn From a 

® How to Operate A Single Electrolyte 
Thickener ® Improved Plant Design 

® How to Operate Marks New Utah Refinery 
A Grinding Circuit 

and 
U,0, ... FORMULA FOR PROFITS 


This 32-page feature article, published in September 1954, 
presented to the mining industry the latest information on 
many phases of the uranium industry. Geology . . . Geo- 
physics ... Mininglaw . . . Exploration... Drilling .. . 
Mining... Milling... Marketing... Current mining activity. 
“U..0,. ... Formula For Profits” has sparked the interest of 


mining men everywhere. Already more than 12,500 reprints 
have been ordered. 


ENGINEERING AND MINING JOURNAL’s outstanding editorial 
content has made it the traditional reading habit of mining 
men all over the world. That’s why 164 companies advertised 
exclusively in E&MJ in 1954 to help increase their sales to 
the world-wide metal and nonmetallic mining, milling, 
smelting and refining industry. 


ENGINEERING AND 
ame MINING JOURNAL 





A McGRAW-HILL PUBLICATION 
330 West 42nd Street, New York 36, N. Y. 
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11,322 Advertisers, more than advertise in all 


other industrial media combined, are using space 
in the 1955 Edition of THOMAS REGISTER Annual = 
There is a reason! 





T.R. operates in a field entirely different from periodical publications. At the vital 
moment when purchase is first contemplated T.R. is habitually consulted by U.S. 
Industry for the complete advance picture of all supply sources. Since the complete- 
ness and accuracy of the data in T.R. is unavailable from any other source, the more 
than 50,000 in use copies represent an unmatched advertising value. 
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There is an obvious reason why 11,322 Advertisers 
are using Product informative space in Thomas 
Register! Investigate = and profit! 


T. R. Circulation is 96% Paid. Any single edition of T. R. exceeds any other guide in numbers alone, 
but in terms of purchasing power, volume and use, T. R. exceeds by far all others combined. 


THOMAS PUBLISHING COMPANY °¢ 461 EIGHTH AVENUE * NEW YORK 1,N. Y. 
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@ THE FACT that our company is 25 years old this month 
is relatively unimportant to anyone except ourselves. 
Thousands of other companies have become 25 years old. 
But to us, the important thing is the way this company 


started, and the way it has progressed . . . because only . 
in America could this story have happened. ; 
This company started in the ashes of a depression. Our | 


first magazine, INDUSTRY & WELDING, had 24 pages in 
each issue, of which 3, 4, 5, and 6 were advertising. At 6 
pages, we could just pay our printer. At no time was 

the personal necessity of eating, dressing, and traveling to 
get the 7th, 8th, and 9th page of advertising 

removed. Somehow, we muddled through. In America, 
you can do those things — with pride! 


YEARS OLD 


Many was the time it looked as though we wouldn’t 

make it .. . but then some miracle would happen and we’d 
be in business — for another month at least. We stuck. 
Friends were good to us. People had faith in what we were 
doing. Americans like to help other Americans who 

are trying to help themselves. It is the essence of 

our country, of free enterprise. 





No government questioned our right to be in business. No 

bureau told us what to print or how it should be said, or 
in what fields we should publish magazines. We were free 

to make whatever profit we could manage. 

That, too, is the American way. 


These 25 years have been gratifying ones. It has been j 
fun building a business. There’s been a lot of hard work, 

long hours, and various worries. But again we say, 

ONLY IN AMERICA COULD THIS STORY HAVE 
HAPPENED. It is one of our greatest heritages. 

Unfortunately, too often we take it for granted, but 

it’s one worth keeping and worth fighting for! 


Irving B. Hexter, Publisher 


THE INDUSTRIAL PUBLISHING GROUP 
1240 ONTARIO . CLEVELAND 13, OHIO 
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Metals Engineering 




















Vameret-y-lolamm Ryerson & Son, Inc. 


as described by 


Mr. Robert L. Larson 
Manager, Alloy Steel Division 


‘‘We take an active part in all ASM activities. From 
what our men learn there, in association with impor- 
tant Metals Engineers, plus the reading of Metal 
Progress, they are better qualified to serve our cus- 
tomers who have problems of steel selection, fabrica- 
tion, and heat treatment. 


‘“‘The Metals Engineers at Ryerson write the speci- 
fications to which all our steel stocks are ordered, 
and set up rigid standards of quality control. On 
alloy steels, for example, every heat is identified by 
a heat symbol, spark-tested to avoid mixed steels, 
and hardenability tested so that complete data and 
quality assurance can be furnished to our customers 
with every shipment of:alloy steel. 


“In short, here is Metals Engineering at work— 
ASM members and Metal Progress readers buying 
Ryerson steel—served by Ryerson ASM members who 
are vitalizing a quality control program which assures 
Certified Quality steel to every Ryerson customer.” 


Magazine of 26,000 
Metals Engineers 


Metal 
Progress 


A publication of the American Society for Metals 
Owner and Manager, National Metal Exposition 


7301 Euclid Avenue, Cleveland 3, Ohio 


4 Meetings such as this help to establish the exacting Ryerson 
Quality Control Program. From left: William P. Loehrer, 
Manager Alloy Steel Dept., Chicago; Robert L. Larson, 
National Manager Alloy Steel Div.; Ernest B. Mayer, 
Quality Control Inspection; Weaver E. Falberg, General 
Manager of Sales; Allen F. Eggleton, Alloy Steel Dept. 
Ail are members of American Society for Metals and 
readers of Metal Progress. 





‘And look; the 
media director said, 
“one of the 


biggest values 





Product Engineering 


gives us 





Every time you advertise in Product Engineering, there are 31,000 subscribers for you to sell 
... something you can’t do in any other design magazine. 
And, just as importantly, a very large percentage of these subscribers can’t be reached 


through any other design publication. 


That is the significant conclusion to be drawn from a continuing studyof design magazine 
audience duplication, now complete in four: major states and underway in others. 

It means, as over 950 advertisers know, that in selling the giant 

Original Equipment Market at the vital design-engineering level, Product Engineering 
offers exclusive contacts with a very big and important group 


of that market’s most influential buyers. 


And if you ask “How can this be?” in these days of industry censuses, 
buying influence studies, and the like, you come upon the most significant facts of all 
... the ones that really explain why Product Engineering gives you such unmatched 


advertising power in a $30-billion market for parts, materials, components, and finishes. 
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The 31,000 subscribers that pay to read Product Engineering know that their livelihood 

depends upon their ability to design better machinery and equipment, and that Product Engineering 
can help them greatly in doing so. Thus, no matter what their titles, 

no matter how secretly they work and unknown to mailing list houses they may be... 

they ask to be Product Engineering subscribers, and identify themselves as design engineers 

when they do so. And because they do, your advertising 

in this magazine reaches deeply and surely into Design Engineering Headquarters 

everywhere ... and builds preference for your products with maximum efficiency 

and at lowest cost. Ask your advertising agency for all the reasons 

why Product Engineering has long been the No. 1 advertising medium 


in industry’s great-growth market. 


...is its coverage of so many 
design engineers that other 


‘design magazines don’t reach.” 
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Product Engineering 
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The McGraw-Hill Magazine of Design Engineering 
McGraw-Hill Building, New York 36, New York 
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Published exclusively for Chemical Engineers 
by American Institute of Chemical Engineers 


25 West 45th Street, New York 36, N. Y. 
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Remember... 
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= Address letters to 


Mail lists in bad shape. . 

so here's policy of attrition 

® TO THE EDITOR . . I'd like to add 
my comments to those of Mr. How- 
ard G. Sawyer’s in the July “Letters 
to the Editor” column. 

Not only do we encounter mail 
addressed to 
ployes emanating from large manu- 
facturers, associations, agencies, etc., 


long departed em- 


but further, our correspondents re- 
sist all our attempts to rectify the 
situation. 

We have written to some firms 
(absolute leaders in their fields) 
countless numbers of times notify- 
ing them of personnel changes, only 
to have the next mailing piece come 
into our office still incorrectly ad- 
dressed. 

However, we've built up a good 
supply of form letters to meet this 
situation and we expect to keep on 
notifying them in our policy of at- 
trition. 

WALTER J. BANKE 

Editor, National Engineer, Chi- 

cago 


Airing of distributor problems 
in IM called ‘on target’ 
® TO THE EDITOR . . Congratulations 
on your continued excellent report- 
ing of distributor problems. Both 
“Partners In Profit” (IM, Mar., p. 
72) and Bob Aitchison’s column, 
“Problems” (IM, August) 
definitely “on target.” 
W. D. CATTERSON 
Manager, Advertising and Sales 
Promotion, Durham Aircraft 
Service, Woodside, New York 


were 


Distributors decry profit drop 
and hit the news pages 

® TO THE EDITOR . . I should like 
permission to quote from an article 


to the | Editor 


~~ 





: Industrial Marketing, 200 E. Illinois, Chicago 11 


titled, “Distributors decry profit 
drop,” which appears on page 46 of 
the August issue. I will use the ma- 
terial in a news story for our Sep- 
tember issue. 
THOMAS M. CASSIDY 
News Editor, Electrical Whole- 
saling, New York. 


Finds another novel use 
for article in IM 
® TO THE EDITOR . 
ask permission to use the following 
article in a booklet that I hope to 
use in my practice. My purpose in 
requesting this article is to use the 
material for training of develop- 
mental reading (speed reading). 

The title of the article is, “Pea- 
body Makes a Test of Sales without 
Advertising.” 

I would appreciate 
your kind permission to use the 
article for this purpose. 

JOSEPH M. ROTH, O. D. 

Larchmont, N. Y. 


. lam writing to 


very much 


No such animal as a self-made 
adman, ad manager protests 

® TO THE EDITOR .. After two weeks 
of “merciless” ribbing because of 
your definition of the writer on page 
118 of your August issue, I sincerely 
wish that I had never even heard of 
NIAA or IM. 

Both you and I know that there 
is no such animal as a “self-made” 
adman, and I resent being tabbed as 
one with every bone in my ulcer- 
ridden body. 

But for a good wife, an under- 
standing boss, and the grace of God, 
I could have been in sales where 
they make M-O-N-E-Y instead of 
the NIAA pages of IM. 

KENNETH R. LARSON 

Advertising Manager, Ekstrom, 

Carlson & Co., Rockford, IIl. 


Continued on page 12 
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THE PROSE OF THE CHEMICAL 


Four major American Chemical Society publications are devoted to 
publishing the facts about the country’s greatest industry. An 
integrated editorial policy determines the distribution and treatment 
of these facts to make them most valuable to the well-defined 
audiences of Chemical and Engineering News, Industrial and Engineering 









Chemistry, Analytical Chemistry and Ag and Food. 


Readers of these weekly and monthly publications are the pro’s 
of the chemical and process industries, largely responsible for the 
decisions which guide its growth. A high proportion of these men are 
members of the American Chemical Society, largest and most 
influential technical and professional group in the country. 


For more than 75 years, ACS publications have been noted for 
high editorial integrity. The facts are there so the informed reader can 
guide his planning. Sternly avoided are superficial writing, skimpy 
reports, trade puffs, hollow conclusions from hasty reasoning. 


ACS publications, therefore, have won maximum acceptance — 
maximum balanced circulation, that is—by the simple editorial 
formula of providing their readers with the most complete, and the most 
reliable information on the subjects in which they are interested. 


Maximum circulation has an obvious advertising value. No less 
valuable to the advertiser is the authority of the editorial material 


with which he associates his advertising. 


AMERICAN CHEMICAL SOCIETY PUBLICATIONS @ 


industrial and Engineering 
Chemistry (> 


This is the one practical work-book for 
all chemical and chemical engineering 
functions within the chemical and proc- 
ess industries. Once a month it conveys 
the balanced engineering editorial con- 
tent needed by the entire buying team 
to translate research into production. It 
presents more than twice the engineering editorial con- 
tent of any other publication on the development and 
design of process and plants. It presents a huge amount 
of information on pre-production activities and the 
methods of converting the fruits of research to commer- 
cial production. Both the development of the new and 
the conversion of the old are thoroughly and authorita- 
tively covered in terms which the working industrial 
chemist and chemical engineer can immediately apply 
to his problems. I&EC has the greatest circulation of 
any chemical publication among those men—regardless 
of their titles—who do the specifying and buying of 





Advertising Management: 


chemicals and chemical engineering 
equipment. I&EC’s subscription re- 
newal, as might be expected of so 
practical a working tool, is the highest 
(85.67% ) among all engineering maga- 
zines published for this industry. 
Chemical and Engineering 


News ABC) 


This is the once-a-week newsmaga- 
zine of the entire chemical world. Over 80,000 men 
in management, production, applied research and de- 
velopment, who are concerned with decisions to do or 
to buy, look to C&EN for the news of the major indus- 
try of which they are a part. Chemist or Chemical 
Engineer, Vice President or Director of Research, 
Treasurer or Plant Manager...in C&EN they know 
they will find all the essential material which enables 
them to coordinate their efforts with every other man 
on the working team. From the earliest job to the high- 
est peak of success they have learned to rely on C&EN’s 
competent writing and considered interpretations. 





S REINHOLD PUBLISHING CORPORATION 430 Park Avenue, New York, N. Y. 
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Ag and Food 


A special and rapidly growing field of 
the chemical industry is that concerned 
with agricultural fertilizers and the 
chemicals which control plant pests 
and diseases. Annual sales of fertilizer 
and lime total $1.2 billion, while sales 
of basic insecticide materials and their 
formulations amounted to $375 million 
in 1954. Here, as in other chemical and processing fields, 
chemists and chemical engineers are engaged in research, 
manufacture and application of chemicals in the growing 
and processing of a substantial part of the world’s food 
supply. Here, as in other chemical and process fields, a 
high proportion of management, production and re- 
search personnel turn to this ACS publication for the 
broad editorial coverage and high editorial standards 
which assure them of interpretive news reporting and 
working information of daily practical value. Ag and 
Food’s columns, because of its maximum circulation in 
the field, afford the chief means of communicating with 





OF THE CHEMICAL W, 















the management, production, distribu- 
tion, and research personnel of the agri- 
cultural chemicals field. 


Analytical Chemistry (> 


Quality control of raw materials and 
finished products, product analysis, 
products application research, process 
instrumentation, testing and measure- 
ment, are the province of Analytical 
Chemistry. The editors examine and present the methods 
and the means by which the laboratory makes itself the 
origin of progress in the chemical and process industries. 
For this reason the technical standards of this publica- 
tion are held at the highest level. All articles submitted 
for publication are examined by leading authorities in 


AMALYTICAL 
CHEMISTRY 


the field and by the highly skilled editorial staff. Never- 


theless, Analytical Chemistry presents, by far, the largest 
number of articles on research and specialty chemicals, 
instrument applications in research, analysis, control, 
production, and on laboratory equipment and apparatus. 
Analytical Chemistry is the sole authority in its field. 







ACS PUBLICATIONS ... the prose of the chemical world for the pro’s of the chemical world 
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your 
international 
advertising 
belongs 

_ 





if you sell to... 


@ Industry, and Government in 
Latin America, Africa, Europe, 
the Orient, Australasia. 


@ Public Service Companies, 
Utilities, Mines, Plantations, 
Engineers and Contractors. 


@ Major users of commercial 
vehicles and industrial power. 


e The men with money and 
property overseas who daily in- 
fluence personal and family 
decisions in addition to the 
business ones they make for the 
best companies in the world. 


An inquiring audience is worth 
inquiring about... 


WORLD'S BUSINESS — (Edition 
in English) read in Europe, the 
Middle East, Africa, the Orient, 
Australia, Australasia — _ in 
1165 business and _ industrial 
communities in 61 countries. 


GUIA — (Edition in Spanish) 
read in Latin America, Spain, 
Portugal and possessions — in 
839 business and _ industrial 
communities in 27 countries. 


In their 2nd Half Century. 
WORLD’S BUSINESS & GUIA 
423 East 54th St., New York 22. 


Reporting and _ Interpreting 
American Industry and Busi- 
ness—Overseas. 
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Distributor study used as 
calculator aid, not indicator 
® TO THE EDITOR . . The member of 
your editorial staff who prepared the 
news item covering our survey of 
the construction equipment market 
(IM, Aug., p. 48) apparently read 
our report a little too hastily, for 
the item contains this statement: 
“A study made by Associated 
Equipment Distributors, made up of 
leading construction equipment 
dealers in the United States, was 
used in the study to indicate the 


‘percentage of the equipment market 


represented by each group.” 

This is not so. We merely used 
the AED study as an aid in calculat- 
ing the construction equipment in 
use among utilities, industrial plants, 
and miscellaneous users. 

ARTHUR H. DIX 
Vice-president in charge of 
research, Construction Equip- 
ment, New York 


Ad manager asks publishers 

to stop special issues 

® TO THE EDITOR . . I write to pro- 
test mildly regarding an amazing 
growth of a new-old dodge in the 
trade paper field which adds to al- 
ready over-burdened budgets. It’s 
the special issue. 

This can be a 13th issue, just for 
luck . . or a 17th anniversary 
(there’s a new one every year) 
or a digest of everything worth 
reading for the past year .. or a 
special Ford or General Motors 
edition (fill in your own sponsor) 

. or a Show number . . as though 
the regular issues wouldn’t have 
room for all the worth while news. 

The sales story is almost always 
convincing; would that I could 
weave as sound a yarn about our 
own products that would sell 13 
drums where 12 were enough be- 
fore. The story includes the assump- 
tion that being represented in the 
other twelve issues was almost a 
mistake, and that only by using 
this extra issue can the advertiser 
be sure that his company will stay 
in business. Without a compelling 
ad there, we might as well pull our 
salesmen off the road. 

This special issue business seems 


to have spread like a_ disease 
throughout the publishing business. 
Only a lucky few have not yet 
succumbed. Usually it is sold so well 
that there is twice as much adver- 
tising in it as in a regular issue. 
That means about 15 or 20% in- 
crease in annual income for the 
publisher, which is nice work. 

The plan is easy: after the idea 
is born, get an artist to make a 
mock-up or lay-out of the editorial 
section. Have a ‘stat or two to give 
a glimpse of the wonderful material 

too good for a regular issue. 
Never write a line of copy. Be sure 
to have a letter from the sponsor, 
saying that this issue looks to be the 
answer to the H-bomb, Commu- 
nism, unionism and juvenile delin- 
quency. Make up a sample cover, put 
acetate over it for slickness and pro- 
tection during its travels, then give 
it to a good main office man who 
travels with the regular space rep- 
resentative. That helps explain why 
the publishers need that extra brass. 

Methinks this special issue busi- 
ness has gone too far, and comes 
too often. When one is announced 
in March, for the coming fall, bud- 
gets have already been established 
and it is almost embarrassing to 
have to say, “No.” We have tried to 
substitute space in the big issue for 
some page in a regular number, but 
they foil us on that idea. In most 
cases space in the special issue will 
not count on the contract. It costs 
you whatever rate you have earned, 
but no soap on swapping. 

Isn’t it possible to add zest and 
glamor to a regular issue by putting 
special features in it? Can’t a month- 
ly, or one of the regular 26 bi- 
monthlies, be devoted to the special 
theme? Some books do that, and 
stay in business, even making money 
for their owners. 

Special issues will continue to 
succeed, we fear, just as long as 
space buyers sign up for them. We 
like the good trade publications, but 
dislike their greed. If that be heresy, 
put us on the last inside page as a 
punishment. 

DOUGLAS C. MINER 


Advertising Manager, E. F. 
Houghton & Co., Philadelphia. «@ 





Here is Your Market's Buying Power 


Circulation Statement 
AIR CONDITIONING, HEATING & VENTILATING 


Consulting Engineers, and Buildings (including Office, 
Architect Engineers 1866 Hospital, Hotel, Theatre, 
Institutional) 1194 
7 
Contensiors _—_ Manufacturers of Air Condition- 
zs ing, Heating and Ventilating 
Federal, State and Municipal Equipment. (O.E.M.) 1511 
Engineers 1091 
Manufacturers’ Agents 1065 
Public Utiliti 
wae Cilities i Wholesalers, Dealers 773 
Industrial Firms 1791 Educational Institutions 674 
TOTAL 15,921 





“pinpointed: in... 


ACH&V is edited by engineers for engineers, 
according to readers’ expressed needs. 





This practical editorial approach appeals to the working engineer 
primarily concerned, not with theory or research, but with the design, 
installation and/or operation of air conditioning, heating, ventilating, piping 
and plumbing (and related systems) for the Larger Buildings. 

These are the industry’s key buying factors. 


The bulk of this Buying Power is concentrated in a relatively small 
number of engineers, and engineering and contracting firms. 


ACH&V’s unique “pinpoint” coverage plan identifies this Buying Power 
in the 106 centers of major activity ... then directs its circulation accordingly 
(75% paid, 25% controlled) as listed in the Circulation Statement above. 


(A en 


SRE 
WHEN PLANNING YOUR ADVERTISING SCHEDULES FOR 1956, REFER TO ACH&V'S BOOKLET, ‘MARKET AND MEDIA FACTS" (N.L.A.A 
OUTLINE) OR WRITE FOR YOUR COPY TO ACH&V, PUBLISHED BY THE INDUSTRIAL PRESS, 93 WORTH ST., NEW YORK 13, N. Y. 
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“95% of every 


The only way any metalworking company makes a profit is to manufacture 
saleable products. In every metalworking company, therefore, all eyes are a 
constantly on Production, and Production’s needs come first with everybody. 
























At American Machine and Foundry, for example, 95% 
of every purchase dollar goes to keep PRODUCTION 


supplied with materials, machinery, tools, and supplies. 


achinist 


~r 
- © mewn ree 


we 
...the productten way 


The McGraw-Hill Magazine of Metalworking 
Published every other Monday 







Mi Long famous for the ingenious machines it sup- 
plies to the tobacco industry, American Machine 
and Foundry Company has in recent years diversi- 
fied into many other manufacturing fields, in- 
cluding the spectacular AMF Automatic Pinspot- 
ters shown here in production at AMF’s Buffalo 
plant. With total sales of $5-million in 1939, 
expansion and diversification had pushed 
AMF's annual sales to $140-million by 1953. 





purchase dollar” 


! 
; 


No wonder, then, that Production’s engineers and executives have Metal- 
working’s most important buying voice. 


No wonder, either, that American Machinist is the most powerful advertis- 
ing force in America’s biggest industry. It is edited exclusively for Metal- 


working Production ... gives Metalworking Production the most help... 
attracts more production-responsible subscribers than any other metal- 
working magazine ... sells Metalworking Production with unmatched 


impact and long-sustained results. 


to bigger sales in Metalworking 


Production, McGraw-Hill Building, New York 36, N.Y. 
Member of the Audit Bureau of Circulations and the Associated Business Publications 














* connections that 
Wankel or fiu-footut 
dairy industry markets 


No waste circulation. Individually each 
Olsen Publication is undisputed leader in 
the market it serves .. . offering more ABC 
circulation . . . more exclusive advertisers 
and advertising pages ... than any other 
available publication. 


THE MILK PRODUCTS JOURNAL — 
4,135 paid subscribers and the only monthly 
ABC paper serving the industry that proc- 
esses over half of the nation's milk supply. 


ICE CREAM REVIEW — 

8,450 paid circulation in areas where people 
BUY ... in the greatest population, pro- 
duction and sales areas. 


THE MILK DEALER — 
Appeal direct in the only publication de- 
voted exclusively to the profitable market 
milk industry. Paid circulation 9,660. 


THE DAIRY INDUSTRIES UNIT — 
Representing the above three Olsen Pub- 
lications — blankets the entire industry with 
22,245 paid circulation. 


THE 


THE DAIRY INDUSTRIES CATALOG — 
The industries most valued buying guide for 
the last 28 years. Over 17,000 copies to 
qualified personnel. 


WRITE, WIRE OR PHONE FOR 
MARKET DATA FOLDERS 


BRoadway 1-1135 


The Olsen Publishing Co. 


1445 North Fifth Street 
Milwaukee 12, Wisconsin 
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Univac boosts hope for new 
census figures in October 


Electronic brain outshines army of clerks; census most accurate 


By Stanley E. Cohen 


® IT IS TAKING heroic efforts to do 
it; but chances are exceedingly good 
that the Census Bureau will make 
good on the forecast that data from 
the new censuses of business and 
manufactures will begin appearing 
this fall. 

Early in the year when these op- 
timistic forecasts were made, only a 
handful in the bureau honestly felt 
confident that this could be accom- 
plished. Even with new electronic 
equipment, it seemed indeed rash to 
predict that 3,000,000 forms could 
be collected, transformed to punch 
cards, edited and tabulated in about 
half the time formerly required to 
do the job. 

While substantial hurdles remain, 
now there is widespread confidence 
that some of the most important re- 
sults of the new censuses will be in 
print in November. And there are 
some who feel that portions of the 
Census of Business may yet be out 
in October. 


More Speed... In an effort to get 
more timeliness into our big nation- 
wide censuses, the bureau’s top staff 
decided many years ago that elec- 
tronic computors ought to be de- 
veloped to “edit” and tabulate the 
report forms. 

Census had financed development 
of the original UNIVAC machine 
but received it too late for the 1950 
population and housing censuses. 
When the staff sat down to plan the 
censuses of business and manufac- 
tures covering 1954, officials decided 
this would be the ideal opportunity 
to find out what UNIVAC can do. 

While theoretically it appeared 
that these censuses could be com- 


pleted by October, emergencies were 
sure to arise. At each stage of the 
game the bureau has had to feel its 
. to test the capacity and be- 
havior of the electronic brain . . and 
particularly to develop the “pro- 
gramming” and routines which are 
the key to effective and profitable 
use of electronic computors. 

For example, during most of the 
summer, the bureau’s best techni- 
cians were busy testing the ability 
of UNIVAC to reject question forms 
that contain serious inconsistencies 
and errors. While the machine could 
review the nearly 300,000,000 figures 
contained on the 3,000,000 question 
forms in about 100 machine hours, 
its editing of these forms led to a 
totally unanticipated crisis. 

Approximately 50 tests had been 
devised for the machine. Did the 
form show payrolls greatly in ex- 
cess of sales? Did it indicate impos- 
sible relationships between mate- 
rials consumed and_ sales? Unit 
value of product? Hours per work- 


er? 


Way . 


Throws Out Errors . . UNIVAC, 
it developed, is a far more meticu- 
lous editor than the whole army of 
human clerks who carried out this 
task in former years. Since each 
form could “fail” on any of so many 
counts, the number of forms re- 
jected by UNIVAC was frightening. 
While this meant the new census 
would be the most accurate ever 
made, the checkbacks for clerical 
errors and faulty information turned 
out to be a far more time-consum- 

ing job than planners expected. 
To complete the census rapidly, 
Census Bureau decided to buy and 
Continued on page 20 





Do you want your ADVERTISING 
to be 
SEEN and READ? 









When MW editorial 
is being read... 





... your advertisement 
will be seen. 














100% AD VISIBILITY— 


in Metat-Workinc is your guarantee 


because it is the only metalworking magazine designed to pro- 
vide every advertiser with 100° visibility for his sales message. 
Every advertisement is always on a page with or opposite edi- 
torial material. No advertisement is buried among solid masses 
of advertising pages. 
In METAL-WORKING your advertisement is more productive 
) because it is in the most readable position. 
Cover-to-cover readership is maintained because MW editorial 
provides maximum information concerning the manufacture 
and processing of metal products. And it is presented in easy- 
to-read pictorial style. 








Sd If it is used in the metal-working industry 
it belongs in 


A SUTTON PUBLICATION 


g M ETAL -Wor Ki NG 172 South Broadway 


White Plains, N.Y. 
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BETWEEN THESE COVERS 

(AND ON THE COVERS THEMSELVES) IS 
THE IMPRESSION POWER THAT 
HAS SPARKED PROGRESSIVE 
RAILROADING SINCE 

MODERN RAILROADS FIRST APPEARED 
JUST 10 YEARS AGO! 


RGA 4k Se ws 
mw Ne “so 
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STILL PROGRESSIVE, STILL IN THE VANGUARD EDITORIALLY, TODAY 
MODERN RAILROADS’ POLICY HAS BEEN REWARDED WITH THE 
UNDISPUTED LEADERSHIP IN ADVERTISING TO RAILROADS! 
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the keen wweatiers’ choice 


You can unleash the full impact of this of 1955, advertisers invested MORE 
impression power for your product —take advertising dollars in 6 issues of 
advantage of this “plus power” value as other MODERN RAILROADS than they did 
KEEN ADVERTISERS hove done! in 26 issues of the weekly railway 
Dollars speak louder than words— PROOF of publication—and MORE than in 
the POWER ovailable to your product 18 issues of all 3 of the monthly publications 
is in the fact that in the first 6 months of the same publisher! 








‘ 
t 
4 
} 


thanks, Mr. Advertiser... 







Your appreciation of our efforts to brin 
IMPRESSION POWER to your/@@v has made MODERN RAILROADS 


the keen advertiser’s choice. 


th 


Look into MODERN RAILROADS’ 


dd IMPACT to railroad publishing and thus impart 


Anniversary issue ...coming November, 1955, 


keynoting ‘A Dynamic Decade in Railroading." 


*) ODERN Pe 
RAILROADS — 


201 N. WELLS STREET, CHICAGO 6, ILLINOIS 
NEW YORK e CLEVELAND « PASADENA 
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To SELL tne 
Knittin 


at 





GU N ana 


(1) CALL YOUR SHOTS... 


@ THE KNITTER is the only magazine 
in the U. S. published exclusively for 
the manufacturers, dyers and finishers of 
hosiery and knitwear 
e@ THE KNITTER covers every mill of 
any importance in the U. S. and Canada 
delivers all its circulation to the 
field you want to sell 
@ THE KNITTER reaches the men who 
do the buying . gives you plus 
coverage of key personnel who influence 
buying 


(2) SHOOT MORE OFTEN 
... at lower cost! 


The Knitter's low rates enable you to 
tell your story more often, because you 
don't pay for waste circulation out of 
your field) Ads can be “tailored” to 
specific jobs in ideal surroundings. 


If you sell to the 
KNITTING DIVISION only 


THE KNITTER 
is your BEST buy! 


———— SPECIAL NOTE! 
If you sell the whole textile field 
COMBINATION RATES 


for Textile Bulletin and the Knitter 
will save you even more. Write us 
for details. 

















The KNITTER 
stands alone 


in a field 
of its own! 






PUBLISHING 
COMPANY 
CHARLOTTE 

NORTH CAROLINA 
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Washington aa 


install a second UNIVAC, and even- 
tually it entered into an agreement 
leasing time on a third UNIVAC 
which U.S. Steel Corp. operates at 
Gary, Ind. As another time-saver 
the bureau ordered a_ high-speed 
printer capable of transcribing UNI- 
VAC results at the rate of 600 120- 
character lines per When 
this equipment failed to arrive on 
time, the bureau “borrowed” a simi- 
lar machine from the armed serv- 


minute. 


ices. 

But no electronic machine could 
insure that question forms would 
be returned promptly and complete. 
Field offices for collecting informa- 
tion had closed in June. Yet in Aug- 
ust correspondence was still under- 
way with 15,000 companies to bring 
in delinquents or clear up errors. In 
some instances, long distance phone 
calls were used to clarify question- 
able figures which turned up during 
the UNIVAC editing. 

Even so, a handful of delinquents 
have caused a substantial delay. 
In mid-August the results for the 
Census of Manufactures were in, 
except for 300 or 400 companies. 
Because product information in these 
missing forms might change the re- 
sults of almost any table in the cen- 
sus, tabulating the results of the 
entire Census of Manufactures had 
to be held up until these missing 
forms could be accounted for and 
included. 


40 Industry Reports. . Originally 
the bureau had expected to put out 
summary figures for the _ entire 
United States as the initial release 
for the Census of Manufactures, 


breaking down the detail in terms 


of two-digit industries. As a result 
of experience with the editing and 
tabulating process it now seems 
likely that the bureau will begin 
its reports on the Census of Manu- 
factures by putting out a series of 
about 40 “four-digit” industry re- 
ports. These reports which are tenta- 
tively timed for November, will be 
on a state basis. They will deal with 
such subjects as material consumed, 
secondary products, and processes 
carried on in plant. Details for smal- 
ler political subdivisions will be re- 


leased at a later date, when the 
first rush is out of the way and there 
is an opportunity for the UNIVAC 
machines to sort out the informa- 
tion which must be withheld be- 
cause of the “disclosure” rule. 

Initial releases in the Business 
Census will deal with sales by kind 
of business. Here again, the releases 
will be by states, with separate re- 
leases for wholesaling, retailing and 
service industries. During the suc- 
ceeding six or seven months, addi- 
tional releases for the Census of 
Business will provide information on 
payrolls, size of stores, inventories 
and other details. 


Tabulates All in Two Weeks. . 
One of the unusual facts about the 
new tabulating methods which have 
been developed for the 1954 censuses 
is that the tabulations themselves 
are completed in a very brief period, 
of perhaps a week or two. 

For weeks the technicians struggle 
to get in the information, and then 
to transpose it onto tapes in proper 
shape for the UNIVAC. Once the 
information is in proper condition, 
and on edited tapes, the results come 
out in great detail, all at once. 

In the very near future the bureau 
will be in a position to announce the 
exact form in which these censuses 
will be published. Anyone interested 
in obtaining information about the 
census should write now to the 
Director of the Census, Washington 
oo, I<. and information 
about publication arrangements for 
the censuses of business and manu- 
factures. Some time in September 
catalogs will be available outlining 
the material that will be available 
and the proper procedure for obtain- 
ing it. * 


request 


“. . I know .. let's trade. You do the ad- 
vertising and I'll run your business.” 











HOW METALWORKING BUYING POWER 
iS CONCENTRATED 


Of more than 60,000 metalworking plants, only about 
2,000 have more than 500 employees. Yet these feu 
plants employ 2/3 of all workers in all plants. 

Only 13% of all metalworking plants account for 79% 
of the total product value, and purchase equipment, 
tools, materials and accessories in the same proportion. 
This buying power is also concentrated geographical- 
ly. Using sales of machine tools as an index of ac- 
tivity, 86.4% of the buying power is in 15 states. 
MACHINERY concentrates 81.3% of its U.S. circula- 
tion in these same 15 states. 

These are facts. They show why it is necessary to 
judge a publication by its coverage of buying power, 
rather than by mere circulation totals. 


REACHING THE BUYERS YOUR SALESMEN 
CAN’T SEE 


To advertise metalworking products successfully you 
must cover the right plants. But you must also reach 
the real buying authorities in those plants — the engi- 
neering and production executives representing every 
phase and level of management. 

These men are of utmost importance. Many of them 





MACHINERY 


CORRELATES 


IN EVERY MAJOR 
METALWORKING MARKET 


Circulation to 
Buying Power 


ie 





oe 





do not see materials or equipment salesmen. Nor, for 
that matter, trade-paper subscription salesmen. 
MACHINERY ’S combination of Paid Circulation and 
Directed Distribution penetrates the volume-buying 
plants by reaching these hidden buying authorities 
who — because they are inaccessible — are often 
missed by a publication which depends on all-paid 
circulation alone. 


HOW MACHINERY FINDS THE REAL BUYERS 


MACHINERY conducts a continual census to locate 
buying executives. Most of these men have long been 
subscribers to MACHINERY. Whenever we find a 
man who is not — and who has proved purchasing 
authority — we send him a personal copy of MA- 
CHINERY every month. 


Better than 27% of MACHINERY ’S circulation is Di- 
rected in this manner. The balance is Paid. Recipients 
of Directed copies must request continuance every six 
months. 


This form of coverage, which includes selective sub- 
scription selling, makes sure that your message pen- 
etrates the volume-buying plants thoroughly — and 
reaches more of the important, but often inaccessible, 
buying authorities. 


M56] MACHINERY 


The Monthly Magazine of Engineering and Pro- 


= The Industrial Press, 
duction in the Manufacture of Metal Products. 


93 Worth Street, 


Published by | 
New York 13, N. Y. 
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hen CPI* production 


“and CPI management prefer 


i 


it’s your cue to 


Reader preference studies by Chemical Process Industries adver- 
tisers over their customer and prospect tists consistently rank 
these two McGraw-Hill leaders at the top... Chemical Engineering 


first whenever plant production titles are surveyed . . . Chemical 
Week first at every level of management. Among those conducted 
over the past four years, Chemical Engineering received 80% 
more production votes than any other publication... Chemical 
Week 114% more management mentions than the next maga- 
zine. Together these two publications bracket both buying func- 
tions in the $41 billion-a-year spending CPI. Ask your agency! 

















men prefer 





ENGINEERING-MINDED 


@ivsities PRODUCTION MEN 





| this 5 ee Week READ IT 


IT’S 


use them =| together! 


OWN MAGAZINE 





4D 330 West 42nd St., New York 36, N.Y. 




















CANADA Is Your No. 1 Export 
Market... 


CIEN Is Your No. 1 Publication 
to Sell Canadian Industry 


Canada buys more from the United 
States than does the whole continent 
of South America. She is the United 
States’ biggest customer. 


In no other country will you find such 
opportunities for business expansion, 
nor as easily developed. For one thing, 
you can reach most of your industrial 
buying prospects through one publica- 
tion. 


CANADIAN INDUSTRIAL EQUIPMENT 
NEWS has the largest circulation of all 
industrial magazines in Canada. That's 
why more machinery and equipment 
firms advertise regularly in CIEN than 
in any other Canadian publication. 

You will be interested in a report of 
sales made through CIEN advertise- 
ments. Write for a copy today, to- 


gether with the CIEN NIAA Report. 
€ 





CANADIAN 
INDUSTRIAL 
EQUIPMENT 
NEWS 
No. | Publication to Sell Canadian Industry 
Largest Industrial Plant Coverage 


Most News of Industrial Products. 


Head Office: Gardenvale, Que. 


Atlanta si ......WErnon 2969 
Birmingham, Mich. ...Midwest 4-1072 
NI i eteihictccion ccc __.LAfayette 3-4688 
Chicago .......................HArrison 7-3730 
Cleveland _.................CHerry 1-222] 
cn, OLS OD SIS EMpire 3-2087 


Garden City, Mich. ...PArkway 2-015! 
Grosse Pointe, Mich. .TUxedo 2-3583 
Indianapolis _....... BRoadway 4422 
Kalamazoo .................... KAlamazoo 4-2868 
Los Angeles LUdlow 5-5525 


ee te, Fillmore 3-8298 
Minneapolis __............... ORchard 5-845] 
New York .............OXford 5-0500 
New Haven _. UNiversity 5-2305 
Philadelphia _............. GRanite 2-6500 
i, ee EXpress 1-0244 
Richmond ............... FAirfield 2925 
NN SS a CUlver 0346 


Western Springs, Ill. .... 


CHestnut 6-3180 
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trends 


A review, by business paper editors, of industry conditions 
that may influence industrial marketing procedures. 





Chemical, plastics industry 
mark big expansion in ’55 


By Howard C. E. Johnson, Chemical Week; J. B. Mellecker, Chemical Engineering Progress; 


Walter J. Murphy, American Chemical Society; Dr. Jesse H. Day, Society of Plastics Engi- 


neers Journal, and Hiram McCann, Modern Plastics. 


® SALES UP 17%, profits up 31% 
that’s how a 27-company cross-sec- 
tion of the chemical industry fared 
during the first half of 1955 vs. last 
year’s corresponding period. Since 
the price average has been constant, 
the sales rise represents a corres- 
ponding rise in volume; and the even 
higher profit increment represents, 
by and large, federal tax relief in 
the form of accelerated amortiza- 
tion of new, defense-supporting ca- 
pacity. 

But that new capacity is not an 
unmixed blessing. Despite higher 
sales, and concomitantly higher pro- 
duction, there is . . right now or right 
soon ample capacity for some 
basic commodities to challenge the 
marketing expert. Among them are 
acetone, ammonia, caustic soda and 
polyethylene. There’s no doubt that 
the economy will eventually grow 
up to the industry’s capabilities, but 
it may take some months. . or some 
years. 

Too, there’s the pressure of foreign 
competition on markets heretofore 
supplied by American goods. West 
Germany’s chemical industry, for 
example, is pushing hard for world 
markets again after World War II’s 
knockout blow. The competition is 
eerie active in South Amer- 
ica . . for many years virtually a 
preserve of U. S. firms. The Ger- 
mans, in common with other Euro- 
pean marketers, generally offer easi- 
er credit terms and more generous 
trade concessions than their Amer- 
ican counterparts. 


As a result of these various fac- 
tors, 
bets by integrating and/or diversify- 
ing. 

Producers of basic chemicals, their 
profit margins squeezed in these 
sharply competitive times, seek to 
upgrade their products closer to the 
wider-margin consumer level. Hence 
a chlorine maker branches into 
chlorinated insecticides . . or more 
likely buys out an insecticide firm. 
Or a petroleum refiner eyes the 
seemingly lusher pastures of petrol- 
eum-derived detergents; and he may 
even arrange to incorporate his pet- 
rochemicals into a retail detergent 

. possibly by acquiring a firm dis- 
tributing such a product. 

On the other hand, a firm that is 
already fully integrated . . from the 
trees in the forest to cellophane film, 
for example . . may scatter its eggs 
throughout several baskets by ac- 
quiring a pharmaceutical manufac- 
turer and an aviation firm. 

Such reasoning is undoubtedly 
behind the recent rash of mergers, 
acquisitions, stock transfers and the 
like that have trampled down the 
neat fences separating the chemical 
industry from its other industrial 
brethren. It’s becoming increasingly 
hard to tell where to draw the line 
in listing the firms that comprise 
the “chemical” industry. 

All of which makes marketing de- 
cisions more difficult. A company 
wise in the ways of industrial selling 
may flounder in its attempts to sell 
the housewife a new dishwashing 

Continued on page 28 


U. S. firms are hedging their 
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Are all the industries that need 





your products using them? 


Unless you know what’s happening on drawing 
boards, in labs and product development throughout 
the nation it is impossible to foresee where new 
uses and new users will spring up. 


Production changes and diversification resulting 
in new needs for equipment, parts and materials are 
creating new, hidden markets in thousands of plants. 


65,000 selectors of products are examining Industrial 
Equipment News monthly to find the answers to 
their new requirements. 


Why not meet them halfway with the news of 
your products by means of editorial releases and 
advertising? We welcome and publish descriptions 
of all important new industrial products without 
charge as a service to our readers. For $150 to $160 
per month you can carry on the sales promotion of 
your products in every industry there is . . . all 452 
subdivisions of the 20 basic ones . . . and achieve a 
degree of penetration comparable to that of some 
vertical papers. This figures out to cost you only 





32-1/5¢ to 35-2/5¢ per market. Surely you can sell 
ONE of them. 

You do not have to look for these new users because 
they are looking .. . actively ... every month... 
for products like yours. 

Industrial Equipment News is so effective in selling 
because it is so extensively used for buying. 


Details? ... Send for complete DATA FILE 
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the two leading publications 
: in the instrument and 
| automation field give you. 
Thatellloliket-biave circulation to. 


193, 000 users... at 


lowest cost per thousand! 





buyers of instruments and devices 


for measurement, inspection, 


testing, analysis, computing, weighing 


and automatic control! 

















INSTRUMENTS 
and 


iba) V Gale). INSTRUMENT AND 
CONTROL 
‘PRODUCT’ BOOK 





WORLD 
LEADER 
SINCE 





TO 
ALL INDUSTRY! 
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Which Directory 
Makes Your Dollar 
Most Productive? 


compound. Disparate activities may 
make for balance-sheet soundness, 
but they may pose unfamiliar prob- 
lems to a sales vice-president faced 
with a budget allocation. 

Such problems could well be seri- 
ous in a static or falling economy; 
but as it is, there’s time for chemical 


a companies to adjust to changed cir- 


cumstances. For new chemical de- 














DIRECTORY a tats 
velopments . . such as improvements 

ay ae \ takes your sales story to in synthetic fibers, synthesis of “nat- 
18 industrial buyers* ural” rubber promising to erase the 

/ last vestige of dependence on the 





SSS per dollar of cost tree-grown product, chemical proc- 


*Based on 1954 BPA essing of nuclear fuels, lower pro- 


duction costs through automatic 
controls, to name but a few . . point 


to increasing sales opportunities for 











DIRECTORY 
aca tehkes your sales story fo the industry in the years immediate- 
R \ Yy Y ly ahead . . HOWARD C. E. JOHNSON, 
23 industrial buyerst managing editor, Chemical Week, 
/ New York. 
per dollar of cost 





{Based on 1954 ABC An Industry of Change . . The 
chemical industry is expected to 
continue its rapid growth in both 
its present market areas and in new 

’ markets. Present rate of production 

MacRAE 5 Blue Book growth can be expected - continue 
and new construction will keep 
takes your sales story pace. The reasons behind rapidity 
of change in the chemical industry 
are expanded production, new prod- 


to 30 industrial buyers# uct production, and the high rate of 


obsolescence of both facilities and 





per dollar of cost product, influenced largely by re- 
search and market shifts, as well as 
¢Based on current circulation the highly competitive nature of the 

industry. 





The merger trend, based on many 
factors, both economic and integra- 
tional, opens up wider raw mate- 
rial, production facility and market- 


These figures, based on cost per page, per thousand 
of effective industrial-buyer circulation, tell you plainly 


where your directory dollar works hardest and produces ier sbivetonn “diths thn Tneat contal 
most. MacRAE’S 1955 circulation is over 90% SIC lasiiieatiiaiaaies Sin iin Meuiiaad tine 

industrial, concentrated on big buying metalworking and New markets, potential markets, 
processing plants, contractors and public utilities. That’s | new products, and whole new in- 
why your BLUE BOOK Dollars are the most effectively | dustries within the chemical process 


field are far too numerous to cover 

more than sketchily here. But some 
of the outstanding trends are: 

» The potential in nuclear opera- 

tions within the chemical industry 

lt Produces | are nearly limitless . . we can’t yet 

Consult your even conceive all the possible appli- 

agency or 5 BLUE cations the future holds. But one 

See RAE a BOOK | facet is clear already . . there will 

| probably be a whole new chemical 

18 East Huron Street, Chicago 11, Ill. | Continued on page 32 


productive dollars in your advertising budget. Reserve 
space now in the 1956 issue. 
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One of a series illustrating the wide use of plastics...in everything from autos to 
toys, building materials to costume jewelry, office equipment to home appliances. 






IN RADIO & Tw there’s news 
in plastics. Now, more and more com- 
ponent parts are made with plastics 
...and so are the cabinets of many TV 
sets and practically all small radios. 
















IN PLASTICS THE MAGAZINE Is...VODE PLAS’ 





N 


MODERN PLASTICS is the magazine that 
provides complete coverage of plastics 
. .. product design, market facts, re- 
search, news, patents, applications. 
That’s why it’s regularly read by users 
of plastics in many fields... and why, 
each year, more and more advertisers 
place more and more space in it. 
Here’s the startling ad-growth story 
for the last 5 years: 
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For more information about the 
magazine and the market, write: 








MODERN PLASTICS 


A Breskin Publication 
575 Madison Avenue 
New York 22, N.Y. ABC-ABP 
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Production Rises to 6.79 Million 
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Good writing begins with experienced reporting, progresses through expert analysis and evaluation, 

and ends with effective presentation. But above all, a story must be adequate. If it falls short of informing 
the reader completely, no amount of journalistic tricks can produce an article worthy of a reader’s 
time. * We’ve never been advocates of capsule journalism, because in the oil industry, when good 
writing is available to the reader, he has no reason to skim the editorial text or the advertisements 

in his magazine. * That’s why The Oil and Gas Journal, and its 38 full-time editors with more than 
- 550 years of petroleum/journalism experience, covers all divisions of the oil industry with such 


accuracy and thoroughness. Remember, The Reader is the Most Important Man to Both of Us. 
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Working 
| Alone? 








| Mavse you own your 
| business, sell your prod- 
| uct, and write your own 
advertisements. 

If you need a lift in sales 
and advertising, a cus- 
tomer magazine by 
William Feather may be 


the solution. Better and 


less expensive than do- 


it-yourself. 





A TESTED CUSTOMER 
MAGAZINE FOR 
ESTABLISHED BUSINESSES 





Complete details, samples 
and cost information will 
be sent upon request. 
Anyone in a business not 
competitive with our 
present customers can try 
our magazine on a test 
basis. Quit anytime you 
find the magazine is not 
doing an effective adver- 


| tising job. 





The 
WILLIAM FEATHER 
COMPANY 


812 Huron Road, Cleveland 15, Ohio 
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industry in the field of reprocessing 
nuclear fuels. This is an economic 
necessity to the nuclear power in- 
dustry, and the chemical engineer 
is already at work on the problem 
of profitable reprocessing. 

p» As usual, plastics are literally 
leaping ahead, with new applica- 
tions, modifications of present prod- 
ucts, and new products. 

» Metals have assumed a greater 
prominence in the chemical field. 
Formerly “rare” metals do not ex- 
ist as such any longer. They are 
being developed for extensive fabri- 
cation markets and are expanding 
rapidly into a myriad chemical uses 
. . pigments, catalysts, special com- 
pounds, etc; and the search for mar- 
kets goes on at a high pace. Per- 
haps the biggest development in 
metals is the expansion of interest 
and work in the chemical processing 
of ores. Chemical processes for ex- 
tracting them are opening up new 
low grade deposits and bringing new 
processing industries into promi- 
nence. 

p» Another never-static field with- 
in the chemical industry is that of 
synthetic textiles. Already a major 
industry, its products are more fa- 
miliar to the average man than many 
natural fibers. Synthetic textiles can 
be expected to continue their growth 
in the old forms, introduce new 
forms, find new blends and new 
uses. 

» For the industry itself, the sig- 
nificance of automation cannot be 
underestimated. One of the first in- 
dustries to go semi-automatic, the 
chemical industry faces real prob- 
lems in application of fully automa- 
tic methods. Variables are many in 
all chemical operations, are exceed- 
ingly complex, and not always com- 
pletely understood and_ tabulated. 
For full-automation to be applied 
it is necessary that all variables be 
known, all process details available. 
When this will occur is not clear at 
the moment and means much work 
and experiment. But when it hap- 
pens, expect rapid changes. 

In general the chemical industry 
has always been characterized by a 
tendency to rapid growth and 
change. The future holds every in- 


dication that it will continue to be 
so. It is the very nature of the in- 
dustry to widen as well as deepen, 
its effect . . J. B. MELLECKER, editor, 
Chemical Engineering Progess, New 


York. 


Interpreting Many Patterms . . 
Sales in the chemical industries for 
the first six months of this year hit 
a record high of $11.5 billion, 18% 
higher than last year. 

To properly understand and evalu- 
ate the chemical industry, one must 
recognize two basic facts: (1) the 
industry is its own best customer, 
and (2) today chemicals are em- 
ployed in just about every important 
segment of manufacturing. 

These factors are responsible for 
a very complicated merchandising 
pattern . . not too well defined and 
rather difficult for the outsider to 
grasp and interpret. The usual and 
readily recognized manufacturer- 
wholesaler-retailer relationship, 
typical of so many fields, is but a 
part of the over-all sales pattern of 
moving chemicals from producer to 
consumer. 

Do you sell heavy chemicals? If 
so, the pattern is one thing. If you 
make and sell pharmaceuticals, the 
basic synthetic resins and plastics, 
agricultural chemicals, industrial 
and household chemical speciaities, 
synthetic rubber, synthetic textiles, 
then you have seven other very dif- 
ferent sales patterns, to say nothing 
of quite a number of modifications 
of the seven. 

Is this an unusual situation in the 
chemical industry? Not at all. Take 
a rundown of the products of the 
biggest 20 chemical producers and 
you begin to see the complicated 
merchandising problems encoun- 
tered. The big chemical companies 
are big mainly because they diversi- 
fied. Sales headaches are plenty, but 
profits are ample justification. And 
speaking of profits, sales in the last 
half of 1955 should be the biggest 
in history, with profits probably at 
a new high as well. 

Practically all government-owned 
synthetic rubber plants became 
privately owned this spring. This 
should prove to be a tremendous 
stimulus to greater research and 
better products. The market for the 
synthetic textiles, particularly the 

Continued on page 33 
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Why coverage of purchasing executives 
is so important to every industrial advertiser 


In Manufacturing Companies Purchases Represent 


over 52 Cents of Every Sales Dollar 





Interest 
0.4% 





Reinvested in Reserves for Dividends 
Business Depreciation 3.3% 
2.9% 4.0% 


National City Bank of N. Y. (1953) 
Distribution of the sales dollar in 77 largest manufacturing companies 


In these 77 manufacturing companies alone, 
purchasing departments spent over $50,000,000,000! 


To reach the purchasing agent— 





— the ONE man always in the buying decision — 


You need Purchasing Magazine- 





— the ONE national magazine serving the information needs of the greatest 
number of PAs throughout industry. 


For the complete PURCHASING story, read on... 









- 
SYA A vitally important auctence for 
eS) your agvertising — industry PAs 


wy 















Today, companies large and small are putting ever-increasing F 
emphasis on purchasing as a key management function. 
These companies are finding additional profits through the 
new techniques of today’s purchasing departments. - 








The PA’s job isto get maximum value for every dollar spent. 
To do this, he can and does choose freely among available 
sources of supply. That’s why the PA- is the one executive 
your salesmen call on most! To get the order, you must sell 
the PA. 


One of the basic jobs for your industrial advertising schedule 
is to reach the PA regularly —to back up your salesmen—to 
substitute regular, inexpensive “advertising calls” for inter- 
mittent, costly sales calls. 


PURCHASING Magazine does this basic job for you. The 
leader in its field since 1915, PURCHASING delivers the 
largest available coverage of industrial purchasing agents... 
is the one national publication specifically tailored to the 
interests and needs of purchasing executives throughout 
industry. 

















“We are convinced that the prominence we give to the purchasing function is vital to the 
successful operation of our business.” 
Frank M. Folsom, President, Radio Corporation of America 






“The purchasing function is one of the strongest links in our chain of operations.” 
K. C. Towe, President, American Cyanamid Company 







“Under the new concept of purchasing, the purchasing agent is as important to the profit- 
able operation of our business as sales or production management.” 
John A. Hill, President, Air Reduction Company 






y= \ An ideal editorial olimate for your 
2 _ advertising— Purchasing Magazine 






For the Purchasing Agent to read even one publication spe- 
cializing in the products he buys would allow him no time 
for his work. But one publication— PURCHASING — deals 
with the problems of the purchasing function with the thor- 
oughness and broadness of scope that the Purchasing Agent 
needs. 










The PA—like any specialist—reads the magazine that is most 
helpful to him in his work. The ONE magazine read regu- 
larly by industry’s PAs is PURCHASING. 














Why more PAs read Purchasing 
than any other publication! 


... far more extensive editorial service than any other publication serving 
the purchasing function. Each year, PURCHASING runs over 350 major 
editorial pages devoted exclusively to subjects of direct concern to the 
purchasing agent in the operation of his department. 





... edited by experts with years of experience dedicated to industry’s 
important function —purchasing...who are recognized by PAs 
throughout the country as authorities on purchasing problems. 





STUART F. HEINRITZ, PAUL V. FARRELL, GEORGE H. GUTEKUNST, JR., A. N. WECKSLER, DEAN AMMER, 


Editor-in-chief 
Awarded J. Shipman Gold 
Medal of National] Association 
of Purchasing Agents for out- 
standing services to the pro- 
fession. Author of handbooks 
and basic texts on purchas- 
ing. Speaker at many pur- 
chasing and business confer- 
ences. 


Managing Editor 
Business and market special- 
ist. Author of “Fifty Years 
of Purchasing, The Story of 
NAPA” —and co-author of 
“Value Analysis.”’ Speaker at 
many purchasing meetings. 


Associate Editor 
Specialist in office equipment, 
business methods and systems 
... also a speaker at purchas- 
ing groups throughout the 
country. 


Washington Editor 


Noted writer and reporter, 
authority on federal govern- 
ment activities as they affect 
procurement. 


Technical Editor 


B.S. in business and engineer- 
ing, M.I.T. Former purchase 
analyst at Ford Motor Co. and 
other leading companies—co- 
author of “Value Analysis.” 


Legal Editors: Leo T. Parker and Albert Woodruff Gray—Plus many noted contributors among purchasing leaders. 





Here& the proof that 
... Purchasing is ysetal to Hs readers 






























“MOST USEFUL? Highest 
PURCHASING!”’ “Most Useful” vote of 
983 Business Publications 





In the greatest business paper 

















readership study of all time, Lis Most 
PURCHASING received more int _ 
“most useful’ votes than the 
other 982 business papers men- PURCHASING 2,156 
wn tioned. Iron Age 2,138 
; (This. table based on study conducted by 18 Electrical World | 1,848 
leading .manufacturers among their own cus- Steel 1,757 
tomers and prospects, supervised and tabulated ee , 
by McGraw-Hill Publishing Company.) 





_.. Purchasing ic valued by its readers 





RENEWAL RATE — 80.9% “PLEASE SEND PURCHASING 


L 
(June, 1954) - vee" 
Circulation is built 100% by mail FOR ANOTHER YEAR! 


ary 


... Purchasing tread for advertising as wel! 
Az) ac editorial content 


=s 
oN 
Ve “YES—I READ THE Question asked of PURCHASING readers: “Do you 


—only one-year subscriptions 
accepted. 






a ADVERTISEMENTS” read the advertisements in PURCHASING Magazine?” 
_ Answer: 
All or some of the advertisements 92.8% 
os Few or none of the advertisements i. ore 


*Result of Readership Study Total 100.0%* 


Sal 
...Remember—no aabertising schedule to industry 
ie complete without Purchasing 


For PURCHASING is the ONE magazine edited to the exact requirements of the purchasing function. 
— read regularly by the ONE man always in the buying decision 


— the ONE executive your salesmen call on most! 






to sell an industrial product— 
put PURCHASING power behind it! 


A Conover-Mast Publication - 205 East 42nd Street, New York 17, N.Y. 
Offices in Chicago, Cleveland, Detroit, Los Angeles 


A basic magazine on any industrial advertising schedule! 
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newer ones, is gaining ground fast, 
but the natural fibers, cotton and 
wool, are doing well thanks to the 
wonders of chemical research. 

Plastics are showing no signs of 
any slackening in pace. The center 
of attention is on polyethylene. The 
big question is which of two or 
three processes is the most econom- 
ical? Also, we are witnessing devel- 
ment of polyethylenes with impor- 
tant variations in physical proper- 
ties. 

Between synthetic textiles and 
plastics, it is more than likely that 
the total output of chemicals in the 
U.S. will double in the next ten 
years. By 1975, sales are expected to 
be four times the 1950 total. 

Automation will continue to be 
employed in chemical manufacturing 
to a very great extent . . but let’s 
remember it is not a new trend in 
chemistry. Not too many realize that 
many of the newer concepts of auto- 
mation in the chemical process in- 
dustries involve modifications of 
well known instrumentation meth- 
ods and techniques widely employed 
in the analytical laboratory. 

Certainly the reader must be im- 
patiently saying to himself, “But 
what about new drugs and pharma- 
ceuticals?” Certainly the publicity 
of the Salk vaccine program served 
to make the public more than ever 
conscious of what the fertile brain 
of the chemist means to health and 
life expectancy. Sufficient at the 
moment to say that the pharma- 
ceutical division of the chemical in- 
dustry spends more of its sales dol- 
lars on research than any other seg- 
ment. Research is becoming more 
and more costly and one of man- 
agements biggest concerns is the 
“productivity” of research. The big 
question is how do you measure its 
successes and failures? 

The one big long-term trend to 
be watched is the increasing activity 
on the part of some segments of the 
chemical industry to market direct 
to the ultimate consumer. Monsan- 
to’s program with the synthetic de- 
tergent “All” has everybody asking 
questions. The same company has 
just announced it will market agri- 
cultural chemical formulations with 
Monsanto labels in the midwestern 

Continued on page 34 
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DRILLS Directly into 
the BUYING LEVEL of 









DRILLING INDUSTRY 


..- No waste circulation 


..- No horizontal spread 


Of all the oil and gas wells now being 
drilled in America ... at least 90% are being 
drilled by drilling contractors . . . 53,500 
wells (215,320,000 feet) were drilled in 1954 
. . . approximately 48,500 of these wells 
(193,788,000 feet) were drilled by drilling 
contractors. They represent an expensive, 
specialized business, and they do buy big! 


What better way to reach these men than 
through the official magazine of the Asso- 
ciation to which most of them belong and 
look to for business guidance and services? 
Primary coverage of THE DRILLING 
CONTRACTOR, official publication of 
American Association of Oilwell Drilling 
Contractors, is the AAODC membership. 
More than 600 drilling firms are represented 
who operate at least 2,000 of today’s active 
rigs. This group can be counted on to read 
their own Association magazine, THE 
DRILLING CONTRACTOR, for complete 
and official Association news and views. Not 
to mention most of the remaining contractors 
and key operators who subscribe to the 
magazine outside Association membership. 


Guaranteed “buying power” coverage 


THE DRILLING CONTRACTOR reaches the core of the drilling market through 
its definite coverage of AAODC member firms who represent three-fourths of the 
active rigs. Most of the remaining contractors and operators and companies with 
drilling rigs receive THE DRILLING CONTRACTOR. This well balanced, spe- 
cialized distribution assures advertisers of practically complete coverage of the 
important “buying power” of the drilling industry. 


The DRILLING CONTRACTOR 


321 Reserve Loan Life Bidg., 


Dallas, Texas 


September 1955 /'39 








FOR 


EXTRA SALES 
ADD 


EXTRA 
MARKETS 


Easy to capture extra markets 
can be found to-day in many 
parts of 


LATIN AMERICA 


In Mexico, Cuba, most of Central 
America and in all countries of 
South America, industrial selling be- 
gins with the textile mills. There are 
many more of them than of any other 
manufacturing business. They are 
growing as fast as Latin America’s 


fast growing population. 


Textile machinery builders, naturally, 
need and go after the huge Latin 


American textile mill business. But - 


these same mills offer wonderful sales 
oportunities for other manufacturers 
of industrial equipment . . . motors, 
pumps, compressors, air condition, 


materials handling and much more. 


They are easy to contact because al- 
most all of them, in all countries, 
read_ the 


magazine 


TEXTILES 
PANAMERICANOS 


They use it as a buying guide for 
industrial equipment because, in 
more ways than one, it “talks their 
language . 


same technical business 


To help to get your share of business 
from Latin America’s textile mills, 
first get the facts from 


Panamerican Publishing Co., Inc. 


570 Seventh Ave., New York 18, N. Y. 
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trends :- 


area in 1956. This trend is not ex- 
actly a new idea in the chemical 
field, but the present implications of 
what its extensive development may 
mean in a decade almost staggers 
the imagination. . WALTER J. MURPHY, 
editor, Analytical Chemistry, Chem- 
ical & Engineering News, Industrial 
& Engineering Chemistry and the 
Journal of Agricultural & Food 
Chemistry, Washington. 


begins on p. 24 


Plastics Comes of Age . . There 
are several pronounced trends at 
present in the plastics industry. First 
is the astonishing expansion by the 
materials manufacturers who have 
built dozens of major plants for the 
manufacture of plastics raw mate- 
rials within the last year and who 
are still building. The second is the 
continuation of the introduction of 
new kinds of plastics materials. And 
third, and possibly most important, 
in the long run is the increasingly 
strong movement toward the estab- 
lishment of industry-wide stand- 
ards and specifications. 

Nearly all major plastics suppliers 
have built or are building new 
plants, both for new plastics and to 
increase production of standard ma- 
terials. This expansion at the source 
will have its effect in the lowering of 
prices, both through larger produc- 
tion and through increased competi- 
tion. And with lowered price will 
come an invasion of fields in which 
plastics were not competitive price- 
wise. 

New markets for plastics are dis- 
covered originally by the finding of 
new kinds of plastics, but this source 
is relatively less fertile at present 
than the continuing discoveries of 
new jobs for old plastics. 

For example, polyethylene has 
been a standard for fairly soft, flex- 
ible, easily handled, chemically 
stable and inert materials, used as 
packaging film, tumblers, cigarette 
cases and the like. Then came its 
use as cold-water pipe . . potentially 
the largest use for any plastic . . 
and its use as squeeze-bottles for 
cosmetics and lotions. Next may be 
the fields of collapsible tubes, such 
as tooth paste tubes, and even use 
of plastics for tough, stackable 
bottles for milk, oil, ete. 
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A new way of getting new business 
lies in the cost reductions made pos- 
sible by increasing automation. Fully 
automatic injection molding of small 
items is a recently accomplished 
fact, and in the last year at least two 
machinery firms have introduced 
automatic, continuous process ma- 
chines for vacuum-forming. . . DR. 
JESSE H. DAY, editor, Society of Plas- 
tics Engineers Journal, Greenwich, 
Conn. 


Plastics Grow Apace . . Plastics, 
an industry that multiplied itself by 
30 in thirty years (from about 10,- 
000,000 pounds in 1924 to 3 billion 
pounds in 1954) again enjoys tre- 
mendous growth in 1955. Current 
rate of production is at 3.8 billion 
pounds per year . . and it is con- 
ceivable that, with continuing appli- 
cation expansion in the last quarter 
of the year, the industry will hit 
close to the 4 billion pound mark. 

Viewed from any and every angle, 
the plastics industry is quite ap- 
parently achieving an_ industrial 
versatility that must render it more 
and more useful to all segments of 
the national industrial economy. And 
the growth history of plastics has 
always been closely linked to the 
expansion of the general economy, 
due to the fact that plastics com- 
ponents are used in ever increasing 
numbers in automobiles, refrigerat- 
ors, radios, television, home appli- 
ances, construction, apparel, etc. 

Among the thermoset materials, 
the phenolics are holding their vol- 
ume growth as materials for electri- 
cal and communications components, 
as laminates and as industrial resins 
for the binding of fibrous glass in- 
sulation, wood waste, brake linings, 
and sand for foundry shell molding. 

The ureas continue their satisfac- 
tory but non-spectacular growth, 
coupled to closures, buttons, and ad- 
hesives mainly. The melamines pro- 
ceed apace to have their market in- 
creased by the spectacular growth 
of the high pressure decorated lam- 
inates in the home building and 
furniture fields and are now enter- 
ing upon an application trend in wall 
surfacing. 

The polyesters, which almost stood 
still in 1954 have enjoyed a tremen- 
dous market increase in 1955. Main 
applications are in corrugated glass 
reinforcing glazing materials for the 

Continued on page 38 

















rg 





i Sond ate! 
fi ence 6% Sse 
pe EE Oe ae ot Oe 
Paes 65% 
































Hess pte 155 
toilet 








= 
* 


Lae 4 


* 
Las 


ithe 








oT nae = Gees sles 
Bi 








A ee 


























FR ERAMARERT © 
% wa hi 


eee tem bY 
Ree eee 
cotaon ae we. E 


















The most expensive 
advertising is that 


which isn’t seen 








UNLIKE OTHER PUBLICATIONS in its field, all advertise- 
ments in this DAILY newspaper occupy “preferred” 
positions. Moreover, your sales messages are placed 
on the particular page of AMM which features, edi- 
torially, trade and market news directly pertaining to 
the products you wish to sell, and which every worth- 
while buyer of such products reads daily. 


Close to 30,000* Purchasing and Managing Execu- 
tives read AMM every business day of the year because 
their chief interests are centered on market trends, 
prices and the availability of all types of ferrous and 
non-ferrous metals, metal products, components and 
equipment necessary to the manufacture of their own 
products. 

With the highest annual subscription rate ($20) of 
any other metal trade publication, it logically follows 
that the readers of AMM represent tonnage consumers 
and, thus, need this newspaper as a daily guide for 
their buying activities. AMM’s reputation for accur- 








HS VISIBILITY 


...a@ valuable dividend 
eymoliM-Vi meena aie 


acy and editorial integrity may be gauged by this 
indisputable fact: Each year, since 1899, thousands 
of buyers’ contracts for immediate or future deliveries 
of metals and metal products are based on the average 
of the price quotations published daily in this news- 
paper —The Market Authority. 

Our representatives will gladly give you ALL the 
reasons why AMM carries more advertising than any 
other trade publication. 


*A recent survey disclosed an average of 2.5 readers per copy. 


AMERICAN METAL MARKET 


Since 1899 The Daily Newspaper of f D 


the Steel and Metal Industries 
September 1985 / 35 


18 Cliff Street, New York 38, New York 








Pipeline to 
Purchasers 


Have you a sales story for the electric power industry? It is now a 
$4 billion yearly market. 


Do you know who buys your product in this industry? In most com- 
panies buying is influenced by a group of key men. Your big problem is 
to keep your sales story constantly in front of the right group. 


Electric Light and Power is a direct “pipeline” to the important pur- 
chasers in this multi-billion dollar market. It reaches the key men in 
every leading electric power company in the nation. 


For example, look at the titles of the men in the Arkansas Power and 
Light Company who are now receiving this magazine. These are the 
men who influence the purchase of products like yours. Studies show 
that they pass along their personal copies to more than five members 
of their departments, on the average. 


With Electric Light and Power you get this same kind of penetrating 
coverage in every leading electric utility in the country. Your sales 
story gets to the men who make the buying decisions. 


Ask one of our representatives to show you how and why Electric Light 


and Power can help you increase your sales in this growing market. The 
Haywood Publishing Company, 22 East Huron St., Chicago 11, Illinois. 
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ELECTRIC LIGHT AND POWER 


THE ONLY MAGAZINE SERVING THE ELECTRIC POWER INDUSTRY EXCLUSIVELY 


SALES OFFICES: 


CHICAGO 11, ILL. NEW YORK 22, NEW YORK 


22 E. Huron Street 130 East 56th Street 
WHitehall 4-0868 PLaza 1-1863 

Walter J. Stevens W. A. Clabault 

G. E. Williams B. H. Dutton 
CLEVELAND 15, OHIO WEST COAST 

1836 Euclid Avenue McDONALD-THOMPSON 
PRospect 1-0505 San Francisco Seattle 


Orrin A. Eames Los Angeles Dallas 
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ompany’s Harvey C. Couch steam-electric station 
f this station recently was expanded from 34,000 
to 169,000 kilowatts at a cost of approximately $13,000,000. The company’s Cecil 
S. Lynch steam-electric station near Little Rock also was expanded by 135,000 
kilowatts. These two expansions added 270,000 kilowatts to AP&L’s generating 


facilities during 1954. 


The company serves appro 
It supplies electric power t 
industrial and commercial users. 


. This is Arkansas Power & Light C 
near Stamps, Arkansas. Capacity o 


ximately two-thirds of the geographic area of Arkansas. 
o more than 239,000 domestic consumers in addition to 


Arkansas Power & Light Company has spent over $200,000,000 for new generating, 
lities since 1946. The company has budgeted ap- 


transmission and distribution faci 
proximately $17,200,000 for expansion and improvements in 1955. 
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*Your Electric Light and Power representative will 
be glad to show you the actual list, names and 
all, for this company, and for any other leading 


electric utility you care to name. 
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Many inquiries, trends ... wmans 
building field; in pleasure boats, 


new ac ® elbbane S ; " : | where the expansion has been tre- 


mendous; in components and bodies 
for the truck and trailer fields, and 
in air conditioning units for auto- 
mobiles. 

In thermoplastics, the revolution 
in styrenes through alloying and 
copolymerization, coupled with the 
relatively recently perfected tech- 
niques of vacuum and drape forming 
in mass production, is probably the 
most spectacular trend of the year. 
Polymerized styrene will continue to 
be a main factor in transparent 
packaging, in the wall tile field, in 
the kitchen gadget area, in premi- 
ums, and to some extent in low-cost 
toys. But copolymers of styrene and 
acrylonitrile, or alloys of styrene- 
acrylonitrile with styrene-butadiene, 
or terpolymers of styrene loom 
large for the future. 

In the cellulosics, which have al- 
ways been promoted as impact ma- 
terials, the trend is toward even 
greater toughness. Two new mate- 
rials announced in the current year 
have added greater heat resistance 
and solvent resistance and dimen- 
sional stability or resistance to mois- 
ture. 

In the vinyls, wire coating has 
accounted for a big market in the 
current year, largely because of the 
early threat of the increase in the - 
price of copper and a desire to build 
inventory. But the vinyl compound 
standards established by The Soci- 
ety of the Plastics Industry and the 
National Bureau of Standards two 
years ago have proven effective in 
up-grading the quality of vinyl film 







Route to Sales Paved with Welcome 


This la -the- i | 
s large over-the-road trucking firm knows why The Wall | and sheeting to the point where 
Street Journal is such a powerful advertising medium. Journal | ; :; 
; : | the public believes again and the 
readers look to The Journal for information that helps them be ; 
junk is off the market. 


better businessmen. This attitude not only stimulates ad reader- 
ship; it increases ad action. You can’t ask for more than an audi- 
ence that has both buying power and a powerful curiosity. What 
an advertising medium! 


Circulation: 365,133 


THE WALL STREET JOURNAL 


In polyethylenes, the principle of 
alloying must be considered. We 
now have low pressure polyethylene 
and high pressure polyethylene 
which is rapidly being improved. For 
many applications these may be 
blended or alloyed to produce spe- 
cific qualities. A prediction made by 






Modern Plastics several years ago | 
Pubdithe | NEW YORK esekere) that polyethylene will be the first 
PEST ERY IT a if 4 C S 7 | sais . . 
mee 44 Broad St 711 W. Monroe St. billion pound per year plastic still 
DALLAS SAN FRANCISCO ha , ’ 
itt: Youne| St 415 Bosh St stands as our opinion; and it won’t 
be long now! .. HIRAM MC CANN, 


editor, Modern Plastics, New York. 
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This card is doing a continuous job for you. 


It is mailed to ALL readers of PIT AND QUARRY, serving as a valuable 
& guide for the editors. 





Because of the industry’s constantly changing methods, the readers of 
PIT AND QUARRY are faced with many new problems. Our Continuous 


Reader Survey enables us to provide up-to-date information to help 
solve these problems. 


It also proves that PIT AND QUARRY goes to men whose titles 
show they have buying influence. 





You, as an advertiser, gain through our continuous effort to make 
PIT AND QUARRY more valuable and more useful to its readers—your 
customers and prospects. 





We'll gladly send you a folder showing many typical replies to our 
Continuous Reader Survey. 


. PIT AND QUARRY 


431 South Dearborn St., Chicago 5, Illinois 


Mew Wensev Quartets Crushing ond ireeming Pant of Minnerete Minmg & Mity Co 











*® Continuous Reader Survey 
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Distributor profits too low? 


Suppliers say it merits study, 
but ask distributors to look 
for internal inefficiencies 


® cHicaco . . Industrial distributors 
who complained of dwindling profits 
should first re-examine their own 
business operations for possible sales 
flaws and inefficiencies, manufactur- 
ers believe. 

IM checked a representative sam- 
pling of manufacturers by telephone 
to learn their reactions to the an- 
nouncement by the National In- 
dustrial Distributors Association that 
distributors’ net profit after taxes 
has shrunk to 1.16% of sales, lowest 
return in 21 years (IM, August, p. 
46). 

The association urged corrective 
measures and suggested “selective 
distribution,” defined as a_ policy 
whereby manufacturers used “a 
limited but adequate number of dis- 
tributors” as opposed to selling in- 
discriminately to every distributor 
who will carry the line. 

Manufacturers’ sales executives 
questioned by IM believed that the 
profit picture of distributors de- 
served continued serious attention, 
but many felt that distributors 
themselves must keep their houses 
in order. A typical comment was one 
by a manufacturer who asked that 
his name be withheld: 

“The distributor has to do a job 
internally,” he said. “He must look 
for inefficiencies inside his organiza- 
tion. He may be losing money on 
one or several products, but he 
doesn’t know it because he hasn’t 
made a study of it.” 

“It’s important, and it’s a delicate 
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subject. The manufacturer must be 
careful about how he pushes a dis- 
tributor to make such a study be- 
cause the product discovered to be 
unprofitable may belong to one of 
the manufacturer’s customers.” 

Most manufacturers claimed they 
already have a policy of selective 
distribution. 

Clarence B. Noelting, executive 
vice-president and sales manager of 
Faultless Caster Corp., Evansville, 
Ind., and president of the American 
Supply & Machinery Manufacturers 
Association, declined to comment for 
the association at this time but, as an 
individual manufacturer, he said: 

“We have followed a policy of 











selective distribution for years, and 
we find it very satisfactory.” 

John F. Apsey, director of mark- 
eting, Black & Decker Mfg. Co., 
Towson, Md., said that his company, 
too, has selective distribution, but 
he said the term is difficult to define 
exactly. 

“Deciding on how many distribu- 
tors are right for an area depends 
on many factors,” he observed. 
“They include type of product, turn- 
over, profit and the saturation point 
for the area. You cannot make an 
ironclad rule on number of dis- 
tributors.” 

“Black & Decker has appointed a 
second, or a second and third dis- 
tributor to get more sales in an area, 
and the result has been more sales 
for all two or three distributors.” 

Mr. Apsey said that the increase 
was from the added stimulation of 
more distributor salesmen mention- 
ing and pushing the product and 
making it better known . . and more 
local distributor promotion. He ob- 
served that a certain amount of 
competition from other distributors 
carrying the same line and from 
others carrying competing lines 
keeps the distributor and his sales- 
men pushing a line. The good dis- 
tributor recognizes this. 

The manufacturer, he said, must 
meet his responsibilities both to dis- 

Continued on page 42 
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America’s 
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architects 
and builders 











It Moves . . Panel that moves to show two different ad messages arouses interest 
in outdoor painted bulletin of Arcadia Metal Products, Arcadia, Cal., manufacturer of 
sliding glass doors. Fifty-foot bulletin is on Wilshire Blvd., Los Angeles. 
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If you sell to the 


Residential Air Conditioning, 


Warm Air Heating, 
Sheet Meta! 
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Market... 


in YOUR ato, 
throughout 1956 , 


Use this field’s 
Accepted 
Buyers’ Guide 


By no other means can you accomplish so much 
at so little cost. 


Promoting your products in American Artisan’s 
January Directory Number is a BASIC job — a fact 
recognized by well over 200 advertisers who take 
advantage of this opportunity each year. 


Dealers, contractors, wholesalers, and manufac- 
turers constantly need up-to-date information on 
sources of supply. In the most complete form avail- 
able, they find such data in our Directory Number: 


@ An alphabetical listing of all products the field 
uses. 


@ Names and addresses of the manufacturers. 
@ All known trade names. 


@ A guide to the products advertised in this issue 
and the manufacturers’ names. 


Here’s information your customers and prospects 
will be referring to throughout 1956 when buying 
decisions are made. Without question, your product 


TIP THE SCALES Artisan 





\ JANUARY 
DIRECTORY NUMBER 















story in this issue will have LASTING sales power. 


In addition, as a regular January issue (not a 13th 
or premium cost number), there will be normal 
editorial content assuring immediate cover-to-cover 
attention. 


It all adds up to an unequalled opportunity. 
In American Artisan you have the book that reaches 
the greatest concentration of buying power — the 
more progressive dealers and contractors who handle 
80% of the available business . . . the book that 
delivers the only fully paid (ABC) circulation in the 
field . . . the book that excels in editorial content 

. the book that leads in advertising volume. . . 
the book that best covers Residential Air Condition- 
ing’s acknowledged outlet — the Warm Air - Sheet 
Metal Dealer. 


And in American Artisan’s January Directory 
Number you have the added value of an issue de- 
signed to promote sales all during the year. Take 
sufficient space, perhaps a spread, an insert, or mul- 
tiple pages, to present complete buying information. 
Regular space rates apply. 


6 N. Michigan, Chicago 


@ AIR CONDITIONING HEADQUARTERS (i) 


\__/f 





1734 Grand Central Terminal CLEVELAND: 737 National City Bonk Bldg. LOS ANGELES: 672 S. Lafayette Park Place 
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iecrrica, +Your best salesman 
ya QUIPMENT 
na calls on 


32,044 


specifiers of 
electrical products 


11,900 


manufacturing plants 
each month 


A 
4 








EE CIRCULATION AND PLANT COVERAGE 


Total 
Plants Circula- 
1. ORIGINAL EQUIPMENT MARKET — tion 


* Manufacturers of electrically operated, motor driven or 
controlled machinery, devices and related components 
lel: ET Sa a ie ho os Sek sao 6 kao Oba s 7,336 18,166 


2. ALL INDUSTRIAL USERS — 


Manufacturing plants and other organizations main- 
taining electrical departments for purposes of installa- 
tion, replacement, maintenance, and repair of electrical 





EE sib ok chsh ack ou bonvas seh echescsee sss 4,564 6,832 
NON-MANUFACTURING — 

Transportation operating companies, public utilities, 
electrical engineering firms, motor repair shops, etc. .. — 17,046 
32,044 

EE READERS by Engineering Function 

Design, Development & Application .............. 17,621 
I 00555 5. 5a ares 6 hes wwii» wn 2 69 0 o.8, 9,985 
Re as a bis a op i cos Se oo EOS 4,438 
32,044 


EE EDITORIAL CONTENT is devoted entirely to the factual presentation 
of new and improved electrical equipment, components, accessories 
and materials. This material is carefully analyzed, interpreted in 
terms of users’ benefits and presented in concise, comprehensive and 
easy-to-read style. 


EE READER RESPONSE to advertising and editorial appearing during 1954 


has exceeded an average of 20,000 inquiries per month. 


INQUIRY QUALITY CONTROL is a system devised by the Sutton Publishing 
Company, Inc. to insure the most productive inquiries from adver- 
tising and editorial. 


PUT YOUR SALES MESSAGE WHERE YOUR PROS. 


PECTS READIT...IN... mis 
LECTRICAL 


oe c QUIPMENT 
Uf 
A Sutton Publication—172 South Broadway—White Plains, N. Y. 
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news 


begins on p. 40 


tributors and customers. On the one 
hand, he must make sure the dis- 
tributor can make a_ reasonable 
profit, but on the other hand he must 
also make the product available to 
customers . . he cannot allow the 
customer to have difficulty finding 
the product. 

F. T. Keeler, director of sales, 
Carborundum Co., Niagara Falls, 
N. Y., also claimed selective dis- 
tribution. “When you sell a tech- 
nical product, you need distributor 
salesmen who know how to apply it 
and sell it effectively,” he said. “You 
cannot have it distributed by every 
drug store.” 

But he questioned whether dis- 
tributors’ profit problems were worse 
than anyone else’s. 

“Manufacturers, distributors and 
dealers are all in a profit squeeze,” 
he said. “The cost of doing business 

. labor, salesmen’s pay, taxes . . 
has risen faster than prices.” 

One sales executive, who refused 
to be quoted, said profit of distribu- 
tors merited study but that he was 
not too alarmed. “I still see some 
distributors taking long vacations 
and driving Cadillacs,” he said. 


Two instrument publications 

to be combined 

® PITTSBURGH . . Instruments Pub- 
lishing Co., Pittsburgh, has an- 
nounced that Instrument Manufac- 
turing will be combined with Instru- 
ments & Automation beginning with 
the January, 1956, issue. The com- 
bined publication will be called In- 
struments & Automation. 

At the same time, Richard Rim- 
bach, publisher, announced that In- 
struments & Automation will have a 
10% increase in advertising rates, 
starting with the January, 1956, is- 
sue. All 1955 advertisers in both 
publications will continue to receive 
the 1955 advertising rates for the 
year 1956. 


NBP moves to bigger quarters 
® WASHINGTON .. National Business 
Publications has moved from 1001 
15th St., N. W., Washington, to larger 
quarters at 1413 K St., N. W., Wash- 
ington 5, D. C. 

Continued on page 46 











Sell them all* at once... 
through Blast Furnace and Steel Plant 


*90% of all steel mill Operating, Maintenance, 
and Engineering officials with buying authority 
read Blast Furnace and Steel Plant each month. 
Every steel plant in the United States and Canada 
and most foreign countries are represented on its 
subscription list. (These facts are backed by 
ABC audit.) 

Each issue of Blast Furnace and Steel Plant is 
packed with features about new methods, current 





steel plant problems and their solutions, a buyers’ 
guide, and a diversity or trade news that is of real 
interest to all steel men. 

Blast Furnace and Steel Plant gives you an 
effective and economical coverage of interested 
readers who comprise the major buying power of 
the steel-making industry. In Blast Furnace and 
Steel Plant you sell them all at once. 

For further advertisers’ information, write: 


BLAST FURNACE AND STEEL PLANT 


Steel Publications, Inc. 
624 Grant Building, Pittsburgh 30, Pa. 
Phone: COurt 1-1214 


September 1955 /42 








es os nama aa 








239 plumbing and heating 
with a combined total of 765 MAIN OFFICES 


©... in addition to over 2000 INDEPENDENT OR INDIVID- 
UAL WHOLESALERS: 928 CONSULTING and SPECIFYING 
ENGINEERS; 1349 LARGE CONTRACTOR DEALERS. 





DEMPSTER MILL MFG. CO. 





















CONSOLIDATED 8 ion 
SUPPLY co. esfern 
3 Branches Northwest 














PERCENTAGE OF WHOLESALERS SELLING 
PRODUCTS IN THE FIELD SERVED BY 


DOMESTIC ENGINEERING 
CATALOG DIRECTORY 








Percentage of | Wholesalers 
Wholesalers Using DECD 
Selling To Sell 
Products Product: 















P. E. O’HAIR & CO. 


8 Branches 
West Coast 













































st 
Plumbing Fixtures .................. 90.66% 2573 
PNG MIN No. bis ceca ve xnncauy 90.97% 2581 
Plumbing Specialties ................ 89.72% 
Water Heaters: 
- —— ih vce oN atas cane ee p= bol _— 
ectric, Automatic ............... E 
Oil Burning, Automatic ............ 56.32% 1598 TAY-HOLBROOK INC. 
NS io in oh ssa bs 58.20% 1651 
oy ala tet amie 64.03% 1817 12 Branches 
Pumps and Water Supply Systems ..... 80.26% 2277 West Coast 
OR rer 84.39% 2394 
Heating Boilers and Radiators ......... 76.04% 2158 
rrr rrrrrrr 73.99% 2100 
ee ee ee ee 71.24% 2021 
Do you stock? Yes 73% No 27% 
Re a ar ree 49.31% 1399 
Prefabricated Ducts and Fittings ....... 45.17% 1281 MORRISON SUPPLY CO. 
S Be ee ere eee 42.66% 1210 8 Branches 
Automatic Heat and Air Conditioning Southwest 
Equipment: 
Automatic Controls ............... 80.76% 2291 
Conversion Gas Burners ............. 62.71% 1779 
Conversion Oil Burners ............. 62.84% 1782 
er ee ree 67.04% 1901 
Stokers—Domestic and C cial... 22.18% 629 You may be astonished to know that such perfect coverage among 
Air Conditioning Equipment: wholesalers is available to manufacturers in the plumbing, heating, 
ae ae omnes: Fp tng ss air conditioning and appliance industry through DOMESTIC ENGI- 
Central Systems (Big Jobs) ........ 20.73% 588 NEERING CATALOG DIRECTORY. 
Residential Cooling—with Warm Air .. 39.28% 1114 we S s R Over 500 manufacturers ae Saw 
Residential Cooling—with Wet Heat .. 31.07% 881 availing themselves of this service, and solving both national and 
Py : ° ° ° . ° ° ° 
ee re seo rrinees Bn id regional representation and distribution of their products. (See above 
Attic and Industrial Fans ......... 41.91% 1189 map for typical examples.) 
Kitchen Exhaust Fans ............. 48.24% 1369 s sm : y 
Registers, Grilles, Diffusers ........ 47.11% 1336 Under today's conditions you rarely find a situation where the deci- 
MOD 5500s. scadesueboetole 6: 35.90% 1018 sion to handle your products is in the hands of one person, even in 
Pipe, Vales and Fitiog: Cue, am oeon% 2674 the case of an independent or individual wholesaler. Very often 
Insulation, Building ................ 24.37% 69 branch office withi holeseler chain i . 
Tools for Plumbing and Heating Trades . 91.35% = Paap ERR ws. seat: eel to vote on a line 
Tools for Sheet Metal Trades ......... 37.15% 1054 of products to be handled. An intelligent selection or recommenda- 
ae ee ee 316 tion can only be expected when your product is well known, and when 
paitaioas the buyer has immediate access to your detailed product catalog. 
MIEN a. seca os dearies ce 22.24% 630 These plumbing and heating wholesalers are an important influence 
ND oa. ok cee pense ncueeen 13.09% 371 ‘ M a ested 
Disposers, Food Waste ............ 70.73% 2007 and exert tremendous force in the marketing and distribution of your 
ov on apy SORTER ea eg sed on products—a point not to be overlooked. In particular, they are al- 
Oey MONE ok cece 38.72% 1098 ways ready and willing to cooperate and to tie-in wit i 
er... ee 6.76% 191 : J . ne Se Sota with the merenting 


70.34% of wholesalers maintain a display showroom. 


tFigures based on analysis of returns from 56.2% of total wholesaler 
distribution of 2838 (1955 edition). 
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efforts of manufacturers of products that have been favorably ac- 
cepted, and are well known throughout the industry. When a whole- 
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and BRANCHES are regular shoppers in 
— 2h ats ae g re ™ | 
: DOMESTIC ENGINEERIIN 
At “Xf § ie a! ae DB 
CATALOG DIRECTOR 
MARSHALL WELLS CO. CRANE CO. AMSTAN SUPPLY DIV. 
AMERICAN RADIATOR & 
6 Branches 144 Branches STANDARD SANITARY CORP 
— — omen 75 Branches Netional 
| ‘ bape = agg GRINNEL CO. 
* f 29 Branches ' 29 Branches 
. Eastern National 
7 & ® ba 
E : & ie . ¥ 
% e 2 a 
e # 
& 
& a % e@ 
e & . & & @ : 
me! Roy P - are Se HAJOCA CORP. 
. 2 geo @ 33 Branches 
6 = 4 @ Eastern Seaboard 
a Wigs e Of . 
e . ° . ® 
® e ® @ ) z e 
‘ . e : Re & € 
Bee Se i NOLAND CO. 
z e : . . 28 Branches 
x * ; South East 
a . & 7 e ee 
ee ae @ 2 HORNE-WILSON, INC. 
& e 
. : 8 Branche 
aes N. O. NELSON CO. 3) ge 
& 
® _ 20 Branches 
Central 
ge 
. 3S. LY CO. 
MFG. CO. POU eae | 
19 Branches Middlewest 4 branches i 
Middlewest eee ee 1956 Annual Edition 
saler of this caliber is willing to pay an annual subscription cost of ‘ Space Reservations — October 15 
$12.50 for DOMESTIC ENGINEERING CATALOG DIRECTORY, year : Copy-Publisher set == Geteher 15 
after year, he knows and expects to have at his finger tips a highly \ 
selective type of manufacturers’ catalogs in addition to the thousands Furnished Inserts — November 15 
of technical and directory references covering the entire plumbing | Publishing date — January 1956 
and heating, air conditioning and appliance industry. ; ae a a 





Make sure now that your catalog will be in the next edition (1956) 
of DOMESTIC ENGINEERING CATALOG DIRECTORY. You may 
wish to consult your Advertising Agency, or write us directly and 
our representative will be glad to contact you at your convenience. 





SAE AT RE 


Consult your Advertising Agency, or write directly to: 


DOMESTIC ENGINEERING 
CATALOG DIRECTORY 


contact creates customers 


1801 PRAIRIE AVE. 





CHICAGO 16, ILL. 


September 1955 / 45 

















Can you angwor 
theco 7 questions 


7. 


about your 


advortiging 2 


Are you satisfied with the 
effectiveness of your present 
sales literature, bulletins, 
catalogs, direct mail? 


Are you confident you are 
petting all the values offered 

y business paper advertis- 
ing today? 


Is your organization getting 
the bendile of intelligent 
help and counsel on pub- 
licity? 


Do you have a good source 
readily available to you for 
keeping in touch and find- 
ing out about new markets 
and sales possibilities 
throughout industry ? 


Do you know how to pre- 
determine the possible 
value of an external com- 
pany house organ? 


Are your industrial products 
and interests now getting 
“top billing” agency atten- 
tion? 


Is steady effort being made 
to help you get more cents 
out of your “Advertising 
Dollar” actually invested 
in advertising? 


YES NO 


OO 


OO 


OO 


OO 


OO 


OO 


OO 


THESE questions emphasize 
some of the values you can get 
when you place your business 
with organizations specializing 
exclusively in industrial advertis- 
ing. If you want to change “NO” 
answers to ‘“YES’’, we invite you 
to get in touch with us. Any 
discussion will be held in com- 
plete confidence. 


JOHN R. ARMSTRONG ° 
PHILLIP J. DESMOND ° 





Industrial Advertising 


and Marketing Counsel 


— 


176 W. ADAMS @ CHICAGO e FR2-5927 
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news 


IM’s eastern editor moves up 
to direct market data issue 

® CHICAGO Frederick Borden, 
formerly eastern editor of INDUS- 
TRIAL MARKETING, has been placed in 
charge of editorial activities on IM’s 
annual Market Data and Directory 
Number. 

Mr. Borden will continue to make 
his headquarters in IM’s New York 
office. He also will continue as an 
associate editor of INDUSTRIAL MAR- 
KETING. 


Study marketing 

relationship of men, machines 
@ PHILADELPHIA “Engineering 
psychology” is the term the Frank- 
lin Institute, Philadelphia, has ap- 
plied to its studies of the relation- 
ship between men and machines. 

The institute, a 125-year-old, non- 
profit, scientific and educational in- 
stitution, says its latest studies con- 
cern laboratory measurement of hu- 
man factors in relation to every 
phase of production, distribution, 
marketing and sales. 

The institute has brought out a 
brochure, called “Engineering Psy- 
chology,” describing these studies. 
The brochure, prepared by Adrian 
Bauer Advertising, Philadelphia, is 
the first piece in a long range pro- 


motion campaign to tell business and 
industry of the institute’s many 
services. 


Want to talk business in 
Germany? ‘Bridge’ will help 

™ HAMBURG, GERMANY .. A group of 
German business and civic leaders 
have formed an organization to 
build more complete understanding 
between Germany and the United 
States. 

The group is called the Atlantik- 
Brucke (Atlantic-Bridge). It re- 
ports that it has “good connections 
with management, labor and govern- 
ment agencies” and can arrange in- 
terviews for visiting Americans with 
German experts on economic, social 
or political questions. 

The group can be reached at In- 
formation Bureau on German Social 
Sciences, Hamburg 13, Harvesthud- 
erweg 9, Germany. 


45% of sales managers keep 
track of sales from inquiries 
® NEW york .. Only 45% of a rep- 
resentative group of industrial sales 
managers try to keep records of 
sales resulting from inquiries re- 
ceived through business paper ad- 
vertising, according to a survey 
made by the McCarty Co., New 
York advertising agency. 

The survey shows, however, that 


Continued on page 48 











Comparison proves: 


new IMPERIAL has 





new Nebel 








IMPERIAL biggest vaiue in 


extension bed gap lathes 





LATHES 


CINCINNATI 











Realistic . . “Huge” lathe in ad actually is model less than two feet long. Nebel Ma- 
chine Tool Corp., Cincinnati, wanted to run ad before completion of first of this new type 
of lathe. Lathe operator was photographed separately and stripped in, in the right pro- 
portion, with halftone of scale model. Perry-Brown, Cincinnati, is the agency. 














THE INDUSTRIES—Composed of manufacturers of cars, 
trucks, buses, aircraft, engines, tractors, agricultural and 
construction equipment; their parts, materials and pro- 
duction machinery—the automotive and aviation metal- 
working market. 


THE MARKET — These manufacturers constitute the 
largest, most concentrated market for metalworking 
products. They buy annually over $14 billion worth of 
plant equipment, machine tools, parts, and supplies. A 
few typical examples: 


41% of all metalworking steel 
60% of all production machine tools 
52% of all die castings 

41% of all cutting fluids 


(ask for detailed reports) 


VIDYA 


MARKET PENETRATION— Over 17,450 production, ad- 
ministrative, engineering and purchasing executives in 
3,648 automotive and aviation companies subscribe to 
and read regularly the ONLY industrial news magazine 
edited specially for them—AUTOMOTIVE INDUSTRIES. 
= of them request A.l. be mailed to their 
omes. 


Concentrate On 
America's Largest 
Metalworking 


Market . . . 


AUTOMOTIVE INDUSTRIES 


A CHILTON (Y) PUBLICATION 


THE 


$28 BILLION 


AUTOMOTIVE AND 
AVIATION 
INDUSTRIES 







TYPICAL EXAMPLES—There are 1,333 subscribers in 
General Motors Corp. and its divisions, 817 in Ford 
Motor Co., 244 in Bendix Aviation Corp., 343 in Inter- 
national Harvester Co., 213 in North American Aviation 
Corp., 60 in Continental Motors Corp., 113 in Wright 
Aeronautical Div., 159 in Caterpiller Tractor Co., 59 in 
Thompson Products, Inc. Here is unmatched penetration 
and readership. 


INDUSTRY ANALYSIS of A.l.'s paid circulation 


Cars, trucks, buses, trailers, aircraft... 4,860 
Engines (gasoline, diesel, aircraft)... ... i 
Automotive and aviation parts and accessories... 6,871 
Tractors, agricultural and construction equipment. |,799 
Production Equipment ................. 2,241 
Materials and supplies....................... 1,780 


(Includes duplication since some companies make 
more than one type of product) 


EDITORIAL COVERAGE— Fourteen full-time editors, all 
recognized authorities in their fields, are employed to 
accurately and completely report the developments in 
news, production techniques and design in the fast- 
moving automotive and aviation industries. Editorial 
analyses prove that A.I. publishes more complete edi- 
torial articles on automotive and aviation production 
techniques and equipment than any other publication 
attempting to cover this important segment of metal- 
working. 


YOUR ONE MEDIUM— A\L.'s editorial leadership . . . 
its deep, penetrative readership make it a must for sell- 
ing to the automotive and aviation industries, your No. | 
metalworking market. 


Chestnut & 56th Sts., Phila. 39, Pa. 


THE NEWS MAGAZINE OF AUTOMOTIVE AND AVIATION MANUFACTURING 





hut different! 


The PACKAGING family is a big one 
—but how different its important mem- 
bers! Doll makers need packages—so do 
heavy-chemical manufacturers; but the 
former is strongly sales-slanted in his 
packaging needs and purchases, the lat- 
ter mainly preoccupied with protection. 


PACKAGING has grown too big for one 
magazine to deal adequately with both 
consumer and industrial interests and 
needs—and the INDUSTRIAL segment 
is too important for one-handed sales 
attention and promotion. That’s why 
a different magazine had to be born— 
and why it has met with such a warm 
welcome by its carefully selected readers. 


If you can sell anything on the list below, 
there’s a big potential payoff for your 
advertising in the pages of 


industrial Packaging 


BAGS @ DRUMS & PAILS @ CORRUGATED 
CONTAINERS @ WIREBOUND & NAILED 
BOXES & CRATES @ CLEATED FIBRE BOXES @ 
PLYWOOD CONTAINERS @ CARBOYS e CASE 
LINERS @ BARRIER MATERIALS @ VPI PAPERS 
@ WET STRENGTH & REINFORCED PAPER @ 
FLEXIBLE CORRUGATED PAPER e@ COATED 
PAPER @ MACHINERY @ RUST PREVENTA- 
TIVES @ PROTECTIVE COATINGS e DESSI- 
CANTS & DEHYDRATING AGENTS @ INTERIOR 
BRACING e@ TAGS, TAPES, STRAPPING, STA- 
PLING EQUIPMENT & OTHER ACCESSORIES 


* 
Send for a copy and complete data about 
INDUSTRIAL PACKAGING—a sister publi- 
cation to PACKAGING PARADE, the News 
Magazine of Consumer Packaging. 








* 
HAYWOOD PUBLISHING COMPANY 
22 EAST HURON ST., 
CHICAGO 11, ILL. 


48 / industrial Marketing 








news 


begins on page 40 


more than half of the sales managers 
do try to get inquiries from their 
business publication ads. 

The survey covered 495 com- 
panies, most of them in the chemical 
and processing industries and with 
about one-fifth of them in the metal- 
working industry. It got a return of 
14.5%. 

The sales managers indicated that 
the long lapse between the follow- 
up of an inquiry and the actual 
order a situation common in 
selling heavy industrial goods 
was the biggest drawback to ac- 
curate record-keeping. 

“The nature of the equipment we 
manufacture in general prohibits 
this type of correct record keeping,” 
one respondent said. “Some of our 
sales may require as long as two to 
three years to consummate, dating 
from the original inquiry.” 

But, another who apparently has 
overcome this difficulty, said, “We 
keep very close and extensive rec- 
ords of results, in some cases ex- 
tending over many years from the 
date of the original inquiry.” 

Multiple industrial buying influ- 
ences also make it difficult to tie 
inquiries to sales, the survey indi- 
cated. 

One respondent said: “An inquiry 
may have been received from one 
person in a company, and subse- 
quently a sale made to another per- 


son in the same company, which 
may or may not have resulted from 
the initial inquiry.” 

Despite the difficulties of docu- 
mentation, 82% of the survey re- 
spondents said they do get traceable 
results from business paper adver- 
tising. 


Chilton buys Conover-Mast 
book division, 31 titles 


® PHILADELPHIA . . The Chilton Co., 
Philadelphia, has purchased the 
book division of Conover-Mast Pub- 
lications, New York. 

The Chilton Co. said, “31 titles on 
subjects in business and industry are 
involved in the transfer.” Besides 
publishing books, Chilton publishes 
12 business publications. 


GE's ‘slipvision’ ad uses 
pull-out for drama, exactness 


™ SCHENECTADY, N. Y. . . Business 
paper advertisers seem to be setting 
the pace in finding new attention- 
getting devices for ads, now that 
postal regulations are eased. First 
it was product samples in ads. . 
now its a pull-out tab ad. 

General Electric Co., Schenectady, 
ran a four-page, two-color insert in 
the June 13 issue of Aviation Week, 
which used a pull-out tab. 

The ad, which pushes the com- 
pany’s aircraft instruments, uses a 
technique which GE calls “slipvi- 
sion.” By lifting and pulling a tab 
on the right margin of the third 
page of the insert, the reader moves 

Continued on page 49 
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First . . GE's insert (with tab pulled out) excites interest, gives exact explanation 


product. Use of pull-out in publication ad is novelty. See story above. 
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Burkhardt 
ZiP-A-KITS 


give your salesmen 
MORE PRESTIGE... 
MORE PRODUCTIVITY! 


exterior pictures of three GE in- 
struments to expose interior cuta- 
way views of the same instruments. 
Pulling out the tab also exposes 
explanatory copy keyed to numbers 
in the cutaways. Outlines of typical 
planes in which the instruments are 
used also are exposed by pulling 
the tab. 

GE plans to merchandise the ad 
through mailings of preprints and 
reprints to its own personnel and 
to key men in the aviation industry. 











Watson heads Chicago Business 
Publications Association 

® cHicaco . . David Watson, pub- 
lisher, Modern Railroads, Chicago, 
has been elected president of the 
Chicago Business Publications As- 
sociation. 

Other officers elected are: vice- 
president, (lst) John Gilbert, Of- 
fice Appliances, (2nd) Wayne 
Harsha, Inland Printer, (3rd) P. 
D. Allen, McLean-Hunter Publish- 





One of many unusual Burkhardt Zip-A-Kits. 
Features 3” prong metal for extra capacity. 


Sales managers know that tired looking sales material, 
catalogs and carrying cases are deadly to sales. 


ing Co.; treasurer, Charles B. And that’s where Burkhardt Zip-A-Kits come in! For Zip-A-Kit cases 
Groomes, Advertising Publications, are tailored to fit your every selling need . .. keep contents new and 
and secretary John Reardon, Trans- fresh-looking. Whether a simple interview ... or a long selling cam- 
portation Supply News. paign ... they help your salesmen tell a logical, convincing story 


every time. That’s because they keep every piece of selling informa- 
tion in exact, compact, easy-to-reach order. 


Atomic industry trade fair And talk about keeping up appearances! A complete line of top grain 





to be held in September 
= NEW yorK .. “Marketing the prod- 
ucts of atomic energy” will be the 
theme of the first Atomic Industry 
Trade Fair, to be held in Washing- 
ton Sept. 26-30. 

The fair will be sponsored by the 
Atomic Industrial Forum, New 


cowhides and vinyl coated Burvyl in scratch, stain and perspiration- 
resistant finishes. All wear spots reinforced for longer wear. Every 
case is sewn with heavy duty thread for extra protection against 
tearing or ripping. 


Best of all, Burkhardt Zip-A-Kits are available with instant-action 
post, prong and ring metals which permit flat opening and fast, easy 
page changing of catalogs and other loose leaf literature. Whether 
you need a 1” or a 6” capacity, there’s a Burkhardt style to fit your 


York, and will be held in conjunc- requirements and budget. 


tion with the forum’s fall meeting. 

The forum said its members plan 
exhibits showing many of the 
peaceful industrial uses of atomic 
energy and by-products of atomic 


THE 


You'll find Burkhardt Zip-A-Kits 
build prestige . . . build productiv- 
ity for your salesmen. Write for 
free copy of our new catalog. It 


COMPANY 


























heise: gives complete facts on y Binders to American Business since 1911 
styles, prices and uses! 

545 WEST LARNED + DETROIT 26, MICHIGAN 
Want better catalogs? . . 92s ech cen So eee nD SD DD ND GE GD SOD SD SD SS ND SES OND DD eS SD SEED ED ~ 
Ask your competition 1 Gentlemen: without obligation, please send me your illustrated Zip-A-Kit Catalog. ! 
‘ ™ CHICAGO Want to see your erate Title 
competitor’s catalogs as soon as pos- | i 
sible? } Company | 
Then send them yours. | ; 1 
: That’s what Di-Machine Corp., a : 
Chicago stamping press maker, did. City Zone State. i 
. 4 


Continued on page 50 
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Plus Coverage 


For Your GROWING 
Southern Markets 





1, ADVERTISING AND MARKETING 





Southern Advertising and Pub- 


lishing. Covers advertisers, sales and ad- 
vertising managers and their advertising 


agencies. (- 


2 BAKING 








New South Baker. Founded 1910. A 
welcome aid for the rapidly expanding South- 


ern baking industry. 

3. FOOD oe 
Southern Food Processor. 
Reaches the leading processors, packing in 
cans, glass and frozen packages. 











4. GARMENT MANUFACTURING 





Southern Garment Manufac- 


turer. Spokesman of and friend to this 
two-billion-dollar Southern giant. 





5. FERTILIZER 





Commercial Fertilizer. Founded 
1910. Leader in the mammoth fertilizer in- 
dustry, national and international coverage. 





6. JEWELRY 





Southern Jeweler. Jewelers in the 
South share generously in rising Southern in- 
comes. Full coverage of retailers and whole- 
salers. 


7. PULP AND PAPERS 








Southern Pulp and Paper Man- 


ufacturer. National circulation, intensive 
coverage of the South's expanding paper and 


pulp industry. - 


8. PRINTING 








Southern Printer. Reaches commer- 
cial printers and newspaper mechanical 
superintendents. 

— 


9. STATIONERY AND OFFICE EQUIP. 








Southern Stationer and Office 


Outfitter. Full coverage of leading sta- 
tioners and office supply houses. 


ABERNETHY PUBLICATIONS 


ERNEST H. ABERNETHY, President | 
75 Third Street, N. W., Atlanta, Ga. 
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And two principal competitors sent 
their own catalogs in return. An- 
other said it would put Di-Machine 
on its mailing list. 

Di-Machine advertising manager 
Edward Dussault said he conferred 
with his company’s management and 
with people from the company’s ad- 
vertising agency, Cruttenden & Eger 
Associates, Chicago, then mailed 
copies of the company’s new catalog 
to 10 competitors. 

He sent a letter along with the 
catalogs, asking the competitors for 
suggestions on how to improve the 
catalog and for any comments on 
his company and its products. The 
three major competitors answered, 
two of them sending catalogs and 
the other promising to send litera- 
ture. 

Said Mr. Dussault: “Your compe- 
tition is bound to get copies of your 
catalogs and other data eventually, 
so why not make it easy for them? 
I feel that all competing companies 
would benefit if they exchanged 
literature and ideas.” 


t. f. clubs of New York, 
Chicago elect officers 
® cHIcaco . . The Eastern t. f. Club, 
New York, and the t. f. Club of 
Chicago, organizations of space 
salesmen for business papers that 


are members of National Business 
Publications, have elected officers 
for 1955-56. 

Richard Y. Fuller, New York 
representative of Plant Engineering, 
Chicago, was elected president of 
the New York club; and George H. 
Buehler, Chicago representative of 
Machinery, New York, was named 
president of the Chicago club. 

Other new officers of the New 
York club, all of New York, are: 
lst vice-president, John R. Duble, 
Pit & Quarry, Chicago; 2nd vice- 
president, George M. Bernard, Pen- 
ton Publishing Co., Cleveland; sec- 
retary, Hal Darrow, INDUSTRIAL 
MARKETING, Chicago, and treasurer, 
Joseph F. Ryan, Rogers Publishing 
Co., Detroit. ; 

Other new officers of the Chicago 
club, all of Chicago, are: 1st vice- 
president, Frank J. Cornyn, Pit & 
Quarry, Chicago; 2nd _ vice-presi- 
dent, Robert S. Houts, Mechaniza- 
tion, Washington, and _ secretary- 
treasurer, William O. Dannhausen, 
Jenkins Publications, Los Angeles. 


Cleveland t. f. club honors 
16 admen for ad performance 
® CLEVELAND .. The t. f. Club of 
Cleveland, business paper space 
salesmen’s organization, has an- 
nounced winners in its industrial 
advertising performance competi- 
tion. 
Eight advertising managers and 
their agency account executives re- 
Continued on page 54 
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Personal Touch .. Annual report of Hagan Corp., Pittsburgh, offers capsule report 
on each department, and identifies it with photo of department head. 








How Wittner 


Surveyors who “don't read advertising” 
helped write this client’s copy 


Make it news, make it helpful, print it 
in the right place, and you'll get reader- 
ship. You may even get fan letters. Our 
client, a maker of civil engineering in- 
struments, got both—along with sales. 

In fact, surveyors help write this com- 
pany’s advertising by mailing in field 
experiences. These appear in “The Sur- 
veyor’s Notebook”—an advertising for- 
mat suggested by this agency that first 
broke precedent, then broke all company 
records for reader response. 





15,000 bound-together reprints of the 
first year’s Surveyor’s Notebook series 
were snapped up by surveyors who 
“would not read advertising”...25 new 
aligning instruments were sold as a re- 
sult of one advertisement...25 more sales 
were made, using reprints as a door- 


opener. . 
Advertising that makes news also 


makes sales! 
Client: W. & L. E. Gurley, Troy, N. Y. 








audi i fla “ 


Prize-winning textbook is top 
“salesman” of machine tools 


Tell all your trade secrets to your com- 
petitors? Once that was business heresy. 
But one far-seeing and enterprising com- 
pany did it, with this agency’s aid and 
encouragement, and made history with 
its 448-page book “Precision Hole Lo- 
cation.” The “50 Books of the Year” 
Program of the American Institute of 
Graphic Arts voted it “...an exception- 
ally fine technical book... outstanding 
of its kind submitted...” 

As a book it paid for itself. As a “sales- 
man” it helped put its company into the 
top prestige class in worldwide competi- 
tion. A twin volume, “Holes, Contours 
and Surfaces” was produced recently 
in response to wide demand. It has car- 
ried even higher this company’s ability 
to sell—by teaching. 


Client: Moore Special Tool Company, Bridgeport, Conn. 





“Pipe dream” comes true for 
unique mineral Gilsonite 


Gilsulate®, a new insulating material 
for hot underground pipes, is a blend of 
several Gilsonites. When a company de- 
cision was made to market it on a limited 
sales-promotion budget, nothing could be 
left to chance. Each advertisement and 
publicity release, based solely on facts 
found in the research laboratory and in 
the mines, was aimed at and related to 
this one product use—treated as news. 

Within 2 months, over 500 high-level 
inquiries—forerunners of carload orders 
to come—poured into company offices. 
They came from a field where the com- 
pany had been previously unknown—and 
a “pipe dream” literally came true. 

This result did not just happen. It was 
caused by exploiting this new use of an 
old product through extensive publicity 
coverage... by writing the advertising as 
news...and by providing the inquirer 
with the technical literature he needed. 


Client: American Gilsonite Co., Salt Lake City, Utah. 








Does It... 


Integrated advertising and publicity 
strategy wins hard-to-get market 


Few industries are more _ tradition- 
minded than the ceramics industry. Pri- 
vate techniques and processing secrets 
are often closely guarded. Changing a 
source of raw material is done with great 
reluctance. 

Yet a strategy combining small-space 
advertising and publicity in ceramics 
journals, with the advertising planned to 
appear beside ceramics industry edito- 
rial news, won out over old tradition. 

Small ads appeared as often as three 
times in a single magazine. Brief but 
eye-catching copy, striking photographs 
of clay mining and processing were 
headlined and written with a news angle. 
Post-card reproductions of the advertis- 
ing were mailed monthly to key ceramics 
personnel. 


“a 





Our client, only one year in this field, 
finds long-barred gates opening to its 
new product everywhere—from dinner- 
ware makers ir the East to tilemakers 
on the Pacific Coast. 

The strategy was suggested by this 
agency. Significantly, all ads begin with 
the words “Ceramic News...” 


Client: J. M. Huber Corporation, Langley, S.C., Huber, 
Ga., Borger, Texas, and New York. 








We are an industry-to-industry advertising agency. We think in terms of 
technical information and of all the ways to spread it. Only about one-third 
of our client’s money—spent as if it were our own—goes for space advertis- 
ing. The rest may go for back-up material—catalogs, direct mail pieces, 
technical publicity, operational literature, films—whatever careful analysis 
finds to be most needed and helpful. We use every available means to give 
editorial news values to products and services. 

The case histories above suggest “How Wittner Does It.”” Watch future 
issues and clip them. Would you like to be on our mailing list? Write us. 


FRED WITTNER ADVERTISING 581 Fifth Avenue, New York 17, N.Y. 


Member, American Association of Advertising Agencies 


Telephone PLaza 9-7120 
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Sell the brains of this 


Think of a complex computer . . . not in 
terms of the fantastic job it does... but the 
almost as fantastic collection of materials and 
components that go into it. Add a raft of 
other new business machines that “think”... 
and you still have only one part of the vast, 
expanding electrical products market. 


Creative engineering brains (human ones, 
that is) are putting a new electrical technol- 
ogy to work to develop all kinds of machines 
and appliances . . . from a wrist-size radio to 
a mountain-size forging press. They’re spark- 
ing a new economy .. . pushed by a driving 
demand . . . building the most active market 
you can sell to, for years to come! 


To grow with this huge Original Equip- 
ment Market, sell directly to the men in 
charge of design engineering. They’re readers 
of ELECTRICAL MANUFACTURING . . . for the 
good reason that they’ve got to keep up with 
new ideas, new materials and components as 
they happen. And they happen fast! 


Fact is, in electrical brains or machine tools 
or washing machines, everything that goes 
into an electrically operated product is spe- 
cified at the design engineering level—and 
that’s where ELECTRICAL MANUFACTURING 
works. It means you can sell the whole 
vast, expanding field... 


Products for 

business and services 
are just one part 

of the big 
ELECTRICALLY OPERATED 
PRODUCTS MARKET 


which includes all 
the thousands of 
different machines, 
appliances and 
equipment used 

in 8 fields*... 
POWER GENERATION 
AND DISTRIBUTION 


MANUFACTURING 
AND PROCESSING 


CONSTRUCTION 
AND MINING 


BUSINESS AND SERVICES 
oe} heh ier wate), B 
TRANSPORTATION 
MILITARY 

HOME AND FARM 





in one (3%...) Magazine | 
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expanding market.. 


Remington Rand Univac— DeJUR-Amsco Stenorette— 
electronic data-processing system for commercial use. push-button dictating and transcribing. 














National Cash Register labeling machine— General Electric industrial x-ray— 
pricing meat in a supermarket. quality testing of food products. 


Electrical 
Manufacturing 
The Gage Publishing Co. 


1250 Sixth Avenue 
New York 20, N.Y. 





It's a simple a ©) a... 


Sel the 2nd largest manufacturing industry 
the $17 billion Manufacturing Meat Industry 








Published Weekly 
since 189] 





1956 2 cau 
PURCHASING 
Sy> GUIDE 


FOR THE MEAT INDUSTRY 


nce Fy 
THE RATIONAL PROVISIONER 
taco 


























Even though your own sales staff is making adequate 
sales contacts in the manufacturing meat industry, your 
salesmen can work more efficiently and at lower cost 


per call when they have the support of 


NP’s 3-way Marketing Program 


THE NATIONAL PROVISIONER 


Your advertising in NP appears against a background of proven 
editorial leadership and integrity gained through 64 years of 
industry service. 

NP has the only PAID circulation in the industry and subscription 
renewals have averaged better than 80% for 20 straight years. 
NP has the greatest circulation in the meat industry going to over 
4,000 primary plants with an average annual production per plant 
of $4,122,000. 

In a recent qualitative survey conducted by Kemp Research with 
depth interviews, readers voted ‘‘more confidence’ in NP by 7 to 
1 over the next magazine, and they voted it ‘‘most helpful’’ by a 
margin of 5 to 1. 


PURCHASING GUIDE 


The GUIDE is the most effective means of distributing informa- 
tion about your product or service. 

Buyers prefer product information in this ONE place. Only 39% of 
meat industry plants have reasonably useful catalog files. The 
greatest coverage earned by any manufacturer’s catalog is only 37% 
and ranged down to 2%. 

The GUIDE sells the man who is ready to buy. 

It saves his time, cuts your selling cost, is always up-to-date and 
correctly classified, And, it is never thrown away. 

All year long the value of the GUIDE is promoted in the pages of 
The National Provisioner. 


NP’s DIRECT MAIL SERVICE 


Printing, addressing and mailing service for all types of direct 
mail including: 

@ Reprints of your advertising in National Provisioner. 

@ Reprints of your product information pages in the Purchasing 
Guide. 

@ Also letters, reply cards, circulars, etc. 


PROVISIONER lists are so accurate we pay 10c for every piece of 
undelivered mail. 

This service can lighten your office work load and insure accurate 
distribution of your direct mail. 


Write for 16-page brochure which tells you more about NP’s 3-way Marketing Program for 
selling your product to the $17 billion manufacturing meat industry. 


THE NATIONAL PROVISIONER 


15 WEST HURON STREET 
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ceived plaques as winners. The 
winners, listed according to compe- 
tition classifications, are (all adver- 
tisers and agencies are in Cleveland, 
unless otherwise noted): 


Introducing a new product .. 
E. L. Murray, advertising manager, 
Warner & Swasey Co., William L. 
Hoke, account executive, Griswold- 
Eshleman Co.; George Koch, adver- 
tising manager, B. F. Goodrich 
Chemical Co., Mouncey Ferguson, 
account executive, Griswold-Eshle- 
man. 


Testimonial-type ads .. Dr. H. B. 
Osborn, Jr., advertising manager, 
Ohio Crankshaft Co., John F. Wil- 
son, account executive, Carr Liggett 
Advertising; Anthony Paglia, Jr., 
advertising manager, Brush Elec- 
tronics Co., Howard V. Reed, ac- 
count executive, Griswold-Eshle- 
man. 


Institutional ads E. H. Wardle, 
advertising manager, Steel & Tubes 
Div., Republic Steel Corp., John E. 
Goulet, account executive, Meldrum 
& Fewsmith; L. C. Hopper, adver- 
tising manager, Elwell Parker Elec- 
tric Co., Neville Bayless, account 
executive, Bayless-Kerr Co. 


Inquiry ads . . Alfred H. Roth, ad- 
vertising manager, Towmotor Corp., 
Howard Swink, account executive, 
Howard Swink Advertising, Marion, 
O.; Carl F. Toll, advertising man- 
ager, Sherwin Williams Co., Archie 
H. Knapp, account executive, Fuller 
& Smith & Ross. 


46 industries to participate 
in ‘55 match book competition 
® NEW yorK .. The Match Industry 
Information Bureau, New York, 
has announced its competition to 
pick the best advertising match 
books of 1955. 
The competition will include en- 
tries from 46 industry classifications. 
A “Joshua” plaque will go to the 
winner in each classification. The 
plaque is named after Joshua Pusey, 
inventor of book matches. o 











Measure it any way 
\ you want to... 

















Textile Industries gives you more mill coverage 


TEXTILE INDUSTRIES is long on mill coverage. . 
long on reader response. 
TEXTILE INDUSTRIES’ sensible plan of supple- 
menting big paid circulation with Directed Dis- 
tribution makes it possible for you to reach 
through T.I. your buyers in mills with 99.9% of 
all spindles in the U.S.A... . 99.6% of all looms 
. 98% of all knitting machines. . . 91.4% of 





all dyeing, bleaching, and finishing . . . 100% of 
all synthetic fiber production. 

TEXTILE INDUSTRIES gives you the largest mill 
circulation available. It’s readership by mill presi- 
dents, superintendents and top executives is un- 
equalled. By every yardstick, T.I. is your basic 
advertising medium for reaching all textiles. 
Place it first on your list. 


Textile Industries 


806 Peachtree St., N. E., Atlanta 5, Georgia 
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the Railways’ 


OMETIMES popular expressions are unkind: 
“You couldn’t even give it away.” 

Sometimes they are kind: “I'll buy that!” 

Readers have been saying “I'll buy that” to Rat- 
way AcE for 100 years—during which it has been the 
only industry-wide paid circulation railway magazine. 

Of course you don’t buy something if you can get 
the same thing for nothing—and readers find star- 
tling differences between railway publications. During 
the last full calendar year . . . 

1. Ninety-three percent of the major articles in 
RaiLway AcE were either “firsts” or “exclusives.” 

2. Ramway AcE carried over twice as many edi- 
torial pages as the number two magazine. 

3. Ramway AcE carried nearly a third more ad- 
vertising pages than the number two. 

No wonder you see so many copies of RaiLway 
AcE at work in offices—and so few copies lying 
around in lobbies. Simmons-Boardman Publishing 
Corporation ... 30 Church St., N.Y. 7... 
79 W. Monroe St., Chicago 3 . . . Terminal ‘lower, 
Cleveland 7 .. . Dallas, Los Angeles, Portland, Ore., 
San Francisco, Coral Gables, Fla. 
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specifiers of chemi- 
cals and raw materials asked 
for a composite catalog devoted 
exclusively to their needs for 
complete, up-to-date data on 
properties, specifications and 
applications. 
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CMC stands alone, 
recognized throughout the 
chemical process industries as 
the exclusive composite catalog 
of chemicals and raw materials 
information! In fact, the de- 
mand for CMC is so great, dis- 
tribution will be increased to 
18,000 guaranteed. Ask for 
facts on how CMC completely, 
economically, sells the big 
| process industries market. 
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problems 


in Industrial Marketing 


by BOB AITCHISON 


In one of my weaker moments I let 
someone talk me into accepting the pro- 


gram chairmanship of a local association. 


| The more I think about it, thé more I 
realize that it is probably one of the 
most important jobs the association has 
to offer .. and that much of the respon 
sibility for a successful or unsuccessful 


year will rest on my shoulders. 
the 


line up some good speakers, and I have 


Obviously, first requirement is to 


lined up good men for my September and 
October meetings. 


But there must be considerably more 


| to being a program chairman than lining 








up good speakers. What words of wisdom 


can you offer? Advertising Manager 


and Program Chairman 


® 1M LIKE the old maid who freely 
advises the young mother in the 
rearing of her infant. Having never 
been a program chairman, I will 
now proceed to tell you how it’s 
done. (These suggestions also apply 
to sales meetings . . in fact to almost 
any type of meeting.) 


1. Don’t assume that just because 
a man is well known, and a re- 
spected authority in his field that he 
is a good or even an average speak- 
er. Frequently this is not the case 

. Many men are extremely success- 
ful, and yet are lousy speakers. 
Don’t let your association in for a 
deadly, boring talk. 

Also, try to select a man who is 
interested enough, and can take the 
time to prepare his talk properly. 
Unfortunately, some good speakers, 
do a second rate job simply because 
they wait until 5 p.m. on the day 
of your program to start preparing 
their talks. Remember the old say- 
ing, “I don’t have time to write a 


short letter . . so I’m writing a long 
one.” It applies to the preparation 
of speeches, too. 

It'll be well worth your time and 
effort to check on the “speaking 
reputation” of your proposed speak- 
er. 

And it’s always a good idea to 
have a local stand-by speaker to 
pinch-hit in case your man gets 
sick at the last minute. 


2. Always verify the “booking” 
with your speaker . . once by letter 
when he accepts . . and again about 
four or five days prior to the meet- 
ing at which he is scheduled to talk. 
Be sure you have advised him of 
the exact time and place of the 
meeting. Offer to make hotel reser- 
vations for him. You (or a member 
of your committee) should meet him 
at the airport or depot if he is from 
another city. 


3. Be sure you are in definite 
agreement as to the subject he will 
cover, and that he understands the 
experience and education level of 
your audience. Also give him some 
idea of the size of his audience. 


4. Be very specific as to how much 
time your speaker has to cover his 
subject. This is particularly impor- 
tant if you are having a panel pro- 
gram. If you have four men sched- 
uled to speak for 20 minutes each 
and one yaks on for 40 minutes, the 
remaining three speakers have to 
slash their time . . or your program 
drags out into a lengthy ordeal. 

Remind each speaker of the 
amount of time set aside for him in 
your confirmation letter, and again 

Continued on page 60 
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SEND FOR YOUR 
COPY TODAY! 


THE $4 BILLION 
WESTERN 
METALWORKING 
INDUSTRY 


and how 


WESTERN 
MS *rALS 


can help you sell it! 








An 8-page guide for sales executives 
who want to capture the fast-growing 
western metalworking industry which 
in five years has gained $2'% billion in 
value of manufacture, has doubled its 
production workers since 1947. 


Includes complete sales presentation 
conforming with the NIAA Outline. 


e 
Describes WESTERN METALS’ 3- 
Way VERIFIED CIRCULATION 


1. VERIFIED BY BPA with 98.62% 
verification by “communications 
direct to publisher.” 

2. VERIFIED FOR BUYING INFLUENCE 
through confidential customer 
lists furnished by more than 50 
firms who sell the industry. 


3. VERIFIED FOR READERSHIP by 
limiting circulation to readers 
who regularly signify they read 
WIM, find it useful and wish to 
continue receiving it. 


Get the FULL story on how the 
West’s fastest growing industrial 
publication can serve YOU — 












* 
Advertising Pages (Increase or Decrease) 
in 1954 compared with 1953 


WESTERN 
METALS 


UP 62 PAGES 








Other western 

















metalworking DOWN 

publication 103 PAGES 
*Source: January 
1955 Industrial 
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before the meeting. If possible, have 
some pre-arranged signal to notify 
him when his speaking time is al- 
most up perhaps a small light 
that flashes. 


5S. When you put on panel pro- 
grams, don’t have too many on the 
panel. If the allotted time is too 
short, it will be impossible for your 
speakers to get very far into their 
subjects. Perhaps it’s better to have 
three or four men on a panel in- 
stead of seven or eight. Identify each 
panel member by means of a large 
printed card placed on the table 
in front of him. 


6. Consider having a seventh-in- 
ning stretch sometime during the 
course of your meeting. Don’t make 
it too long, though . . or you're like- 
ly to lose some of your audience. 


7. If possible, encourage your 
speaker to use props and other vis- 
ual aids. Perhaps he can pass out 
samples, reprints, booklets, etc. 


8. Be sure your meeting room is 
the right size . . you don’t want 500 
people in a room designed to accom- 
modate 200, nor do you want an 
audience of 100 lost in an auditor- 
ium big enough to handle a national 
political convention. Be sure the 
room is properly ventilated. A stuf- 
fy, overheated room can kill off an 
audience in nothing flat. 

And if it’s a summer meeting, 
you'll want it air conditioned. Have 
someone check the room a few hours 
before meeting time .. air condi- 
tioners have been known to break 
down, or some joker may have neg- 
lected to turn it on. 


8. Anticipate any distracting noises 
that may compete for the speakers 
attention. You don’t want a choral 
group practicing in the adjacent 


_ room. And there are minor things 


that are irritating . . like a door that 
squeaks every time someone leaves 
the room to go to the john. 


10. If you are showing a movie or 
slides, arrange for a screen that is 
large enough . . and equipment that 
has sufficient capacity to project the 
image properly. Most of us can re- 
member meetings where the image 








on the screen could be seen only 
by those in the first few rows. 


11. The projectionist should run 
through the show at least once be- 
fore the meeting. This is quite im- 
portant if glass slides are used (they 
may have been mixed up since the 
last show). If it’s a sound film, be 
sure the operator warms up the am- 
plifier. It gives the whole program 
an amateurish tinge if you are 15 or 
20 seconds into your show before 
the sound begins to come through. 
Have spare amplifier and projec- 
tor tubes on hand. Extension cords 
can be dangerous . . place them so 
your audience cannot trip on them. 


12. Arrange in advance for some- 
one to turn the house lights off and 
on promptly. Don’t wait until the 
picture is ready to start, then ask 
someone to chase madly around the 
room looking for light switches. 


13. Keep all the above points in 
mind even though you have a union 
or professional projectionist. Some 
of them are pretty good, but some 
are pretty poor. . and the poor ones 
need just as much supervision as a 
beginner. 


14. If your speaker is to use a mi- 
crophone, be sure the amplifier 
works properly . . and have some- 
one on hand who knows how to ad- 
just and control the thing. The fool- 
proof P.A. system has yet to be in- 
vented. 


15. Start your meeting on time. If 
there is a cocktail hour before the 
meeting, have enough bartenders 
to handle the crowd. At a pre-de- 
termined time close the bar, so you 
can get your group into the meeting 
room or dining room, whichever the 
case may be. 

Don’t have umpteen committee re- 
ports and introductions that drag on 
for 30 or 40 minutes before you get 
around to your speaker or speakers. 
Get the preliminaries over in a 
hurry. 

Anything you can do to improve 
your program, no matter how in- 
significant it may seem, is worth- 
while. Remember if you have an 
audience of 200 persons and waste 
two hours of their time, you are 
wasting 400 man-hours. At $5 or 
$10 an hour, there’s an economic 
waste of $2,000 or $4,000. * 








Howto Take Uour Own Medicine 


In their own behalf, most advertising agencies are 
bad advertisers—hit-or-miss, inconsistent, violating 


the very principles they recommend to clients. 


If we have avoided that weakness it is because we 
honestly believe what we tell our clients: that good 
advertising properly applied is a very efficient selling 


tool. If our medicine is good for them, it is good for us. 


In order to produce good advertising for ourselves 
we treat ourselves exactly as if we were a client. We 
establish sales and advertising objectives. We have a 
budget and an “advertising manager” to administer 
it. Like a client, he can call on any and all agency 


personnel and facilities to get the job done. 


The result has been consistently successful advertis- 
ing for us. It has made our personal selling job easier 
and more productive, and has produced direct action, 
too. Several of our present clients first contacted us 
because they liked our own advertising. Measured by 
readership, our “‘house’’ campaign has always been 


among the best read of all agency campaigns. 


The significant thing about our own advertising is 
this: it is not the work of any one person. The ads 


have been written by at least eight different people. 


This ts the same “group method” we apply to our 


clients’ marketing problems. 


We do not believe in having just one man write 
copy for any account. No one man, however good, has 
a monopoly on good ideas. And any one man—if he’s 


too close to a problem too long—is apt to run dry. 


We know from experience that we serve clients 
better by drawing on a group of minds for basic 
selling ideas, and for copy. Naturally, the people 
responsible for the day-to-day service on an account 
write a great deal of copy. But they are supplemented 


in two ways: 


1. They are “‘fed” ideas—on an organized basis— 
by others in the agency, some of whom are not copy 


people at all. But they know how to sell. 














2. Development of campaigns is always a group 
function. Much of the actual copy is a joint under- 
taking. This is true not only in establishing a cam- 
paign, but throughout its life. Too many campaigns 
start out much better than they end; copy gets dull 
and listless as the series wears on. We place a great 
deal of importance on the day-to-day control of copy 


guality. 


One of our men sums up our way of working this 
way: “Once a piece of copy is approved in the office, 


getting the client’s okay is an anti-climax.” 


We think that’s the way it should be; that’s the 
kind of “medicine” we prescribe for our clients. We 
can recommend it wholeheartedly because we take it 


ourselves. 
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Manager, General Engineering Dept. Manager, Power Division 


All these and 81 more 











Chief Design Engineer Chief Construction Engineer 


NM.E.’s at Monsanto Chemical 





Plant Design Engineer Development Engineer Assist. Charge of Electrical Engineering 


read Mechanical Engineering monthly! 


In the processing field, as in all other mechanical indus- 
tries, the men who dominate the specification and purchase 
of equipment are mechanical engineers. Over 35,000 
of these men—from presidents to staff members—read 
MECHANICAL ENGINEERING regularly, every month. 
They depend on it for authoritative reporting of technical 
news and information. 


Without waste circulation, MECHANICAL ENGINEER- 
ING puts your sales story before this, the world’s largest 
audience of mechanical engineers—35,000 men who design, 
develop, produce, install, control and operate mechanical 
equipment. Mechanical engineers keep your sales moving— 





and MECHANICAL ENGINEERING motivates mechani- [sone oublished be thelr Society and 


edited solely to serve their needs. 


cal engineers. 
Engineers are educated to specify and buy 
Mechanical Engineering 


Published by 
THE AMERICAN SOCIETY OF MECHANICAL ENGINEERS 
29 West 39th St., New York 18, N. Y. 
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IM presents 1955 portfolio of 


award-winning industrial ads 


39 winners and how they did it.. 


a study in today’s advertising techniques 


® INDUSTRIAL ADVERTISING’S cream 
of the crop . . 39 business paper ads, 
campaigns, direct mail and promo- 
tion pieces that won highest awards 
in national competitions . . are pre- 
sented on the following pages. 

How these award-winning cam- 
paigns and individual ads of the 
past year were planned, prepared 
and executed and what helped them 
win is told in this second annual 
Portfolio of Award-Winning Indus- 
trial Advertising. Herein INDUSTRIAL 
MARKETING’s editors have gathered 
the only single, entire collection of 
first-place, award-winning industrial 
ads, with stories on the advertising 
and merchandising techniques used. 

The awards are from four compe- 
titions sponsored respectively by 
Putman Publishing Co., the National 
Industrial Advertisers Association, 
Associated Business Publications and 
the National and Southern Industrial 
Distributors’ Associations. Awards of 
the latter were all for manufactur- 
ers’ advertising that best states bene- 
fits of buying through distributors. 
The award winners are listed as fol- 
lows: 


Putman 


Armour & Co. . . Chicago; agency, Foote, 
Cone & Belding, Chicago. 


NIAA Toppers (big company) 


Armour & Co. . . Chicago; agency, Foote, 
Cone & Belding, Chicago. 

Carboloy Dept. . . General Electric Co., 
Detroit; agency, Brooke, Smith, French & 
Dorrance, Detroit. 

Columbia Southern Chemical Corp. . . 
Pittsburgh; agency, Ketchum, MacLeod & 
Grove, Pittsburgh. 

Delta Power Tool Div. . . Rockwell Mfg. 
Co., Milwaukee; agency, Marsteller, Rick- 
ard, Gebhardt & Reed, Chicago. 

E. I. du Pont de Nemours & Co. 
Wilmington, Del. (won three awards); 
agency, Batten, Barton, Durstine & Osborn, 
New York. 

General Electric Co. . . Schenectady, N. Y. 
(won two awards); agency, G. M. Basford 
Co., New York. 

Kaiser Aluminum & Chemical Corp. . . 
Oakland, Cal.; agency, Young & Rubicam, 
San Francisco. 

Ladish Co, . . Cudahy, Wis.; agency, 
Cramer-Krasselt Co., Milwaukee. 

United States Steel Corp. . . (Columbia- 
Geneva Steel Div.), San Francisco; agency, 
Batten, Barton, Durstine & Osborn, San 
Francisco. 

Wolverine Tube Div. . . Calumet & Hecla, 
Detroit; agency, Gray & Kilgore, Detroit. 


NIAA Toppers (small company) 


American Tractor Corp. . . Churubusco, 


Ind.; agency, Andrews Agency, Milwau- 
kee. 
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George W. Borg Corp. . . Delavan, Wis.; 
agency, E. R. Hollingsworth & Associates, 
Rockford, III. 

E. D. Bullard Co. . . San Francisco; agency, 
Wank, Lougee, McDonald & Lee, San 
Francisco. 

Cambridge Wire Cloth Co. . . Cambridge, 
Md.; agency, Emery Advertising Corp., 
Baltimore, Md. 
Fetter Printing Co. 
agency. 
Lewis-Shepard Products Co. .. Watertown, 
Mass.; agency, Horton-Noyes Co., Provi- 
dence, R. I. 

National Engineering Co. Chicago; 
agency, Russell T. Gray, Inc., Chicago. 
New York Belting & Packing Co. 
Passaic, N. J.; agency, Fletcher D. Rich- 
ards, Inc., New York. 

Patent Scaffolding Co. . . Chicago; agency, 
Glenn-Jordan-Stoetzel, Chicago. 

Sanymetal Products Co. . . Cleveland, O.; 
agency, Lee Donnelley Co., Cleveland. 
Sciaky Bros. . . Chicago; agency, Russell 
T. Gray, Inc., Chicago. 

Selas Corp. of America . . Philadelphia; 
agency, A. E. Aldridge Associates, Phil- 
adelphia. 


ABP 


Aluminum Co. of America . . Pitisburgh; 
agency, Fuller & Smith & Ross, Cleveland. 
Bostitch, Inc. . . Westerly, R. I; agency, 
N. W. Ayer & Son, Boston. 

General Electric Co. . . Schenectady, N. Y.; 
agency, G. M. Basford Co., New York. 
International Silk Association . . New 
York; agency, Anderson & Cairns, New 
York. 

Pittsburgh Corning Corp. . . Pittsburgh; 
agency, Ketchum, MacLeod & Grove, Pitts- 
burgh. 

M. B. Skinner Co. . . South Bend, Ind.; 
agency, Jones & Taylor & Associates, South 
Bend. 


. - Louisville, Ky.; no 


NIDA-SIDA 


New York Belting & Packing Co. . 
Passaic, N. J.; Fletcher D. Richards, Inc., 
New York. 

Republic Steel Corp. . . Cleveland; agency, 
Meldrum & Fewsmith, Cleveland. 
Republic Rubber Div. . . Lee Rubber & 
Tire Corp., Youngstown, O.; agency, Meek 
& Thomas, Youngstown. 
Simonds Saw & Steel Co. ‘ 
Mass. 

L. S. Starrett Co. . . Athol, Mass.; agency, 
Walter B. Snow & Staff, Boston. 
Sterling Grinding Wheel Co. 


. Fitchburg, 


«« rau, -O. 
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Here’s photographic proof ! 


Towels come out 
nearly twice as fluffy when 
you add new Velva-Soft 
to your final rinse! 


It’s @ new Armour discovery! Gives every 
fabric you wash — natural or synthetic — a 
luxurious, soft finish never before possible! 


This is an actual, unretouched photograph. The seven 
towels on the left were washed and given an ordinary rinse 
‘The seven identical towels on the nght were washed in the 
same way —but rinsed in new VELVA-SOFT ! Notice the amaz- 
ing difference. It's a difference you can se and feel and ell! 
And the cost to you is only a fraction of a cent per customer! 


New VELVA-SOFT gives everything you wash this soft-as- 
velvet finish ' Searched shirts won't chafe or scratch. Rough 
muslin sheers feel like costly percale. Wha t 
last longer When people hear about these amazing VELVA 


Mail this coupon with your letterhead 


sort benefits, you'll get new customers! And your regular 
customers will be sending bigger—and more—bundies 
than ever! 


It makes your washing operations 
finish resists dirt and grease, s 


—you'll have fewer re-runs. VeLva 


fabrics. And since VELVA-SOFT treated fabrics are practically 
static free, the shake-out period is shorter—ironing easier 
Fabrics are easier on employees’ hands, too—a VELVA-SOFT 
finish protects against roughness. It's no extra work 

add VELVA-SOFT to your final rir 


t representative for quick service. Or, send coupon for 


turther imformauon. 


See you at Booth No. 303 at the Ationta Convention 








Armes: Industrie! Seep Depertment 


1255 Weet 3st Street, Chicoge 9. Illinois 
Please have representative call and explain 
VELVA-SOFT PROFIT PACKAGE 








Saduitriel Soap Deoartenit 


Armour ond Company * 


1355 West Dist Street * Chicage 9%. Mince 





Shows Advantages . . This ad ran in laundry publications, 








showed laundrymen, through photograph, just what Velva-Soft could 


do . . and told laundrymen how to merchandise this advantage to customers. Ad won ABP award of merit this year. 


failure into big success 


No change in product, market or sales force. . 


advertising and promotion make the difference 


™ FOR THREE YEARS the Industrial 
Soap Dept. of Armour & Co., Chi- 
cago, had been trying to sell a fab- 
ric softener to textile mills and 
commercial and institutional laun- 
dries. 

But sales were so low the com- 
pany was considering dropping the 
product, which went under the brand 
name of “Texsoft.” 

The trouble was that there were 
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between slumping and soaring sales 


85 companies producing fabric sof- 
teners in the textile field alone. Also, 
laundry owners weren’t very inter- 
ested in buying Texsoft because 
home washers and dryers were cut- 
ting into their business, and they 
were becoming extremely cost con- 
scious. 

To top it off, the Armour sales 
force was discouraged with Texsoft. 
They felt it was practically unsale- 





able. No special promotion was given 
to the product; it merely was pro- 
moted along with other industrial 
soap products. Because of this, job- 
bers were cool toward taking on 
Texsoft. 

Armour’s task, then, was to con- 
vert this product, with a three-year 
history of sales failure, into a 
moneymaker. 

After a series of meetings among 














your laundry ! 








Free wall posters! Free counter cards! 
Free bundle inserts! Free ad mats! 
Cash in on the miracle fabric softener! 


prove it! Orders and re-orders from more 
than three thousand laundries 


is the biggest business-builder in laundry history! 
And when you try it, you'll see why ! New VELVA- 
SOFT gives everything you wash a luxurious, soft 
finish never before possible in any laundry! And 
it’s a service that cannot be duplicated at bome— 
they've got to come to you for a VELVA-SOFT finish ! 

Yes, new vetva-sort will bring you more cus- 
tomers—and easier washing operations, too! A 
VELVA-SOFT finish resists dirt and 
have fewer re-runs. Fabrics come out static-free for 
faster shake-outs, easier ironing. And all you do is 
add new VELVA-soFT to your final rinse! 

And to help you cash in on big VELVA-SOFT 
profits, here's the VELVA-SOFT PROFIT PACKAGE! 
It's all free—from the brilliant wuck banners and 
store posters to entertaining bundle inserts! All 
these merchandising aids sell your customers on 
the fabulous new vELVA-sorT finish offered by 


Just phone or send the coupon for a visit from 
your Armour Industrial Soap Department repre- 
sentative. Cash in on new VELVA-SorT and the 
VELVA-SOFT PROFIT PACKAGE today! 





we it! VELVA-SOFT 


so you'll 


~ mall THIS 
Armour industria! Seep Department COUPON TODAY! 
1355 West 31st Street, Chicago 9, Illinois 
CF Please have representative call and explein 
the VELVA-SOFT PROFIT PACKAGE. 
(DD Send free VELVA-SOFT booklet ond 
price information 


Neme —_——- Title 





Address 





Firm — 





—_—_________—__ Iene__ Stet —___ 


City. 


Sidaddeiel Sony Dapartnent 


Armour ond Company + 1355 W. 3ist St. + Chicage 9, lil. 














Armour’s sales and advertising de- 
partments and the _ advertising 
agency, the sales department be- 
came convinced that sales of the 
fabric softener could be increased 
. . with good promotion and adver- 
tising. 

Two Armour admen, industrial ad- 
vertising supervisor H. H. Dismeier 
and product advertising supervisor 
G. E. Banks, and J. S. Doyle, ac- 
count executive on the Armour ac- 
count at Foot, Cone & Belding, set 
out to prove this conviction was 
right. 


Questions and Answers... First of 
all, they posed three questions, the 
answers to which formed their pro- 
motion campaign. Here are the 
questions . . and the answers: 


What features of the fabric 
softener are most promotable? 


The promotion team studied all 
available technical data and exist- 


Sells Sales Aids . . This ad offered host of Armour sales aids 
to laundrymen if they would buy Velva-Soft. 


ing promotion and decided the prod- 
uct had these promotable features: 
(1) it makes all fabrics soft and 
smooth; (2) it fluffs towels and 
other materials with a nap or pile 
. . makes them twice as thick; (3) it 
softens laundered shirts so they 
won’t chafe and diapers so they 
won't cause diaper rash; (4) it gives 
longer life to all treated fabrics, 
and (5) it’s easy to use, costs little 
and goes a long way. 


In what markets should Armour 
concentrate .. and why? 


The admen decided the laundry 
industry was the prime market be- 
cause the industry needed a shot in 
the arm to offset its bad business 
slump. Here, they felt, was a prod- 
uct that could produce tangible re- 
sults on fabrics that customers could 
actually see and feel. Here, too, was 
the best answer to the accusation 
that commercial laundries are hard 
on clothes. 


Also, the benefits of the treated 
fabrics should help laundries keep 
present customers and get new ones. 
And, most important, the softener 
would help reduce laundry costs by 
increasing production. 


What promotional approach 
should be used? 

The advertising and promotion 
campaign was based on the idea 
that the job was not one of selling 
the laundry owner but of enabling 
him to sell the use of the softener 
and its results to his customers and 
prospects. 

On this premise, Armour first 
changed the name of the softener 
from “Texsoft” to the more appro- 
priate and more appealing “Velva- 
Soft” and then began an intensive 
business paper advertising campaign 
in ‘major laundry publications. 

Two-page spreads in these publi- 
cations introduced the product as a 
new item. Then more two-page ads 
told laundries the effects of Velva- 
Soft in use. Later ads used testi- 
monials from laundries using Velva- 
Soft. 





Customer Sales Aids . . To help 
laundry owners sell the benefits of 
a Velva-Soft wash to their custom~- 
ers, Armour worked up a whole 
hatful of promotional items. These 
included laundry bundle inserts fea- 
turing limericks about Velva-Soft 
advantages; gummed tape for bun- 
dles; shirt bands with Velva-Soft 
logotypes; counter cards showing a 
Velva-Soft treated towel and an un- 
treated towel; wall and truck post- 
ers; scripts for radio and television 
spots; ad mats for use in local news- 
papers, and decals for windows. 

A series of direct mail pieces . . 
six-page folders and envelope en- 
closures .. also helped bring the 
story to laundries. They told what 
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Velva-Soft would do for their busi- 
ness and gave testimonials from 
laundries already using Velva-Soft. 

To get the enthusiastic support of 
Armour salesmen and jobber sales- 
men, these sales aids were prepared 
for them: 

1. The Velva-Soft “Profit Pack- 
age” .. a kit containing samples of 
all promotion items, with instruc- 
tions on how to use them. 

2. Sample sets of towels, one 
treated with Velva-Soft, the other 
untreated. 

3. Recorded sales presentations, 
covering all major points. 

4. Special forms to streamline or- 
dering both Velva-Soft and the pro- 
motional material that goes with it. 

5. A system of sales call reports 
as well as “feed-backs” to sales- 
men, giving selling tips gleaned 
from the sales reports. 


Results . . Here is what happened 
when the advertising and promotion 
program got rolling: 

» In four weeks, Velva-Soft sales 
equalled the entire quota that had 
been set for the 1954 fiscal year. 
>» In six weeks the 1954 sales quota 
was exceeded by 100,000 pounds. 
» In eight weeks, more than 200% 
of the 1954 quota was sold. 





For End Customers. . Laundry bundle inserts told Velva-Soft's advantages to laun- 
dry’s customers. A total of 4,000,000 such inserts were used. 


» In 16 weeks, sales exceeded 750% 
of the 1954 quota (an amount equal 
to the sales objective that had been 
set for fiscal 1955). 
» In 26 weeks, 920% of the 1954 
quota was sold. 
» Because of this success, a new 
sales objective was set for 1955. . 
2100% of 1954 sales. 

And that’s not all. During the six 
months after the promotion program 


was started: 





$5,000 in prizes .. 


Putman rewards admen who sell 


=" THE PUTMAN AWARDS are designed 
to find campaigns that, in the words 
of their sponsor, Putman Publishing 
Co., Chicago, “show the best use of 
industrial advertising and the best 
documentation of such use in mak- 
ing effective the selling of products 
or services to industry.” 

Admen responsible for the winning 
campaign are rewarded with cash 
prizes . . $5,000 in all. 

H. H. Dismeier, industrial adver- 
tising supervisor, and Gilbert E. 
Banks, product advertising super- 
visor, Armour & Co., Chicago, won 
the $2,500 first prize. The agency 
is Foote, Cone & Belding, Chicago, 
J. Stuart Doyle, account executive. 

Winner of the $1,500 second prize 
was William H. Polk, director of 
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advertising and sales promotion, 
Pittsburgh Corning Corp., Pitts- 
burgh; agency Ketchum, MacLeod 
& Grove, Pittsburgh, A. L. Lightner, 
Jr., account executive. 

Winner of the $1,000 third prize 
was Ronald E. Weber, advertising 
section manager, Aluminum Co. of 
America, Pittsburgh; agency, Ketch- 
um, MacLeod & Grove, Pittsburgh, 
Jack M. Reeves, account executive. 

An honorable mention certificate 
was awarded to L. D. Rojtman, sec- 
retary and acting advertising man- 
ager, American Tractor Corp., 
Churubusco, Ind.; agency, Andrews 
Agency, Milwaukee, Howard Ken- 
yon, vice-president. 

“Top Ten” citations were awarded 
to six other outstanding entries. ® 


>» More than 634,133,200 pounds of 
washables ($107,802,644 worth of 
laundry business) were treated with 
Velva-Soft. 

>» More than 3,000 laundries took on 
Velva-Soft. In many cities, every 
commercial and institutional laundry 
was sold. 

» Laundries used 4,000,000 bundle 
inserts, 12,000 window posters, 5,000 
counter cards and 1,000,000 shirt 
bands. 

» More than 4,000 orders were proc- 
essed for Velva-Soft, including sin- 
gle orders in multi-truckload quan- 
tities. 

» As initial orders of Velva-Soft 
were used up, 97% of the laundries 
re-ordered in larger quantities. 


Advertising Did It . . These facts 
have covered a period of only six 
months. The promotions which have 
begun will continue and more will 
be added. 

Armour management is enthusi- 
astic about Velva-Soft and its pro- 
motion. That’s understandable, be- 
cause Velva-Soft has grown from 
nothing to become the most success- 
ful single product ever marketed 
by the Industrial Soap Dept. 

A notable thing is that practically 
all of Velva-Soft’s success was due 
to advertising. The product was the 
same (only the name was changed), 
the market was the same, and the 
sales force was the same. 

Only advertising and promotion 
were added. Then things began to 
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PRODUCTION COSTS CUT 50% 
with One Sciaky Patented Three-Phase Welder 


small. standard Sciaky Three-Phase welder and one 





tory. It's dramatic proof of Sciaky's basic thinking—welders designed 
ting cost with maximum 


¢ useful work at lowest op 
Largest Manufacturers of Electric 
Resistance Welding Machimes in the World 
Sciaky Bros., Inc. 4935 West 67th Street, Chicago 34, Illinois 
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Sciaky shows how to move 


into new markets 


Case history ads suggest new application for 


By T. L. Lonergan . . Manager 
Advertising & Sales Promotion 
Sciaky Bros., Inc., Chicago 


™ SCIAKY BROS. is a name very well 
known in the aircraft industry. But 
it has not been well known in the 
commercial industrial markets 
(metalworking field). 

Sciaky makes electric resistance 
welding equipment, and the resist- 
ance welding process, though not 
at all new, was not thoroughly un- 
derstood in the metalworking field. 
The process had never been pro- 
moted in that field to the people who 
use it, to say nothing of those who 
didn’t. 

Sciaky decided to exploit this 
neglected field. The promotional 
campaign that would spearhead the 


old product, sales increase 10% 


exploitation was given three ob- 

jectives: 

» 1. To establish the identity of 
Sciaky as a manufacturer. 

» 2. To tell present and prospective 
resistance welding equipment 
users of Sciaky’s ability and 
experience. 

» 3. To broaden the field of users 
itself. 

To get complete effectiveness from 
the advertising budget which was 
relatively limited for the scope of 
the objectives, the promotional pro- 
gram had to be well integrated. 
Use of case histories, in all types of 
promotion, throughout the campaign 
made that integration possible. 

The resistance welding installa- 
tions Sciaky did have in the metal- 
working field, although not nu- 


merous, were both successful and 
impressive. What better way to in- 
terest and educate prospective cus- 
tomers, we reasoned, than to show 
them what other manufacturers, in 
many cases their competitors, were 
doing with resistance welding. 


House Organ in Action .. The 
same case histories used in the ads 
were thoroughly detailed in regular 
issues of the company’s external 
house organ. References to the issue 
number of this publication were 
made in the ad describing the same 
application. Thus, the company pub- 
lication was used originally as a di- 
rect mail piece and finally as an 
answer to inquiries the ad de- 
veloped. 

The interest of Sciaky in the com- 
mercial industrial field was backed 
with the introduction of a complete 
new line of machines designed spe- 
cifically for this field. The combina- 
tion of the increased activity with 
the case history series in both the 
trade paper and external house or- 
gan, and the new equipment, pro- 
vided opportunity for a solid pro- 
gram of news releases on both new 
equipment and new literature. 

As we look back it appears that 
even though the company was of 
medium size with a promotional 
budget to match, we put to use all 
the advertising and promotional 
tools at our disposal. 

Readership study carried on 
throughout the year convinced us 
we were on the right track. When 
the year was over we knew we had 
a winner . . the commercial share 
(as compared to the aircraft share) 
had grown to more than 50% of 
Sciaky business, and total business 
had increased more than 10%. 

Russell T. Gray, Inc., Chicago, 


is Sciaky’s advertising agency. §& 
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How technical literature 
solved a tough sales problem 


Columbia-Southern, faced with over-production 
of caustic soda, brings out manuals 
that help customers . . and sell for C-S 


™ WHEN THE PRODUCTION of one 
product is determined by that of 
another, it’s more than a little im- 
portant to keep sales in step, too. 

Columbia-Southern Chemical 
Corp., Pittsburgh, has been the 
world’s leading merchant producer 
of chlorine for many years. Caustic 
soda is produced in the chlorine 
process at the rate of about 1.1 tons 
of caustic per ton of chlorine. The 
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Hot Bulletins .. Big caustic soda manual (lower left) is shown with other two bulletins in the series, along with ads that merchan- 
dised the bulletins. The manual contains virtually everything a caustic soda user need know about the product. 


trouble is that in recent years the 
demand for chlorine has _ usually 
outstripped that for caustic. Obvi- 
ously, ways had to be found to cap- 
ture an increasing share of the caus- 
tic market. 

Columbia-Southern had to meet 
the competition of other suppliers 
who were turning out essentially 
the same product. One of the prin- 
cipal tools in the campaign to over- 
come that competition was a litera- 
ture program geared to the needs 
of customers and promoted as a 
Columbia-Southern service. 

The basic piece in the literature 
program is a comprehensive caustic 
soda manual, a 64-page technical 
manual covering in detail the manu- 
facturing, uses, shipping, storage and 
handling, safety data, and economics 
of caustic, along with technical data 
on physical and chemical properties 











and analytical procedures, plus some 
useful conversion tables. 

Reports from Columbia-Southern 
salesmen in the field indicate that 
customers rate this manual the best 
of its kind in the industry. 


Booklet Tells Costs . . Next, atten- 
tion was given to the problem of 
purchasers in choosing among the 
various forms and grades of caustic 
soda available. In order to help 
them select the most advantageous 
form and predict the savings that 
could be realized, a booklet on 
comparative economics of solid 
and liquid caustic soda was pre- 
pared. 

The booklet was produced inex- 
pensively by lifting the appropriate 
information from the caustic soda 
manual and arranging it in a new 
format. It was warmly received by 
customers and prospects because it 
eliminated the highly technical data 
they didn’t need and came right to 
the point of comparative costs. 

Caustic soda is potentially a dan- 
gerous material, particularly among 
workmen who have not become ac- 
customed to handling hazardous 
chemicals. 

To fill the important need for 
safety information, we turned again 
to the caustic soda manual. We ex- 
tracted the material on safe han- 
dling methods, rewrote it for the 
men in the plant, and produced it 
in the form of an illustrated pocket- 
size booklet, attractive, understand- 
able, and easy to use. 


Ads Push Literature . . Requests 
for this booklet . . the only one of its 
type in the industry . . have flowed 
in steadily since its publication, and 
many letters of appreciation have 
been received from customers to 
whom it has been sent. 

All these pieces of literature were 
merchandised in the company’s reg- 
ular advertising program, in new 
literature announcements, and by 
the sales staff. Requests for copies 
have provided a significant number 
of leads for the sales department, 
and the success of the literature it- 
self has built good will among cus- 
tomers. 

Ketchum, MacLeod & Grove, 
Pittsburgh, is Columbia-Southern’s 
agency. + 
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on NYBeP! 


NYB&P makes hose to carry anything 
that flows... Your nearby NYB&P Dis- 
tributor has nearly 100 different hose con- 
structions to select from...in many sizes 
...for any industrial use. By supplying 
you with the one that matches your 
requirements exactly, he can help you get 
longer, more satisfactory service and bet- 
ter value for your hose dollar! For your 
NYB&P Distributor’s name and address, 
phone Passaic, N. J., PRescott 7-6940, 
or write to address below. 














Recipe for a ‘good will ad 


Take character, add ability, mix well with product 


™ BECAUSE it sells its line of indus- 
trial rubber products exclusively 
through franchised distributors, New 
York Belting & Packing Co.’s ad- 
vertising always has been aimed at 
creating good will for distributors. 
But that’s not the only aim. The 
Passaic, N. J., company’s ads push 
the company’s products and promote 
the distributor at the same time. 
Here’s how a company spokesman 
describes the advertising aims: 
“Our concept of ‘creating good 
will’ for the New York Belting & 
Packing distributor is more specifi- 
cally to create a feeling of special 
confidence in both his character and 
his ability to advise and help the 
industrial customer. 
“This is done coincidentally with 
the promotion of one or more of the 
company’s products. 


“We try to leave the reader with 
the general impression that New 
York Belting & Packing makes an 
outstanding line of industrial rub- 
ber products, which is sold through 
an outstanding group of distribu- 
tors.” 

The company’s agency is Fletcher 
D. Richards, Inc., New York. * 
































Simple . . Chemical field bulletin ex- 
plains product's use in general terms. 
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Complex . . Foundry field bulletin gives 
exact details on use, installation. 


How to tailor catalogs 
to fit your markets 


National Engineering's technical literature gets specific for 
one market .. switches sales pitch for another 


By George Dupre . . Manager, Advertising 
& Sales Promotion, National Engineering 
Co., Chicago 


= We use two sets of bulletins with 
a close family resemblance to cover 
two markets for one product. 

The foundry industry is a special- 
ized almost captive market, unique 
in that a limited number of publi- 
cations contact the entire industry. 
For this market we have written 
our bulletins to answer the foundry- 
man’s specific problems, give him 
necessary information on the instal- 
lation and operation of our equip- 
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ment and also to maintain and en- 
hance the prestige of our firm and 
equipment, established over a 40- 
year period. 

The chemical process industries, 
through our promotional work, is 
only now becoming aware of the ad- 
vantages of our specialized mixing 
equipment (the Simpson Mix-Mul- 
ler). In our foundry bulletins we 
can talk specifics, but the chemical 
process industries require complete- 
ly different terminology and a much 
more generalized approach to a vast 
audience. 

In these bulletins we are not only 
promoting just what our equipment 
can and will do (the foundry indus- 
try knows this); we also are estab- 
lishing a trade name and a some- 
what exclusive process along with 
the specific mechanical advantages 
of our machines to people who are 
not familiar with their operation 
and end results. 


To Solve Sales Problems. . Our 
entire new family of bulletins were 
compiled on the basis of sales prob- 


lems encountered by our field per- 
sonnel. Different colors are used to 
identify each market .. green for 
the foundry industry, yellow for the 
chemical field. 

A unique “A to Z” listing on the 
front cover of the chemical industry 
bulletin shows some of the many 
products being mixed in our ma- 
chines today. By effective incorpora- 
tion of this in the cover design, and 
repeating it where we describe five 
dissimilar applications, we have 
more than doubled the impact. 

The key to this bulletin was set 
up along a formalized sales pitch” 

what does our mixer do, how 
does it do it, where is it now opera- 
ting, specific machines, auxiliary 
equipment available and our service. 
In our general foundry bulletin we 
leaned more heavily on what has 
made the Simpson a superior mixer, 
and the service our firm offers to 
the individual foundry. 

To complement those two bulle- 
tins we also have separate four-page 
bulletins covering pairs of machines 
which accompany each proposal sent 
out to either industry. These are 
sales pieces designed to give as much 
impact to our equipment advantages 
as possible, acting as a silent sales- 
man after the sales presentation. 

The final bulletin in the group is 
our “Data Book for Engineers,” 
used for both industries. This 
book illustrates many installations 
of the equipment, which illustrate 
the way to use an expensive piece 
of equipment most effectively. 

Our goal has been to provide all 
people involved in the sale of pur- 
chase of a Simpson Mix-Muller, with 
a specific bulletin, brochure or cata- 
log for the individual situation. Gen- 
eral catalogs describing the what, 
how, where and why. Specific cata- 
logs on individual machines to be 
included with each proposal and an 
illustrated engineering catalog to in- 
sure proper selection and application 
of the equipment. Those, coupled 
with our publication advertising and 
direct mail campaign, serve to pro- 
mote and generate interest for our 
sales department in developing in- 
quiries and orders in two dissimi- 
lar markets with two sets of bulle- 
tins for one product. 

Our agency is Russell T. Gray, 
Inc., Chicago. « 











= “WE WERE FISHING,” said J. S. 
Taylor. 

Mr. Taylor, advertising supervisor 
for the Film Dept. of E. I. du Pont 
de Nemours & Co., Wilmington, Del., 
was describing the advertising cam- 
paign promoting Du Pont’s “Mylar” 
polyester film. 

Mylar looks like cellophane, but 
it’s a lot stronger. Also it: resists 
chemicals, is insensitive to moisture, 
is unaffected by temperature ex- 
tremes, has high dielectric strength 
(making it good electrical insula- 
tion) and it cannot become dry and 
brittle with age. 

Obviously, this new product should 
have a lot of industrial applications. 
And that’s why Du Pont went fish- 
ing with its advertising. 

The promotional campaign that 
introduced (and kept pushing) My- 
lar had the following four objectives 
in mind: 

1. To get people in industry think- 
ing in terms of the new film as a 
component of their products. 

2. To get inquiries from people 
who would use Mylar as a compo- 
nent and to stimulate product de- 


Du Pont goes fishing 
with advertising 


Pulls in heavy string 
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Capacitor manufacturer reports vastly improved 
products ... greater sales with 


NEW DU PONT MYLAR 





DU PONT MYLAR’ | = 


“We have met specifications 
that would have been 
impossible without ‘Mylar,’ 


chiefly because of the high insulation resistance 
end miniaturization made possible by this re- 
morkable new Du Pont film. in some cases a cost 
saving is possible because less dielectric is used: 
consequently, less foil, less impregnant, and less 
spoce is required for the some capacitor. Our 
compeny hes also had @ definite increase in vol- 
ume due to the business from ‘Myler’ capacitors.” 


Mr. Q. T. Wiles, President 
GOOD-ALL ELECTRIC MFG. CO. 
Ogoliela, Nebraska 


Improved capacitors are only one example 
of the almost limitless opportunities for bet 
ter products made possible with Du Pont 
“Mylar.” The strongest of all plastic films, 





“Mylar” offers you a combination of elec 
trical, physical, chemical and thermal prop- 
erties never before available. It has a dielec- 
tric strength of 4000 volts ‘mil, and a tensile 
strength of 23,500 p.s.i. And the thermal 
stability of “Mylar” permits an operating 
range of -60°C. to 150°C 
Consider the opportunities for improving 
your own products with Du Pont “Mylar’ 
polyester film. Send coupon below for fur- 
ther information and samples of “Mylar.” 
Used os dielectric, ~ poco noo + 





E. L. du Pont de Nemours & Co. fine.) 
Fikn Department, Room TT, Nemours Bidg 
Wilington 98, Delowore 

Please send me somples of “Mylar” ond 
further information. | am interested in evolv- 


ating “Mylar” for 








Polyester Film Firm Name 





Street Address _ 
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velopment that would lead to use of 
Mylar. 

3. To show how the film had been 
used in specific industries. 

4. To obtain leads among people 
who would buy the end products in 
which Mylar would be used. 

The advertising itself had two ap- 
proaches. First, came a series of real 
stoppers. Like the one that showed 
an egg boiling over a hot plate. . 
enclosed only in a bag made of My- 
lar . . headlined: “Startling . . the 
heat resistance of this new plastic 
film.” 

Then came the case history ads. 
Of course, there weren’t many such 
case histories at first, but more be- 
came available as the product gained 
acceptance. (Case history ad is 
shown above.) 

“The campaign sort of built itself 
as it went along,” said Mr. Taylor. 

Du Pont used two horizontal busi- 
ness magazines Business Week 
and Fortune and nine business 
publications. The business publica- 
tions were: Chemical & Engineer- 
ing News, Design News, Electrical 
Equipment, Electrical Manufactur- 


ing, Electronics, Industrial Design, 
Materials & Methods, Modern Plas- 
tics and Product Engineering. 

All ads carried coupons. Du Pont 
followed up coupon inquiries not 
only by sending the inquirer more 
information on Mylar but also by 
sending the good sales leads so re- 
ceived on to its own customers who 
are using Mylar in their products. 

Giving leads to customers was an 
especially successful bit of promo- 
tion, according to Mr. Taylor, be- 
cause the customers were impressed 
that “Du Pont spent time and money 
to promote their products.” 

Now here is what the campaign 
has accomplished: 

» During the first quarter of 1955 
inquiries have been coming in at the 
rate of 1,500 a month. 

» Du Pont has gained an average of 
110 new customers for Mylar each 
month. 

» An average of 165 leads each 
month have been turned over to 
Du Pont’s customers. 

» Sales have increased steadily. 

Looks like a pretty successful 
fishing expedition. © 
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LOW COSTS LIKE THESE... 
can save you 





Waterai costs of abowe parts ve sets of 18088 
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WITH KAISER ALUMINUM STOCK 
thousands of dollars a year! 


Kaiser Aluminum 


setting the poce — in growth, quelity and service 








More and more screw machine ports suppliers 


find aluminum EASY to machine 

















By William H. Griffith . 
Oakland, Cal. 


™ A MAJOR OBJECTIVE of Kaiser Alu- 
minum’s advertising and sales pro- 
motion campaign on screw machine 
stock was to convert brass and steel 
users to aluminum for machining 
thousands of different parts such as 
fasteners, gears, handles, shafts, 
knobs, nozzles and bushings. 

To help accomplish this objective, 
two different but closely related 
groups of prospective customers had 
to be converted to aluminum. They 
were: (1) the parts buyer, and (2) 
his supplier, the parts manufacturer. 
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Compares Costs .. Ad for Kaiser Aluminum & Chemical Corp., Oakland, Cal., com- 
pares cost of machined aluminum parts in camera tripod with cost of brass and steel. 


Dollars-and-cents ads sell 
aluminum as machine stock 


. Advertising Specialist, Kaiser Aluminum & Chemical Corp., 


Kaiser Aluminum’s basic appeal 
to both groups was the lower cost 
aluminum could provide in many 
screw machine part applications 
traditionally being produced with 
brass or steel. Educational advertis- 
ing was necessary. 

At first glance, aluminum rod and 
bar, compared with steel or brass 
on a pound for pound basis of raw 
material is actually not cheaper. 

But because of the lightness of 
aluminum (approximately 1/3 that 
of brass or steel), three times as 
many parts can be machined from 
it as from an equal weight of brass 
or steel. This fact was strongly em- 
phasized in both copy and layout. 

Steel is also cheaper than alumi- 
num if you think only in terms 
of material costs. But the parts 
buyer and his supplier, the parts 
manufacturer, were persuaded to 
think in other terms. For example, 
machining steel is slower. Using 
aluminum, you pick up savings in 
tool wear, in actual machine time 


and in costs of finishing. Brass also 
may require some finishing. Pro- 
spective customers were asked to 
consider comparative design factors 
and specify their metal on the basis 
of these several cost considerations. 







Job Study Ads .. Two-page 
spread, two-color advertisements 
presented the facts from typical job 
studies comparing aluminum with . 
brass, or with brass and steel. Ac- 
tual manufacturing data and costs 
were broken down. Savings in dol- 
lars and in percentages for a given 
part or combination of parts were 
given. 
Ad headlines directed to the parts 
manufacturer made an appeal to his 
primary interests with, “Cost savings 
like these ... with Kaiser Aluminum 
stock point to more screw machine 
business for you.” In advertising 
directed to the parts buyer, the 
same basic copy was headed, “Low 
costs like these . . with Kaiser Alu- 
minum stock can save you thou- 
sands of dollars a year!” 
Extensive direct mail and sales 
literature reinforced the space ad- 
vertising program. This material 
was provided to .. and forwarded 
by .. the company’s sales offices 
and distributor organization con- 
cerned with selling rod and bar 
stock. 
As a result of this campaign, 
Kaiser Aluminum’s sales and dis- P 
tributor organization reported: 
1. Definite increase in over-all 
sales of screw machine stock. 

2. Increased acceptance by parts 
manufacturers and parts buy- 
ers of aluminum as a material 
for screw machine parts. 

3. Evidence that the company en- 
larged its percentage of the to- 
tal market for screw machine 
stock. 











































The Reason Why .. In the opinion 
of those connected with the cam- 
paign, much of its success was due 
to the use of actual cost compari- 
sons between aluminum and brass 
or steel parts. These dollar and cents 
cost figures gave a powerful and “ 
authentic “reason why” the pro- 
spective customer should convert 
from heavier metals to aluminum. 
The advertising agency is Young 
& Rubicam, San Francisco. * 






















story . . tell it 
in a big way 


GE's eight-page insert makes both public 
and industrial management sit up and take 
notice .. merchandising adds a clincher 


By R. E. Insley . . Industrial Equipment & Industry Ad- 
vertising, Apparatus Sales Div., General Electric Co., 


Schenectady, N. Y. 


™ THERE ARE TIMES when nearly 
every advertiser has a story to tell 
that is of such magnitude that only 
multi-page presentation is adequate. 
When you couple this type of mes- 
sage with the opportunity to do an 
extensive merchandising job, you 
have in our estimation two condi- 
tions that require “big space” ad- 
vertising. 

Those considerations helped shape 
our decision to run an eight-page 
summary of significant developments 
that came from the General Electric 
Co., in 1954. This multi-page ad cli- 
maxed a series of spreads during the 
year in business papers. Each spread 
was devoted to promotion of the 
exceptional engineering services 
which back up GE products. 

Because General Electric feels 
that quality and diversified engi- 
neering services are among the most 
important “commodities” available 
to customers, it has promoted these 
services for years. GE engineering 
not only develops new and better 
products, but also sees that they’re 


If you have a big 





GENERAL ELECTRIC REPORTS 
ON ELECTRICAL DEVELOPMENTS OF 1954 
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Progress /s Our Most Important Product 
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Impressive .. GE's atomic energy work gets first page spot in 


eight-page ad, other pages tell other developments. 


applied right, and that they continue 
to perform efficiently after installa- 
tion. 

These facts established the need, 
the heart, and the primary objective 
of the campaign: to demonstrate to 
management in industry the superi- 
ority of GE engineering service. 
Against this backdrop of engineer- 
ing contribution and facilities, the 
campaign tells a fabulous story of 
product development reinforcing 
product promotion in a unique and 
dramatic way. 

Raw readership ratings on the 
eight-page advertisement and on the 
spreads preceding it convinced us 
that the series was being seen by 
large numbers of readers. The depth 
survey that we had an independent 
research organization conduct on the 
eight-page ad put the clincher on 
our remaining question: whether the 
message was getting across. 


Survey Shows Effect . . Here are 
some typical comments played back 
from the survey: 


“General Electric will spend $165,- 
000,000 for new laboratory and man- 
ufacturing facilities this year. That 
will bring its post-war investment 
in new facilities to over a billion- 
dollar mark. The story, as I went 
along to the end, is fabulous and 
advantageous to every person in the 
United States, and perhaps in the 
civilized world. 

“Every product or improvement 
General Electric perfects, in some 
way benefits and makes for better, 
easier living for the people and at 
less expense. It’s impossible to imag- 
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ine how far-reaching the benefits 
(that) are to be derived from all 
these new things described (in this 
ad). 

“(The ad) tell(s) a great story of 
General Electric’s outstanding ac- 
complishments in developing so 
many useful products from jet en- 
gines to headlamps for automobiles 

. what it did for defense and what 
it’s doing for peace-time living.” 

Media selection for the eight-page 
ad presented an interesting problem. 
Although our primary audience was 
industrial management, we felt after 
reviewing the new products which 
came off the production lines in 1954 
that we also had a story of interest 
and importance to the general pub- 
lic. 

Within our budget limits, we then 
looked for a magazine or a combina- 
tion of magazines that would give us 
a healthy sample of both manage- 
ment and “consumer” readership. 
Time seemed to fill the bill. The 
Man-of-the-Year issue of Time was 
selected because of the tremendous 
reader interest in that particular is- 
sue. 

To the 1,900,000 Time circulation, 
we added approximately 400,000 
readers through direct mail and 
other merchandising activities. Ap- 
paratus customers, community 
thought leaders, national adminis- 
tration leaders, members of the 
financial world, college and uni- 
versity contacts received copies of 
the advertisement attached to letters 
from General Electric management. 


To Reinforce the Ad . . Displays 
were set up in company reception 
rooms, employment offices, and win- 
dows. A special version of the ad- 
vertisement was printed in GE plant 
newspapers so that every GE em- 
ploye was exposed to this significant 
summary a record he helped 
achieve. Publicity releases were 
picked up by newspapers and trade 
magazines. The ad was pre-an- 
nounced by Ronald Reagan on GE’s 
television show, the General Electric 
Theater. 

Through these extensive merchan- 
dising activities, we feel that we 
were able to reinforce the space 
greatly and at very low cost. 

GE’s agency is G. M. Basford 
Co., New York. = 
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How to write 
a ‘Bible’ 
for industry 


By M. S. Kachigan .. Advertising Man 
ager, Ladish Co., Cudahy, Wis. 


® ENGINEERS, DESIGNERS and pur- 
chasing personnel were seeking a 
single volume that would provide 
a complete reference source for di- 
mensional data and specifications on 
pipe fittings . . plus technical pip- 
ing design data. 

To fill that need, Ladish had to 
transform three catalogs into one 
integrated catalog with the neces- 
sary additions to make it a master 
reference book on fittings. 

The plan was to produce a fittings 
reference manual so complete and 
easy to use that it would become 
the basic handbook in its field. We 
succeeded. Users refer to our cata- 
log as the “Bible” of the industry. 

The three-color catalog is 
bound in embossed green fabricoid 
and is complete with laminated plas- 
tic index tabs. It was produced in 
collaboration with a specially cre- 
ated “catalog team” at the Cramer- 
Krasselt Co., Ladish’s agency. The 
book has innovations in indexing and 








arrangment that contribute to its 
ease of use. For instance, each of 
the seven major sections has its own 
pictorial index and table of contents. 

The catalog contains the latest 
provisions of applicable piping codes 
and standards. And it details one of 
the most complete fitting lines ever 
offered . . nearly 200 pages of list- 
ings. 

For those with process piping 
problems, the catalog includes a 
new, condensed tabulation of vir- 
tually every important material spe- 
cification used in piping systems. 
The tabulation is one of the first 
known comprehensive compilations 
of applicable codes and standards to 
be issued by any manufacturer to 
assist piping materials purchasers. 

For designers and engineers, the 
book presents a completely new, 56- 
page engineering data section, fea- 
turing easy-to-use tables of pre- 
calculated values derived from the 
most frequently used design and 
performance formulae. 

Ladish has received a steady flow 
of congratulatory letters on the cata- 
log. The book’s acceptance by in- 
dustry is shown by its wide distri- 
bution in the chemical processing, 
power and petroleum industries in 
the United States, Canada and 
abroad. 

Demand for the catalog exceeded 
estimates so much that within a few 
months a second edition had to be 
printed. . 











Hustle, not inquiries alone, 
makes Lewis-Shepard advertising 
campaign a big winner 


By Fred L. Hoffman .. Sales Promotion Manager, Lewis-Shepard 


Products, Watertown, Mass. 


™® LAST YEAR when we won an 
NIAA Topper award for our cam- 
paign designed to develop inquiries, 
an author of IM’s Copy Chasers 
asked, “Which ad pulled the most 
inquiries?” 

He'll probably ask the same thing 
again this year, so here’s the answer. 
(Our author hit it right on the head. 
See page 152.) 

No one ad produced a significantly 
greater number of inquiries than all 
the others. The returns varied from 
20 to 50%. Under these circum- 
stances, determining why one par- 
ticular ad was slightly better than 





Okay, Copy Chasers, 
here’s your answer 


— /1-S Announces New 


me \ Try-a-Truck”’ Plan 


«+. improve your handling operations. 


Here’s how you can participate: 

‘The new “Try-a-Truck” Plan makes any standard Lewis- 
Shepard Truck available to you for a free try-out in your 
own plant, You can put the truck of your choice through 
its paces for 3 days or longer handling your unit loads 
under your operating conditions. You'll learn first-hand 
how an L-S Master Line Truck—from the Most Complete 


Line of Materials Handling Trucks—can cut your costs 





For full information on the L-S “Try-a-Truck” Plan, write 


to Lewis-Shepard today. Use the coupon for convenience! 





Interested in leasing? 
Lewie-Shepord offers complete Leasi 
facilities. For exemple, © 2000 


tell intermenon 





ing. Financing and ® 
los. capecity 1-$ Electric Fork Truck 
can be leosed for os little os $2.68 per doy. Mail the coupon for 




















Hustle .. Ads like this one helped develop inquiries, but mer- 
chandising brought the program into full bloom. 


another would be impossible . . too 
many variables present. 

For example, our inquiry returns 
seem to vary somewhat by the 
month in which an ad appears, yet 
we can’t accurately gauge each 
month. Also, the product advertised 
affects our returns, of course. 

Comparing the returns from 
an ad on hand trucks or light pow- 
ered equipment with returns from 
an ad on a heavy-duty fork lift is 
grossly unfair. 

So, if Copy Chasers wants to 
speculate that one headline is better 
than another, that’s all right with 
us, but the inquiry return is not 
the proof. 


Orders Don’t Rollin. . Obtaining 
good inquiries and then developing 
them into orders isn’t easy. We 
can’t just prepare an ad, run it 
across the board, and sit back wait- 
ing for the orders to come rolling in. 

For example, in order to increase 
our inquiry returns, we created over 
a dozen sales promotion pieces last 
year which we offered in publication 


and direct mail advertising. We 
merchandised our space advertising 
to our entire prospect list. We re- 
designed our external house organ. 
We dug up facts and figures for a 
new “Gas vs. Electric” comparison 
folder. A special folder on our “Try- 
a-Truck” plan was also prepared. 


Tracing Results .. Then, we 
traced results to prove to manage- 
ment that what we were doing was 
paying for itself. For example, we 
carefully traced sales resulting from 
inquiries received on the “Try-a- 
Truck” plan in the Boston area. 
Over $18,000 in sales resulted in the 
Boston area alone. 

The plan was merchandised on the 
same basis in four other territories, 
and the salesmen were enthusiastic 
about results. 

As a result of this proof, manage- 
ment permitted mailing reprints of 
ads to our entire prospect list, thus 
increasing substantially the number 
of hot leads to give our salesmen. 

Our agency is the Horton-Noyes 
Co., Providence, R. I. * 
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FINEST EYELET METAL FROM 
FASTEST BRASS ANNEALER 


Somers Brass Produces Maximum Ductility 
and Fine Grain with New Selas Furnace 


A unique, fine-grain brass strip ts produced at Somers Brass Company, 
Waterbury, Connecticut, in a Selas continuous strip-annealing furnace 
Coil after coil of strip is absolutely uniform in quality. No externally pre- 


in 
vestment cost of work in process is reduced 
for furnace operation. 
The increased ductility and capacity for cold work improves deep drawing 
characteristics . . . complex eyelet shapes can be fabricated with clean-cut 
die impressions. The finer grain size allows easier buffing a lustrous 
scratch-remstant surface 
Look into the production and quality umprovement possibilities of Selas 


Selas 
improve the quality of your finished product. Write today for descriptive 
bulletin on continuous strip annealing 


SELAS 


CORPORATION OF AMERICA 


PHILADELPHIA 34, PEnNSVLVAniA 
Meat Processing Engineers fer industry - Development - Design © Manotecters 














17 steps to success 
in launching new product 


Selas campaign coordinates all types of 


promotion to win goal quickly, at low cost 


By Ernest S. Kopecki . . Manager, Public Relations & Promotion, Selas Corp. of America, 


Philadelphia 


® A COORDINATED 17-step program, 
embracing all phases of advertising, 
promotion and publicity, was the 
factor most responsible for Selas’ 
Topper award-winning entry on in- 
troducing a new product. 

New products are the rule, rather 
than the exception, at Selas, for we 
are a firm of designers and engineers 
who incorporate new and advanced 
principles of heat processing into 
custom-built equipment for virtual- 
ly every industry. To properly in- 
troduce these new developments, 
heavy reliance is placed on coordi- 
nation, in lieu of large budgets. 

Continuous annealing of metal in 
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strip form .. brass as well as steel 

. is one of the many markets of 
interest to Selas and this campaign 
is representative of what is being 
done in many industries. 

Advertising’s job was to bring the 
new strip-annealing development to 
the attention of as many prospects 
and customers as possible, located 
in the widespread plants of the non- 
ferrous metals industries, both in 
this country and abroad. 

The campaign was to be achieved 
in the shortest possible time . . with 
the lowest cost per contact . . and 
within the existing budget and 
space schedule framework. 


To accomplish the objective, with- 


‘in the conditions outlined, an inte- 


grated program was conceived, to 
include: space advertising, direct 
mail, trade shows, sales promotion 
literature, company publication pub- 
licity, industrial publicity and cus- 
tomer tie-in advertising. 

The initial announcement of the 
new strip-annealing method, was 
designed to gain the attention of 
immediate prospects as well as the 
end users of the prospects’ products. 
The ad was directed mainly to op- 
erating and production men. It ran 
in Iron Age and Industrial Heating 
and gave readers a simple ex- 
planation of the principle of opera- 
tion of the new annealing method. 

The same ad layout, revised to 
emphasize reduced costs and im- 
proved product quality, was pre- 
sented to the top management read- 
ers of Business Week. (See illus- 
tration. ) 

In both cases, color was used 
functionally to illustrate the brass 
strip and the products formed from 
the brass strip. In the first ads em- 
phasis was placed upon the product, 
to attract attention, with the heating 
method shown schematically to in- 
troduce its functional role, but in 
later ads, the equipment features of 
the heating method were more 
prominently displayed. 


Direct Mail Tie-In . . Metallur- 
gists play an important part in buy- 
ing decisions involving heat treating 
equipment. They were informed of 
the metallurgical advantages of the 
new Selas strip annealer in an edi- 
torial-type ad carried in Metal 
Progress. 

Direct mail was brought into play 
with a scheduled series of mailings 
of ad preprints to a selected list of 
prospects and to the company’s field 
sales force. Tie-in was made with 








feature articles appearing in metal 
magazines and with a new sales bul- 
letin which was prepared and dis- 
tributed to prospects and to maga- 
zines for their new literature col- 
ums. 

Trade shows were not overlooked. 
The Selas exhibit at the 1954 Iron 
and Steel Exposition, Cleveland, 
highlighted the annealing method. 
Samples of brass strip annealed in 
the new furnace were also displayed, 
for inspection by interested pros- 
pects. The response was so enthu- 
siastic that the product display was 
expanded and presented at the 1954 
Metal Show, Chicago, shortly there- 
after. 

The company publication “High 
Gradient” also was employed, and 
through its pages the new develop- 
ment was brought to the attention of 
more than 10,000 customers and 
prospects. 


Inquiries Show Interest . . Cus- 
tomer tie-in advertising campaign 
was initiated by Somers Brass Co., 
the customer featured in the Selas 
campaign. Somers also ran ads tell- 
ing its customers and prospects the 
Selas annealing method had im- 
proved Somers’ strip product for 
fabrication into end products. 

Results? Plenty of inquiries. 
Enough to indicate a lively interest 
in the new idea and to show that 
the market potential had been well 
covered. 

The surface has only been 
scratched. The campaign will con- 
tinue, employing integrated media 
to help convert prospects into cus- 
tomers and suspects into new pros- 
pects. Effectiveness cannot be meas- 
ured in terms of immediate sales, 
for strip-annealing installations of 
the type described in the campaign 
can involve substantial capital ex- 
penditures, up to and exceeding 
$500,000. Moreover, the technique 
represents a departure from exist- 
ing methods and requires sales and 
engineering follow-up, to attain ac- 
ceptance. 

But prospects have shown enough 
interest so that Selas has extended 
its activities beyond initial expec- 
tations. And we expect enough busi- 
ness to justify the efforts. 

A. E. Aldridge Associates, Phila- 
delphia, is our agency. . 
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3-SCALE VERSATILITY —ACCURATE 1-SCALE READING . . . 


NEW General Electric Hand Tachometer 


Cuts Costly Speed-measurement Errors 
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News . . Each ad in GE series promoted closely related products using “news’’ type of 
treatment. Starch showed ads got three times better-than-average readership. 


How to sell 200 products 
with one ad campaign 


By Frank B. Muller . . Supervisor, Meter & 
Instrument Account, Advertising & Sales 
Promotion Dept., General Electric Co., 


Schenectady 


® WE HAD TO promote more than 
200 lines of GE instruments in a 
single advertising campaign. So it’s 
easy to see that careful planning 
and integration were essential to ac- 
complish our objectives. Those ob- 
jectives were: 

» 1. To promote GE’s broad line of 





“Integration” is the keyword 


instruments to industrial and 
utility markets. 

5 2. To announce new instruments 
in the line and new develop- 
ments in instrumentation. 

>» 3. To attain maximum recognition 
of GE instruments among cus- 
tomers and the GE sales organ- 
ization. 

The campaign was made up of 
space advertising, technical litera- 
ture, publicity and trade show par- 
ticipation. Complete integration of 
these elements was a major factor 
in their success. 

For maximum impact and continu- 
ity, the space campaign on instru- 
ments was concentrated in a limited 
number of leading business papers. 
With a few exceptions, ads appeared 
each month in 1954 in these maga- 
zines. Two-page spreads and four - 
page “miniature blockbusters” gave 
maximum readership and impact. 

All of the ads had family resem- 
blance, with common layout ele- 
ments. Wherever applicable, simi- 
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lar-type products were grouped to- 
gether to tell the complete-line 
story. All the ads used the “news 
approach” and picture caption treat- 
ment. Standardized layouts, de- 
signed in the early planning stages, 
were used throughout the campaign 
and afforded considerable savings in 
preparation of ads. 


Continuity Counts . . Essentially, 
we had 12-month continuity in five 
major magazines and we had the im- 
pact of two-page spreads in each 
issue. 

A continuous flow of mailings . . 
36 in all. . was maintained through- 
out the year, directed to industrial 
and electrical utility markets. Prod- 
uct bulletins, brochures, special 
mailing pieces were sent out to se- 
lected customer and prospect lists 
numbering up to 12,000 names. Per- 
sonally addressed letters signed by 
district sales engineers were en- 
closed with each mailing. In addi- 
tion, special distributor programs 
were executed on the instrument 
lines which they handle. 


Integration Breeds Success .. 
The GE instrument line was fea- 
tured in 17 national trade shows. In 
addition, our districts were equipped 
with itinerant instrument displays 
for showing at local regional shows 
and conventions. Also, an exhibit 
trailer, featuring the complete in- 
strument line, toured the country 
during the year from coast to coast 
and exposed 15,000 customers to the 
complete story of GE instruments. 

The actual campaign, as it was 
executed throughout the year, close- 
ly followed our initial campaign 
plan. Complete integration of all 
media and all product lines was at- 
tained. As a result, effectiveness of 
all of our promotion was greatly 
increased. 

Starch ratings proved that our in- 
strument ads were getting almost 
three times the average “read most” 
score. Careful scheduling made our 
direct-mail contacts more effective. 
Publicity coverage on instruments 
was greater than any other year. 

Most important, sales increased 
considerably on most of the prod- 
ucts promoted. 

The agency is G. M. Basford Co., 
New York. - 
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Neoprene protects collapsible shipping “drums” 
against chemicals, abrasion, weathering 


NEWEST METHOD for shipping powdery or granu and oils permits safe shipment of a 

lar materials is flexible “drums" which de nge of chemically ac | 

pack flat for return shipment. They con: And the rugged neoprene outer coating 

sist of multiple layers of rubber and fab- stands up to weathering, sunlight and 

nic, reinforced with cables. And for versa abrasion encountered in transit. 

tility and extra-long service, the drums In this new application, as in indus- 

have an inner lining and outer covering of trial rubber goods of all types, neoprene 

neoprene —Du Pont's chemical rubber extends service life, cuts maintenance 
These sturdy drums offer reduced han- _ costs. Give your sup- 

dling costs to shippers, inexpensive bulk plier a call. He'll be Bim 

shipment and storage to customers. And glad to show you the ¥ 

neoprene adds still other advantages. The neoprene products 

durable neoprene lining resists chemicals he sells. = 
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Stoppers e « Ads like this pulled total of 8,500 inquiries. 


Bulls-eye: Du Pont campaign pulls 12,500 inquiries 


™ DU PONT HELPS sell its chemical 
rubber, neoprene, by promoting its 
use to end-users who are only in- 
direct prospective customers. 
Neoprene is made and sold as a 
raw material only to rubber manu- 
facturing and similar processing 


companies. They, in turn, compound 
it into finished products for sale to 
industry. 

Part of Du Pont’s promotional 





aim is to reach, inform and stimu- 
late action on the use of neoprene 
in rubber products by the custom- 
ers’ customers. 

Principal objectives of this “Top- 
pers” campaign were to stimulate 
development of new applications for 
neoprene by industrial groups, to 
expand usage of current applica- 
tions, and to provide quality sales 
leads for Du Pont’s sales force and 
customers. 

The campaign included space ad- 
vertising to industrial design engi- 
neers, management personnel, plant 
supervisory groups; direct mail of 
our publications “Neoprene Note- 
book” and “Report on Neoprene for 
the Industrial Executive”; exhibits 
and industrial film coverage of simi- 
lar groups. 

Publications used covered the in- 
dustrial design, plant, and manage- 
ment segments of our markets. 

Continued on page 80 











ways to 


step up 
marine sales 
in 1956 


Get your share of the expanding marine business in 
’56 and beyond by using this proved combination of 
MARINE ENGINEERING and the 1956 Marine Catalog. 


MARINE ENGINEERING, because it is the preferred 
magazine of the industry, with a larger total distribu- 
tion than any other; because it goes to every operator 
of vessels of 100 tons or over, every active ship and 
repair yard, every important naval architect; because 
it is read regularly by more buy-important chief engi- 
neers aboard ship; because it leads editorially, both 
in quantity and quality; and finally, because it is also 
first in advertising pages, currently ahead of the sec- 
ond marine magazine by 63.9% (July ’55). 


And along with MARINE ENGINEERING, you need the 
1956 Marine Catalog, the annual buyers’ guide and 
new product directory which will contain two added 
services: a port directory and a new product section. 
As the industry’s recognized product reference, the 
Marine Catalog is found at every point where buying 
decisions are made or specifying originates. Surveys 
show that it is used frequently and regularly for 
checking product details and for locating sources of 
supply. If the 1956 Marine Catalog contains your 
catalog information, you know that it is instantly 
available to over 5,000 active prospects. 





bes 


iidislic ee : 
E: 
1956 [ 
MARKET and 
MEDIA 
DATA 


Get all essential facts about 

_| the profitable marine market 
from the new fact file — 

1956 Market and Media Data 


Write for your copy of this 
informative file-size folder today. 





avid 19W4 








all c YI ®@ 


ENGINEERING 


A Simmons-Boardman Publication 
30 Church Street * New York 7, N. Y. 





Chicago * San Francisco * Dallas * Cleveland 
Washington, D. C. * Los Angeles * Portland, Oregon 
Coral Gables, Fla. 
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Du Pont goes after customers’ customers. . begins on p. 78 


The campaign achieved results 
measurable by over 8,500 space ad- 
vertising inquiries; over 4,000 in- 
quiries from direct mail; product 
exposure to over 23,000 known at- 
tendeés at showings of the industrial 
film, and additional exposure and 
returns from trade shows. 

This campaign helped establish 
neoprene as a quality material for 


product construction to Du Pont’s 
major markets. Rubber manufactur- 
ers are trading on the name “neo- 
prene” in their own product adver- 
tising at an increasing rate, bring- 
ing additional exposure to the in- 
dustry. 

Du Pont’s agency is Batten, Bar- 
ton, Durstine & Osborn, New 
York. * 





Lower cost production ripping for 
the woodworking industry is made 
possible by a new combination power 
feed unit and 12-inch tilting arbor 
saw developed by Delta Power Tool 
Division of Rockwell Manufacturing 
Company. Priced below comparable 
power rip saws, the combined unit 
offers many advanced features. For 





NEW Production Ripping Machine Cuts Costs 


instance: easy “dialing” of desired 
ripping speeds up to 90 feet a minute 
When not needed, power feed unit 
swings out of the way, permitting use 
of the 12-inch saw alone for a wide 
variety of jobs. For complete in- 
formation, write: Delta Power Tool 
Division, Rockwell Mfg. Co., 0000 N 
Lexington Ave., Pgh. 8, Pa 








How small space ads sell 
one idea to many people 


Brief case histories solve budget problem, 
build high readership among broad audience 


® WHAT'S THE BEST method . . on a 
relatively limited budget . . of pre- 
senting an idea to management men 
in virtually every segment of in- 
dustry? That’s the question faced 
and solved by Delta Power Tool 
Div. of Rockwell Mfg. Co., Pitts- 
burgh. 

Delta wanted to present one basic 
idea: that of cutting costs through 
using inexpensive, highly accurate, 
easily portable Delta Power Tools 
to supplement, and often replace, 
heavy, costly, conventional machine 
tools. 


80 / industrial Marketing 


Here is how the problem was 
solved. 

Because busy management men 
can devote little time to reading, 
Delta and its agency, Marsteller, 
Rickard, Gebhardt & Reed, knew 
their ads would not only have 
to be easy to read, but interesting. 
With this in mind, they decided to 
use an editorial-type format employ- 
ing realistic, product-in-use photo- 
graphs. The copy was kept short 
and factual. 

The campaign was built around 
two types of ads. First, because the 


user-benefit story provides the 
strongest argument for any product, 
some ads were based on docu- 
mented case histories. Second, to 
show Delta’s constant effort to pro- 
vide the most complete line of qual- 
ity tools, other ads announced new 
products. (See illustration at left.) 

The program started during Janu- 
ary in Business Week magazine. To 
tell their story to more people, more 
often, the Delta people used 15 1/3 
page black-and-white ads, rather 
than larger, less frequent insertions. 
They arranged their schedule to pro- 
vide an even distribution through- 
out the year, keying each ad so that 
inquiries could easily be traced to 
the copy that produced them. 

In addition to its individual 
merits, the Delta campaign would 
be helped by . . and contribute to. . 
the cumulative impact of the other 
two Rockwell campaigns in Business 
Week during 1955. 

Because this is a long range cam- 
paign that has been in effect less 
than a year, it is difficult to measure 
the results. But the ever increasing 
number of inquiries Delta receives 
after each ad appears, coupled with 
sales reports from the field, indi- 
cate rapidly growing management 
interest. 

In addition, the company has had 
several ads Starched. Each has 
gotten unusually high readership 
ratings for small space ads. A typi- 
cal example of this high readership 
can be seen in the following cost 
ratio figures for the ad illustrated 
at left. Noted, 158; Seen-Associ- 
ated, 173; Read Most, 340. 

In other words, the Delta ads 
seem to be delivering bonuses of 
from 58% to 240% more readers per 
dollar than the average ad in Busi- 
ness Week. LJ 














U.S. NAVY'S MARTIN ‘‘VIKING’’ 


ROCKETS THAT TRAVEL 4300 MPH... 


WHEATIES, PRECISION-PACKAGED TO '/32 OF AN OUNCE 


.»-»- AND YOUR CONTROL ENGINEERING FUTURE 


A flying laboratory streaks six times 
the speed of sound, bound for the 
ionosphere. A machine fills, weighs 
breakfast food packages, 80 a minute, 
accurate to a fraction of a wheat 
flake. One is the product of a leading 
aircraft builder ... the other a pack- 
aging equipment maker, serving a 
vast food producing concern. 


No similarity here in field or end 
use. Nothing in common at all except 
systems engineering . . . control en- 
gineering! 


It’s the control engineer who designs 
and puts systems to work... whether 
in aviation or petroleum, food or ma- 
chinery or atomic energy. It’s this 
bold new creative breed, moving 


WHEATIES — PRODUCT OF GENERAL MILLS, INC. 


YOU MAKE YOUR OWN TOMORROW TODAY WITH... 


back and forth across all industry 
. . . harnessing the technologies of 
every industry ... to produce new, 
more and better goods for both in- 
dustrial use and defense. 


Plenty of common ground here. But 
among 1,800 business magazines, not 
one directly serving the control en- 
gineer .. . until Controt ENGINEER- 
ING was launched last September. 


Right now this magazine—with 25,000 
all-paid subscribers — is outstepping 
every business paper’s growth. Right 
now its idea-avid readers are spend- 
ing better than $3 billion-a-year for 
instrumentation, computors and con- 
trol components . . . and already 
talking a 75% boost by 1960. 


Control 


ENGINEERING 








CONTROL ENGINEERING... | of 
WHAT IT PROMISED IN 1954 | 


WHAT IT DELIVERS IN ’55 
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How continuity and repetitive plugging gave 
new campaign high impact at low cost 


By Franklin L. Stork, Jr. . . Director 
Creative Sales Development, Fetter Printing 
Co., Louisville, Ky. 


® IT’S DISMAYING to realize that your 
chief sales point is not taking hold 
with prospects. We know, because 
that’s what happened to us. 

For several years our salesmen 
and advertising had been pushing 
our “creative printing,’ an extra 
service under which we offer our 
creative abilities to customers in 
planning and producing their printed 
advertising material. 

But try as we might to push our 
entire service, the salesmen kept re- 
porting that customers for whom we 
had created point of purchase dis- 
plays thought of us solely as point 
of purchase suppliers, direct mail 
customers as direct mail creators, 
and so on down the line. 

Obviously, our advertising pro- 
gram was partly at fault. We re- 
viewed the program and turned up 
some glaring weaknesses. The reme- 
dies to these weaknesses brought us 
increased recognition as creators of 
a wide range of printed advertising 
and greatly increased volume. 

The two strongest features in the 





new promotional approach were con- 
tinuity and repetitive plugging of a 
single basic theme: our creative 
ability in the various phases of 
printed advertising. Before, our ads 
were very general .. we made them 
specific. From a sporadic schedule 
of insertions, we adopted one of 
rapid fire showings, with five aims: 


p> 1. Get Fetter recognized as a cre- 
ator of printed advertising. 

» 2. Tell prospects the complete 
range of our creative services. 


» 3. Tell prospects that many na- 
tional advertisers rely on Fetter for 
creative assistance. 

p» 4. Assure prospects that top qual- 
ity creative ideas were available in 
the local market. 


>» 5. Create customer good will by 
featuring and helping promote their 
names and products. 

To push these objectives, our ads 
were planned to tell the basic story 
in headline and illustration alone. 
The silhouette drawings were used 
as stoppers, the halftone illustrations 
to show product range, the headline 
to tell that we had created it and 
for whom. Copy followed the same 
tack: what we did, who we did it 
for, the thinking behind it and re- 
sults. The logo stressed that Fetter 
was a creative printer and listed 
major categories of our creative 
products. (See illustration.) 

We drastically revised our inser- 
tion schedule. Before, we had run 
four two-color back cover ads a 
year. Now, we scheduled 12 one- 
third page, black and white ads 
yearly in each of the two publica- 
tions in our market. 

We worked for the highest satur- 
ation possible within a small budg- 









did you 


KNOW tra: sor 


produced this set of 





per or Purchase displays 
for BROWN - FORMAN ? 





A real cool idea, Brown-Forman’s Old 
Forester Frosty Collins promotion, took 
the chill off summer whisky sales. 

The ingredients of the Frosty Collins suc- 
cess story were a good idea, liberally 
backed by a comprehensive advertising 
campaign. Old Forester’s national Frosty 
Collins advertising tied in at the point-of- 
sale with Fetter designed and produced 
window, counter displays and table tents. 
These “high key” displays did a bang up 
job—they reminded, they created a desire, 
they sent Old Forester sales soaring — 
right in the face of the industry's “off 
season”! 

Advertisers who sell more of their prod- 
ucts than the next fellow carry their 
campaigns through to the point where the 
customer says, “this I'll buy”. Lots of 
these advertisers work out their display 
campaigns with people who can turn cool 
ideas into red hot sales builders—lots of 
them work with- Fetter. 

235 East Walnut Street m 

Louisville 1, Kentucky 
Direct Mail © Point-of-Purchase Displays 


Printing Company. 
Catalogs © House Organs « Annual Reports 















et’s limits. And we feel the small 
ads have a cumulative effect that 
gives more recognition than the 
large ads achieved in their widely 
spaced schedule. 

We think we're on the right track. 
Our salesmen report growing recog- 
nition among prospects of our com- 
plete range of services. We've re- 
ceived inquiries traceable to the ads. 
And customers featured in the ads 
have given us a warm reception. 

But best of all, our creative busi- 
ness is mushrooming. And _ that’s 
what we set out to accomplish in the 
first place. * 
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to meet their increasingly complex needs... 


s were stepping-up our 


to design 


Now eee EVERY OTHER WEEK 


publishing schedule more than doubles 


MACHINE DESIG service to its readers 


(starting January 12, 1956) 


Accelerated Design Developments 
Call for Greater Frequency 


The editors of MACHINE DESIGN recognize 
that a monthly is no longer adequate to meet 
the needs of design engineers. 


The entire area of design engineering has liter- 
ally outgrown the method of editorial coverage 
we used for 25 years. Products of American 
industry daily become more complex. Almost 
overnight, new developments spring forth at a 
rate undreamed of when MACHINE DESIGN 
was established as a monthly. 


Booming Growth Ahead 
Will Further Increase Information Needs 


Development of automatic operation, ease of 
control, and the expanding volume of mass pro- 
duced products means increasing complexity of 
design: Whole new subject areas are opening up. 
This tremendous growth in the amount of engi- 
neering urgently requires a parallel increase in 
timely editorial coverage by MACHINE DESIGN. 


Adding more editorial material is practical only 
on an every other week publishing schedule. 


What Every Other Week Means 
to Readers 


It means a slimmed-down, easier-to-read, more 
timely book. In the past 10 years, our editorial 








information service 


engineers 





volume has doubled. Even this editorial leader- 
ship must be outstripped if we are to continue to 
give complete coverage of subjects important 
to engineers. 


More pages per issue would mean too much 
important information for the reader to absorb 
at a time. Twenty-six rather than twelve issues 
in 756 will enable us to speed information to 
readers in a practical-sized format. 


What Every Other Week Means 
to Advertisers 


It means greater visibility for the advertiser’s 
message because of fewer pages per issue. It 
means even more thorough readership of the 
already “‘best-read”’ design publication: It means 
faster and greater pass-along readership. It means 
26 opportunities a year to get your sales story 
to the more than 100,000 design engineers who 
read this magazine. MACHINE DESIGN, 
Penton Building, Cleveland 13, Ohio. 

















Every Other Week 
starting January 12, 1956 


MACHINE DEStGH 


a PENTON publication 
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How to increase advertising 
effectiveness by 46% 


Patent Scaffolding’s picture story ads send 


By Oscar H. 
Manager, Patent 


Island City, N. Y. 


Junggren Advertising 


Scaffolding Co., Long 


® BACK IN 1953, monthly Readex 
reader interest reports on Construc- 
tion Methods & Equipment made it 
obvious that our advertising just 
wasn’t commanding the attention 
that we thought it should. 

Our black and white pages, scat- 
tered with Ben Days, reverses, re- 
touched photos and other art work, 
were averaging about 15% “inter- 
ested readers.” When we considered 
the almost universal need for steel 
scaffolding in all construction trades, 
the 15% did not seem to be in line. 
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Readex scores up from 15% to 61% 


One problem, then, was to gen- 
erate more reader interest in our 
advertisements and to make them 
command more attention when com- 
peting with advertising of other 
products in construction publica- 
tions. 

The second problem was actively 
to promote a dozen or so major 
products and to instill in the minds 
of contractors and sub-contractors 
that regardless of what type of scaf- 
folding or shoring was called for, 
Patent Scaffolding Co. could meet 
the requirements quickly and effi- 
ciently. This had to be done with no 
sacrifice of reader interest. 

A study of previous Readex re- 


ports had shown that, to get reader 
interest among construction men you 
must show what the product does, 
in action, on the job; be sure the 
picture and the headline describe 
construction activity; use pictures 
showing clearly what is going on. 


Photos Solve Problems . . So we 
adopted the photo-caption tech- 
nique, after a couple of “test” ads 
early in 1953 had brought consid- 
erably higher Readex scores, and 
thereby solved both problems: how 
to actively promote a related line of 
products in one advertisement, and 
increase reader interest at the same 
time. (See illustration.) 

The next step was to send re- 
prints of the “test” ads to our branch 
offices with a letter giving the Read- 
ex score and requesting that “ac- 
tion” photos, of the type used in the 
tests, be taken of all interesting jobs 
in their respective areas. The re- 
sponse has been so good that we 
now have the problem of selecting 
the best four or five photos from a 
large batch of good ones. 

When selecting photos for the new 
photo-caption ads, we now make 
sure that they fulfil the readers “re- 
quirements.” And, since readers of 
construction magazines are practical 
men, they like to see “practical” 
photos, with no retouching. 


Readex Scores Zoom .. Since 
abandonment of the “art work” type 
of ad and adoption of the photo- 
caption style toward the end of 1953, 
here is the record: five times our 
advertisement was the “most inter- 
esting” of any in the issue, regard- 
less of size, product, or use of color; 
twice it got the second highest rat- 

Continued on page 88 








Producers in our Big and Busy Industry Demand 


J“) EDITORIAL 


because ... 


@ they're in the world's biggest materials handling field, producing 
nearly a billion tons a year.... 


@ this output sells for practically pennies per ton, despite the huge in- 
vestment for extraction, processing, grading and handling equip- 
ment.... 


@ the nature of the field makes operation costly, even with consider- 
able automation — constant rehandling, ever-present dust and abra- 
sion, exposure to the elements, peak operation maintained relent- 
lessly for long periods, and so on.... 


These all add up to the never-ending need to pare pennies and mills 
(and fractions of mills) from the per-ton production cost. This means our 
producers are alert to every development that will give better, more effi- 
cient operation. And this is why they faithfully read and continue to prefer 
ROCK PRODUCTS. 





In our field, it is not enough to report 
"what" and "how many’. Our producers 
‘ must be told “why'’ and ‘wherefore’. 
Such interpretative reporting gives 
ROCK PRODUCTS its vital 3rd Dimen- 
sion... . the key to readership in our 
industry. 





Our editors stand alone in this field when it comes 
to interpreting, analyzing and evaluating the methods 
and operations in our industry. Knowing the field 
intimately, they get to the heart of its problems and 
its needs. Their helpful articles make ROCK PROD- 
UCTS the industry’s “recognized authority”. 


Your customers in our industry testify graphically to 
the value ROCK PRODUCTS editorial content has 
for them. Each year far more producers buy ROCK 
PRODUCTS than the other paper. Our paid renewal 
rate has been in the healthy ’80s for several years. 
Most readers renew direct to us by mail. 


3-D EDITORIAL brings Satisfied Readers back to ROCK PRODUCTS 





The magazine with READERS 
. . . not just RECEIVERS 


309 W. Jackson Bivd. ® 
Chicago 6, Illinois Mm 









THE INDUSTRY'S. RECOGNIZED AUTHORITY 


ROCK 


PRODUCTS 


LARGEST PRODUCER CIRCULATION IN THE HISTORY OF THE FIELD 
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== /et’s start with the PENTON market ques- 


tionnaire. 


mmm It’s been standard practice with us to conduct 


a Continuing Census for use in our publishing 
operations. (Incidentally, we were the first 
industrial publisher to start this over 15 
years ago.) 


Notice how a company reports to us on the 
major products manufactured, as well as any 
other products made at this location. 


We then translate this into S.I.C. code numbers 
for proper classification on IBM cards. The 
S.I.C. or Standard Industrial Classification* 
system was developed by the U. S. Bureau of 
the Budget. It is, by far, the most acceptable 
method in use today for classifying manu- 
facturing plants by product categories and 
represents a major forward movement in 
marketing to industry. 


PENTON looks upon unit coverage as the 
first essential in measuring how effectively a 
publication reaches its market. We use S.I.C. 
not merely as a filing system, but as the basis 
for effectively matching publication coverage 
to the number of worthwhile establishments 
in the market. 


You benefit in many ways from our use of 
S.I.C. When you use a PENTON publication 
you know that you’re covering the highest 
possible proportion of the worthwhile units in 
the market. You can see this in our modern 
method of reporting circulation breakdowns 
by S.1.C. classifications. It tells you how many 
plants are reached and how many copies go 
into these plants. 


Using this information to buy space helps you 
add to the effectiveness of good advertising. 


*All manufacturers use this system in reporting to the U. S. 
Bureau of the Census. 
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Publishing 


PENTON BUILDING ¢ CLEVELAND 13, OHIO 


how PENTON’s use 
of S.I.C. adds to the 
effectiveness of 

your advertising 





Company 








Patent Scaffolding . . Topper 


begins on p. 84 


ing and once it was third highest. 
Ten times it was the most interesting 
in its classification (materials and 
supplies), twice it was second in 
that category, and third five times. 

Average reader interest for 12 
pages in Construction Methods 
jumped from 15% in 1953 to 40%. 
For the five advertisements run in 
1955, the average has risen to nearly 
43%. The highest score ever achieved 
by one of our photo ads is 61%. 

The ads appear not only in Con- 
struction Methods & Equipment, but 
also in Engineering News-Record 
(where they score well, too). They 
also run on a set or 12-time basis 
in 27 regional construction maga- 
zines and newspapers and sub-con- 
tractor’s publications. 

Because we illustrate as many as 
five different products in one ad, we 
obviously help to prove to the con- 
tractor-reader that we have the only 
complete line of scaffolding and con- 
crete shoring products, which is one 
of the objectives of the entire cam- 


paign. 


Triple Benefit . . The effect of the 
increased readership shows up in 
several ways. First, our own sales- 
men are more interested in the 
campaign. Second, we know that 
contractors are interested because 
ads are frequently discussed when 
our salesmen call. We know too, 
that any possible indifference on the 
part of a prospect is largely over- 
come by our ads, which give infor- 
mation in his own practical lan- 
guage. This makes our salesmen’s 
job easier. 

More and more frequently we are 
called upon to adapt existing scaf- 
folding products to unusual build- 
ing conditions. In many cases we 
are asked to design and manufacture 
special equipment for industries and 
for products not closely allied with 
the construction field. This trend is 
adequate testimony that the broad 
program of space advertising and 
direct mail, keyed to the “Scaffold- 
ing Methods” ideas, is having wide- 
spread effect. 

Glenn, Jordan, Stoetzel, Inc., Chi- 
cago is our advertising agency. §& 
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How to revive a neglected 
market for $6,140 


Columbia-Geneva Steel overcomes dealer 


indifference, builds customer preference 


By Robert G. Hill . . Advertising Manager, 
Columbia-Geneva Steel Div., United States 
Steel Corp., San Francisco 


® IN THE SPRING of 1954, Columbia- 
Geneva Steel Division of United 
States Steel Corp. took a “problem” 
territory, where it had sold very 
little since World War II, and in a 
short time put it back on its sales 
map. 

Chief material involved was a line 
of U.S. Steel merchant products. 
Advertising and market development 
coordinated with field sales effort 
did it . . increasing sales 44% with- 
in a year. 

The territory was Idaho. There 
were a number of sound reasons 
why the company had not served 
this area for a decade . . war, with 
consequent allocations and_ short- 
ages, post-war market allocations, 
then Korea and more shortages. 
With the advent of a competitive 
market in 1953, a promotion pro- 
gram in Idaho became practicable 
and the company’s top management 


with sales-advertising teamwork 
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Force Play .. Ads built consumer 
preference, forced dealer acceptance. 


began a study of the situation. 
Coincidentally, the advertising and 
market development divisions were 
deep in working out a test program 
of advertising and sales promotion 


Continued on page 90 













Big producers of ready-mixed con- 


Dealers are a constant market for 
batching equipment, 


Stacking pallet racks stack up big 
profits for manufacturers who sell 
their production to the most mecha- 
nized dealer on the retail sales 
scene; the Lumber & Building 
Material Dealer! 


Because no other retailer moves such 
a volume of heavy materials, Lumber 
& Building Material Dealers and 
Wholesalers need a big volume of 
this kind of equipment. 





crete, Lumber & Building Material. 













An average of 4.76 trucks per BSN 


Are you selling 
this prime 
equipment market? 


BSN’s readers buy a lot of equipment 
to handle and sell more than $8 billion 
worth of building materials annually. 


Your equipment is very likely needed in the 
booming lumber and building material dealer 
market. These merchants use conveying and 
elevating equipment, trucks, hoists, mixers, lift- 
trucks, loaders, office equipment and capital 
equipment of all kinds. 


Through BUILDING SUPPLY NEWS you 
reach more than 20,000 of them—doing 88.2% 
of the industry’s 10 billion dollar volume... . 
dealers whose sales average nearly $500,000 an- 
nually—many of them in the millions. 


Are you completely familiar with this booming 
market for material handling equipment? If 
not, write today for BSN’s revealing 1955 
Market Study. 


BSN is the Ist DEALER Merchandising 
Publication 


BUILDING 


SUPPLY NEWS 
5 South Wabash Ave. 


Chicago 3 
hed 


z 
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dealer-reader means a large new 
and replacement market each year 


vehicles. 


for many different types of motor 





Lumber & Building Material Dealers 
are a lucrative market for lift trucks 
and straddle carriers — equipment 
that was “born” to serve this great 
industry. 


























The popularity of pre-cut, panelized 
homes has helped increase the great 
demand for woodworking tools and 
created a bigger market for power 
saws, planers and related equip- 
ment. 
























Ready-mixed concrete must be 
delivered fast and on time, and 
Lumber & Building Material Dealers 
ore a big market for equipment 
like this. 


Work horse of the material yard, 
there’s a big demand for front-end 
loaders among Lumber -& Building 
Material Dealers who all need ver- 
satile equipment. 





Advertise to consumers to get dealers. . begins on p. 88 


for the products in the farm product 
line . . fencing, nails, baling wire, 
roofing and siding sheets, and barbed 
wire. After discussion among adver- 
tising, market development, and 
sales executives of the territory, it 
was resolved to run the test in 
Idaho. 

The objective was to increase sales 
in the areas by building brand ac- 
ceptance for these products and to 
demonstrate that an organized pro- 
gram could be of practical help to 
the salesmen in the field. 

At the same time a challenge was 
represented by the fact that, while 
market potential was excellent, 
competitors were entrenched. 


Finding the Facts . . The first step 
in the promotional effort, which was 
coordinated on a time-table plan 
of action, was to find the exact facts 
with respect to the company’s posi- 
tion. Results were pretty much what 
the company anticipated. The job- 
bers, retail dealers and consumers 
were not interested in the company’s 
brands and had built up close con- 
tact with USS competitors and fa- 
miliarity with their products. 

The company saw that its task 
was to re-establish the U.S. Steel 
name in Idaho by creating attention, 
interest, and preference among con- 
sumers, dealers and distributors. 

A six-week period between March 
15 and May 1, 1954, was selected for 
the drive. It was to be aimed at 
consumers, and sold to dealers. 

The company contracted for six 
half-pages in regional farm publi- 
cations and space in leading news- 
papers. It took radio time during a 
five-week period to announce U.S. 
Steel. Publicity releases were ar- 
ranged for in all major newspapers. 
A special film program was ar- 
ranged for civic, church, and edu- 
cational groups. There was trade 
advertising, direct mail and a for- 
midable array of sales aid to dealers. 

The program was merchandised to 
dealers by means of twice-weekly 
mailings. Seven direct-mail letters 
went to each of the dealers in the 
area to introduce the company’s 
products, to acquaint them with the 
new sales program, and familiarize 
them with the advertising soon to 
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break. Two of the farm magazines 
sent letters to the dealers to help 
announce that U.S. Steel was back 
in Idaho. Dealers and distributors 
were sent six reprints of consumer 
advertisements. 


Salesmen Move In .. The con- 
sumer campaign was preceded by 
personal sales calls on dealers. Two 
letters to the dealers heralded the 
visits of the salesmen. The trade 
paper advertising paved the way for 
the contacts. 

The field men told dealers of the 
concentrated advertising to consum- 
ers due to start soon. They made it 
clear that they were there to help 
them tie in with it and make them- 
selves a part of the program. The 
salesmen provided signs, sales liter- 
ature, mats for dealer tie-in adver- 
tising, and showed the retail men 
how to make most effective use of 
the aids. All of the dealer helps 
were made available free of cost if 
USS products were stocked. 

As the last sales calls ended, co- 
incident with the follow-up direct 
mail to dealers, the consumer pro- 
gram began. After the first adver- 
tising broke, the film program for 
the general business and public was 
started. The aim was to create the 
widest possible awareness that 
U. S. Steel was in business there. 

While the consumer advertising 
was in progress, there were three 
follow-up mailings to dealers over 
a three-to-four-week period and 
additional advertising in dealer pub- 
lications. 

A tremendous amount of publicity 
resulted, aided by the visit of Mar- 
cus J. Aurelius, then vice-president 
of sales, from headquarters. He 
talked with distributors, addressed 
luncheon meetings and met with 
high-level trade and business lead- 
ers. 


It Was Well Worth It . . Results 
were evident immediately. Sales in- 
creased 25% within two months 
after the end of the program. Be- 
fore the end of the year the increase 
was 44%. 

Out of the 542 dealers contacted, 
196 were added as regular retailers 
of U. S. Steel materials in the cate- 


that’s a sound rule. But U. S. Steel 
admen broke it with remarkable 
success for a line of fencing, baling 
wire and other farm products. 
Reason: the competition was en- 
trenched and jobbers didn‘t want to 
buy from USS. 

Before getting distribution, the 
company used newspapers, farm 
papers, radio and publicity . . all 
aimed at consumers. Then an in- 
tensive drive was aimed at dealers. 
Result: 196 dealers added and a 
25% sales rise. 


gories promoted. All major distribu- 
tors in the area were added. 

Approximately 300 consumer in- 
quiries, as a result of the advertising, 
came in while the campaign was in 
progress and a total of about 700 
was believed traceable to the adver- 
tising in total returns. 


What Did It Cost? . . Intensive as 
the program was, effective as it 
turned out to be, it was not expen- 
sive as promotions go. Approximate- 
ly 40,000 “calls” were made on con- 
sumers in terms of listener and 
reader impressions of the advertising 
in farm publications and over the 
radio. As we have seen, over 500 
dealers were seen and cultivated. 

Cost of the advertising literature 
sent to dealers averaged 26 cents per 
dealer. Further assistance to dealers 
in the form of promotional kits and 
other material averaged $1.82 per 
dealer. Total cost of the program 
amounted to $6,140. Broken down, 
the cost was: $3,199 for dealers, 
$1,954 for consumers and $987 for 
dealer assistance. 

The Columbia-Geneva sales or- 
ganization looks upon this campaign 
as proof that a promotional program 
correctly teamed with sales can 
make the job of selling easier and 
more effective. In the end, it’s direct 
sales that clinch the order, but well- 
planned promotion creates interest, 
attention and desire. 

The agency is Batten, Barton, 
Durstine & Osborn, San Francisco. ™ 





NOW-Timed for the opening of 
SPRING SELLING in LATIN AMERICA! 
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Below the equator, Spring not Fall is in the air 
— and opportunity is just around the corner 
for you! For this ‘‘hot'’ market is bound to get 
hotter as the season warms up... with big 
sales increases indicated for all types of 
equipment and merchandise. To give you leads 
on where this profitable business is develop- 
ing, Vision, Inc., publishers of Latin America’s 
leading Executive Newsmagazines, has pre- 
pared acomprehensive market analysis based 
on data secured in cooperation with govern- 
ments South of the Border. For your free copy 
of this new Report—The Re-Discovery of El 
Dorado—together with sample copies of 
Vision (Spanish) and Visao (Portuguese) 
- please send request to John Kirby, Adv. Dir., 


VISION, HNC. 60 West 55TH STREET + NEW YORK,N.Y. 


September 1955 /'91 


For 
“LATIN-AMERICAN 
SELLING” 











| Congraatealeation ho tose 15 compara 


AWARD WINNERS 


Republic Rubber Division, 
Lee Rubber & Tire Corporation -] 


Simonds Saw and Steel Company - 2 


New York Belting and Packing Company -3 


Tube Turns, Incorporated -4 
The L. S. Starrett Company - 5 
Republic Steel Corporation -7 


HONORABLE MENTION 

B. F. Goodrich Company -1 

Norton Company -2 

Keystone Lubricating Company - 3 
Goodyear Tire and Rubber Company - 4 
The Torrington Company - 4 

The Jacobs Manufacturing Company - 5 
Sterling Grinding Wheel Company - 6 
Nicholson File Company -7 

Standard Pressed Steel Company-7 


ADVERTISING AWARDS 


FOR CREATING advertising campaigns 
which won the highest honors in the Fourth 
Annual Advertising Awards of the National and 
Southern Industrial Distributors Associations. 


FOR BELIEVING. in the industrial distrib- 
utor’s importance to the industrial buyer. 


FOR PROCLAIMING this belief to indus- 
trial buyers in your advertising. 


FOR PROMOTING not only the quality 
of your products, but the quality of your distribu- 
tion as well. 


FOR GIVING generously of your time and 
money to make your distributors partners in prac- 
tice, partners in progress. 


FOR MAINTAINING a distributor pro- 
gram as an integral part of your business. 


FOR DEMONSTRATING that a distrib- 
utor program, conscientiously conceived and con- 
ducted, can mutually benefit both manufacturers 
and industrial distributors in better serving indus- 
rial buyers. 


]—single direct mail piece 2—series of two or more direct mail pieces 3—single advertisement 4—series of two or more advertisements 


5—manufacturer’s catalogs 6—house organ or annual financial report 7 —advertisement devoted entirely to selling the distribution system 


Industrial 


Sells the men who Supply industrial America, .. 


Distri b uti 0 n A McGraw-Hill Publication 330 W. 42nd Street, New York 36, N. Y. 
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— by selling the men who sell your customers ... your industrial distributor salesmen. 


Consistent advertising in INDUSTRIAL DIs- 
TRIBUTION : 
@ Keeps your distributor salesmen recom- 
mending and selling your products. 
@ Keeps reminding them about the sales 
features of your products. 
® Keeps them informed about your com- 
pany and its products. 


Your entire marketing program has one 
goal: sales. And, because he’s the final link 
in the sale of your products, the success of 
your entire program can depend upon the 
industrial distributor salesman. For he’s the 
man that sells the goods, that gets the orders. 
He must be sold and continually kept sold. 


As you know, most industrial buyers pur- 
chase most of their production and mainte- 
nance equipment, tools and supplies from 
local industrial distributors. This means that 
normally the distributor salesman is the only 
personal contact between your company and 
your customers. His effectiveness is in direct 
ratio to his knowledge of, interest in and 
enthusiasm for your company and your 
products. 


Your regular advertising schedule in 
INDUSTRIAL DISTRIBUTION keeps your dis- 
tributor salesmen thinking of, talking about 
and selling your products. It sells the men 
who sell your customers. 














Since 1945, INDUSTRIAL DISTRIBUTION’s net paid circulation has increased 60%. The circu- 
lation renewal rate in 1945 was 82.66%. Today it is 82.85%. 
reaches and commands the interest and loyalty of the men who supply industrial America. 


INDUSTRIAL DISTRIBUTION 




















A McGraw-Hill Publication 





Sells the men who Syyply industrial Omeriva,.. 


330 W. 42nd Street, New York 36, N. Y. 
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The great distributor hunt 


™ A YEAR AGO, American Tractor 
Corp., Churubusco, Ind., had only 
11 wholesale distributors and 60 re- 
tail dealers for its crawler tractors 
and related equipment. 

The reason: American was a new- 
comer to the tractor field, and trac- 
tor distributors, dealers and end 


users lacked confidence in the firm. 
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How American Tractor built distribution in record time 


Obviously, the company had to 
build favorable distributor-dealer 
recognition and confidence in the 
stability of American . . and do it in 
the shortest possible time. 

The main workhorse in achieving 
this aim was a series of “Tracto- 
rama” shows held in key cities across 
the country to acquaint distributors, 
dealers and users with American’s 
“TerraTrac” line. 

The very scope of the program .. 
19 such big shows plus many other 
smaller, local shows . . showed dis- 
tributors and dealers that here was 
a company worth representing. 

The Tractoramas were backed by 
heavy space and direct mail adver- 
tising. Spreads in regional construc- 
tion publications (see illustration) 
announced each Tractorama two 
weeks before the show. Two direct 


mail letters were sent out, inviting 
dealers to the show. And newspaper 
ads and radio spots urged the public 
to attend the shows. 

Results: 

1. From September, 1954, to 
March, 1955, the number of both 
distributors and dealers doubled . . 
and the company “conservatively” 
estimates that dealer outlets will 
double again inside of six months. 

2. Quality of newly appointed dis- 
tributors and dealers is exceptionally 
high . . some of the biggest “name” 
outlets in the country are included. 

3. During the first three months of 
1955, TerraTrac sales were 252% 
higher than the same period last 
year . . mostly because of the ex- 
panded distribution. 

Andrews Agency, Milwaukee, is 
American’s agency. a 
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Beginning with the Jan- 


wd vary 1956 issue, the 
monthly circulation of 


MACHINE and TOOL! 
BLUE BOOK will exceed 
ee iv AUGUST 1955 45,000 copies, 98%, of 
which are personalized 
to production executives 
in the metalworking in- 
dustries . . . plant super- 


intendents, works man- 
agers, master mechanics, 
shop foremen, etc. 

Here's a ready-made 
audience . . . receptive & 


NMTBA'S es Y to your sales message. 


Hollengreen 
. eliminating 


manual labor a ie Plus Values: 


from : « Now “Starched” . 
machine tools. an ideal copy- testing 
laboratory 


« Audited by BPA 
« Verified by Western 
THE Union 
ur Leona ii, | am ge] el & a x 3 3 
sHOW ~~, < ¢ 98% personalized 
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¢ Pioneer publication in 
controlled circulation 


« Published monthly 
since 1906 
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For sales now and in ‘56 put the Sales Power of the BLUE BOOK behind your Product 
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Overwhelming . . Bullard insert pushes entire safety hat 
line. “Overwhelming” response showed how ad built confidence. 
Institutional message was on insert's other side. 


Hard-headed, hard-hitting 
campaign sells hard hats 


How Bullard built reputation as safety 
equipment supplier on a small budget. . 
distributors’ ads, publicity fill in gaps 


By George Andrews .. Director, Public Relations & Advertising, 
E. D. Bullard Co., San Francisco 


® RAPID GROWTH caused the primary lines and our distribution have 
sales-advertising problems that re- grown tremendously. This growth 
sulted in our award-winning pro- made it necessary to: 

gram. 1. Stimulate sales of all our pri- 

Bullard manufactures 10 major mary lines. 

lines of industrial safety equipment, 2. Build the stature of the com- 
marketed throughout the world pany in the minds of industrial 
through industrial safety distribu- buyers. (This, incidentally, was a 
tors and industrial supply outlets. real problem. Reaction from the 
In recent years, the scope of our field on lost sales revealed that this 
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thought often occurred to buyers: 
“We prefer some of the features of 
the Bullard products, but we prefer 
to buy from one of the larger, close 
at hand suppliers.” ) 

3. Keep industrial salesmen aware 
of the salability, scope and value of 
the line. 

All of this was to be done on an 
extremely small budget. 

In view of these objectives, our 
basic trade paper ads were designed 
to achieve dominance economically, 
to sell a specific product, and to 
contain an institutional, stature- 
building flavor. 


Small Space, Big Splash .. 
Rather than incorporating a num- 
ber of products into one full-page 
ad, fractional pages pushing only 
one product were used. This offered 
flexibility in relating ad release to 
seasonal buying trends. Dominance 
was achieved by running ads facing 
with editorial matter between them. 
This reflected stature by virtue of 
size, yet was relatively economical. 
Distinctive layout techniques and 
the use throughout of an unusual 
type face gave continuity. 

In the show and directory issues 
of the safety publications, a full 
page, four-color insert was run, 
strictly institutional on one side and 
showing the complete safety hat line 
on the other. Response to this ad 
in terms of field reaction and re- 
quests by safety engineers for re- 
prints was all but overwhelming. 

To supplement our trade paper 
advertising, we ran an extensive 
direct mail program. Low cost mail- 
ers were used to promote secondary 
products being sold to specialized 
markets. In addition, our house or- 
gan, “What’s New in Safety,” was 
mailed to our customer lists and 

Continued on page 97 
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‘‘Of course you can use the 
World’s Largest Display Builder!” 





If you spend any amount of money on exhibits, Gardner 
Displays—world’s largest—gives you best assurance of top 
value, performance and results at costs you can afford. 

Gan ise’ s acknowledged leadership puts to work for 
you topflight design . . . top brains in mechanical and 
electronic engineering . . . the nation’s most diversified 
staff of display craftsmen and nationwide service. 

Nowhere else can you get so much experience, know- 
how and ability to fill your display needs. Yes, and cost- 
wise, you'll agree that you, too, can use the world’s 
largest—Gardner Displays. Your first inquiry will let us 
prove it! 
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World's largest designers and builders of 
Convention and Trade Show Exhibits 

Mobile Demonstration Units * Training Aids 
Models ¢ Dioramas ¢ Point of Purchase Displays 
Show Rooms and Interiors 


Sales Meetings ¢ Properties * Special Presentations 


GARDNER DISPLAYS 


Visit our National Showroom, Penthouse, 


41 East 42nd Street, New York City 
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3. Keep industrial salesmen aware 
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the line. 

All of this was to be done on an 
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In view of these objectives, our 
basic trade paper ads were designed 
to achieve dominance economically, 
to sell a specific product, and to 
contain an institutional, stature- 
building flavor. 
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the use throughout of an unusual 
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How Bullard built reputation as safety 
equipment supplier on a small budget. . 


Continued on page 97 
By George Andrews .. Director, Public Relations & Advertising, 
E. D. Bullard Co., San Francisco 






® RAPID GROWTH caused the primary lines and our distribution have 
sales-advertising problems that re- grown tremendously. This growth 
sulted in our award-winning pro- made it necessary to: 
gram. 1. Stimulate sales of all our pri- NIAA Topper 
Bullard manufactures 10 major mary lines. E. D. Bullard Co. ‘ 
lines of industrial safety equipment, 2. Build the stature of the com- : 
marketed throughout the world pany in the minds of industrial Telling qualifications ; 
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tors and industrial supply outlets. real problem. Reaction from the (small company) 7 
In recent years, the scope of our field on lost sales revealed that this 
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‘‘Of course you can use the 
World’s Largest Display Builder!” 


If you spend any amount of money on exhibits, Gardner 
Displays—world’s largest—gives you best assurance of top 
value, performance and results at costs you can afford. 

Guess acknowledged leadership puts to work for 
you topflight design . . . top brains in mechanical and 
electronic engineering . . . the nation’s most diversified 
staff of display craftsmen and nationwide service. 

Nowhere else can you get so much experience, know- 
how and ability to fill your display needs. Yes, and cost- 
wise, you'll agree that you, too, can use the world’s 
largest—Gardner Displays. Your first inquiry will let us 
prove it! 
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© Partial view of 80-foot exhibit for H. J. Heinz Company 


GARDNER DISPLAYS 


PITTSBURGH 13, PA. 477 Melwood St., MAyflower 1-9443 
DETROIT 26, MICH. 810 Book Tower Bidg., WOodward 2-3557 
CHICAGO 8, ILL. 1937 W. Hastings St., TAylor 9-6600 

NEW YORK 17,N. Y. 41 East 42nd St., VAnderbilt 6-262 1 













What do you know 
about Advertising ? 


VERYONE is an advertising expert! Camments by folks who consider 
K themselves such. aréoften amazing..Fhey speak of dreaming up an ad 
and of the advertising game! There.was a time when an ad consisted of the 
best guess of a copywriter. 

Advertising willever:be.ascience, but advertising people have done a 
poor job in selling the layman ox:the steps that have been taken to give 
advertising a scientific approach: Poday good advertising is not dreamed up 
and is not a game! 

What Have’We® Eearned About Industrial Advertising? Perhaps the 
greatest thing we hayé fearnédis how to “‘find out.’’ The advertising 
profession and the ‘publishers have taken important forward steps toward 
uncovering the basit¢ facts that make advertising an effective sales tool. 
Research surveys known as Starch and Readex have taught us much about 
Readership. We have destroyed many of the fables of advertising, about the value . 
of position--about repeating.copy—-about the relationship and effectiveness 
of various sizes of space and about the use of color. We have proved that long 
copy:as read and we know that product recognition and dollar volume of 
business is directly tied to advertising volume and effectiveness. 

= We can’t tell the whole story here but we can point out that no type of 
advertising requires so detailed an understanding of its problems as does 
Industrial Advertising with its specialized markets. If you are looking for this 
understanding with the facilities for proper research and the creative ability 

to help build your business and develop advertising your competitor can’t sign, 

Russell T. Gray, Inc., can help you. 








Russell C. Gray, Jue. 
ray 
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155 NORTH WACKER DRIVE 
CHICAGO 6, ILLINOIS 
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Bullard .. Topper 


begins on p. 96 


some prospects. Although this is 
primarily a news publication, we 
were able to lend additional promo- 
tional support inexpensively to some 
of our products. It is interesting to 
note that in a recent preference 
study among this group, “What’s 
New in Safety” was rated a pre- 
ferred publication. 

Our merchandising to distributors 
had two aims: to sell distributors 
on the scope of the program and, 
to induce them to make some efforts 
to promote Bullard products in their 
own territory. Regular contact was 
kept through simple mimeographed 
letters with ad reprints or other 
pertinent data attached. Special pro- 
motions such as the insert program 
were supported by more elaborate 
distributor mailings. 


Distributor Ads Help . . To help 
the distributor in his own promo- 
tion, all our national ads used over 
the past few years were adapted to 
provide room for the distributor’s 
name and offered to him, in the 
form of a catalog and instruction 
manual on how to increase his sales 
through advertising. Bullard gained 
hundreds of dollars of additional 
advertising from this effort. 

For example, on the introduction 
of a new product, in which our 
schedules called for a total of four 
full pages nationally, our distribu- 
tors supported the program by run- 
ning the same ad bearing their name 
on the back cover of six or seven 
regional publications and as an in- 
sert in others. The total cost to us 
was the price of electros of ads al- 
ready produced. 

There were a number of more or 
less minor advertising problems that 
we didn’t have an adequate budget 
to complete. The solutions to these 
were partially provided at low cost 
through the use of a carefully 
planned and executed publicity pro- 
gram. 

Results from this campaign far 
out-weighed anything done in the 
past . . in terms of qualified inquir- 
ies, in field reaction, and most im- 
portant, in sales results. 

Our agency is Wank, Lougee, 
McDonald & Lee, San Francisco. # 





Cambridge catalog shows ’em 


Not only lists products, but diagrams uses 


™ WHEN AN ENGINEER picks up the 
Cambridge Woven Wire Conveyor 
Belt Catalog he’ll probably find a 
lot of uses that he’d never heard of 
for such conveyors. 

And they’re all practical uses, too, 
according to the producer of the 
catalog, the Cambridge Wire Cloth 
Co., Cambridge, Md. 

The catalog is concerned not only 
with Cambridge’s products but with 
the customers’ products and proc- 
esses. It diagrams those processes 
exactly . . and tells just where a 
Cambridge conveyor will fit in. 

The company gave the catalog 
three jobs: 

» 1. To provide complete data for 
engineering use in designing for con- 
tinuous production with the aid of 
Cambridge conveyor belts. 

» 2. To provide its sales engineers 
with a helpful sales tool. 

» 3. To provide, in one volume, all 
available information on the appli- 
cation, installation and operation of 
woven wire belts. 

The catalog contains ten basic 
sections covering: typical belt in- 
stallations in various industries, flow 
sheets showing complete production 
lines in various industries, the use 
of belts in high temperature in- 
stallations, selection of metals and 
alloys for woven wire conveyor 








Heat Treating 


Combridag Wing Cloth Co 
conngie Foe 


TYPICAL SEQUENCE OF PROCESSING IN CONTINUOUS HEAT TREATING 

















Helpful . . Catalog flow chart shows 
exactly where to use conveyor belts. 


belts, selection of the specific belt 
weave for a specific installation, spe- 
cial belt constructions, conveyor de- 
sign, special drive chain belting, 
necessary engineering formulae and 
metallurgical and physical tables. 

Cambridge distributes the catalog 
to customers and prospects by offer- 
ing copies through business publi- 
cation advertising, direct mail, news 
releases, trade shows and, of course, 
through salesmen. 

Since its introduction in Febru- 
ary of 1954, more than 5,000 copies 
of the catalog have been distributed 
to customers and prospective cus- 
tomers in all types of manufacturing 
and process industries. “We are ex- 
tremely proud of this volume and 
feel that it is the most complete 
reference of this type available any- 
where,” says Cambridge advertising 
manager Eldridge N. Adams. 

“And, believe it or not,” he adds, 
“even our competitors agree with 
us!” 5 
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“FIRST DIRT!” 


‘dozers bite into raw territory... 


a new highway 1s under construction ! 


Nature moves out ... man moves in. A superhighway 
to transport people and products swiftly, safely, pleasantly will 
replace traffic tie-ups and outdated, dangerous roads. “First 
Dirt” means progress to a community, an area, a nation. 


“First Dirt” is a big moment to construction men. It means the 
job’s off the drawing boards...machines and muscles have 
taken over. There may be thousands of man-years of work to go 
before the job’s complete... but “First Dirt” is a triumph for 
the civic leaders, municipal authorities, legislators, financiers, 
engineers and technicians who may have been working a dozen 
years to get to “First Dirt.” 


About 5 billion dollars will be spent for road and highway con- 
struction this year. That’s enough to build three 4-lane high- 
ways from New York to California... and yet it’s only a small 
fraction of the 56 billion dollar construction industry—America’s 
biggest business. 


As the only publication bringing vital news and information to 
all parts of the construction industry every week... Engineer- 
ing News-Record is depended on by the team of men with many 
job functions who select the methods and materials to be used 
in construction. EN-R follows the job through...long before 
and long after “first dirt.”” Little wonder, therefore, that twice 
as many advertising dollars are invested in EN-R as in any other 
magazine serving construction! 


In building and construction... 


If you’re important, you either read 


or you advertise in it, or both 
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Turning AIS! 1045 modifies (not-rotied) ates! Grade 380 incressec tee: lite, cut Gowntime, lowered unit conte. 


CARBOLOY ANNOUNCES NEW GRADE 350 CARBIDE 
FOR LIGHT ROUGHING, GENERAL FINISHING OF STEEL 


On-the-job tests show that Grade 350 cuts faster, lasts 
longer than existing carbides; boosts production up to 30% 


new (around 1800° F.) cneounter 
conditions which cause th 
edges of other carbides to deform 
Two Steel-Cutting Grades Now Available 
Grade 370 for heavy-duty steel cutting, introduced 


1953, was the first of 


range of thi series 
cutting. Both grades are availal 


a wide range of 








Opener . . Four-page, case history ad announced new carbide. 


By C. E. St. Thomas .. Manager, Advertising & Sales Promotion, Carboloy Dept., 


General Electric Co., Detroit 


® SUCCESSFUL USE of timing within 
our campaign was the one factor 
which made our entry a Topper 
award winner. 

The campaign was wedded to a 
tight time schedule, aimed at bring- 
ing each phase of the advertising 
program into action at the time 
when it could best support the over- 
all campaign objectives. 

The timing schedule had to take 
into consideration: two major na- 
tional exhibits, seven local exhibits 
and distributor trade shows; 20 
technical news releases; three four- 
page ads, two two-page ads and 
three one-page ads for a total of 47 
insertions in 12 publications; and, 
five direct mail pieces with a total 
distribution of more than 73,000. 

The campaign was woven around 
the announcement of our new Grade 
350 steel-cutting carbide. Major ob- 
jective was to gain industrial ac- 
ceptance of this carbide, and thereby 
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increase Carboloy’s share of the 
steel-cutting portion of the carbide 
market. 

In effect, the main job of this 
campaign was to expose the metal- 
cutting market to the fact that new 
Grade 350 existed. 


Case Histories Only . . However, 
“sell” in this instance was going to 
be of the “show-me” rather than 
the “tell-me” variety. A_ straight 
case history approach backed up 
with specifics rather than generali- 
ties was adopted for the campaign. 
The timing was tied to the Amer- 
ican Society of Tool Engineers Show 
in Philadelphia, April 26-30. On the 
opening date of the show we would 
announce new Carboloy Grade 350. 
Hence, April 26 became the corner- 
stone date in the campaign. 
Because the announcement had 
apparent news value, we prepared 
news releases for the trade press. 


Ready, set, 
Timing spells 


for Carboloy 


Advertising, news releases, direct mail, 
trade show activity coordinated to give 
maximum impact at the right time 


The information was disseminated 
for immediate release on the morn- 
ing of April 26, two hours prior to 
the opening of the show. 

Publication advertising was held 
up for six weeks, until mid-June, to 
give the editorial material an op- 
portunity to be used as news. We 
had no intention of “scooping” our- 
selves by making an announcement 
in advertising before the editors had 
an opportunity to use the material 
in the editorial columns. 

Also in mid-June, concurrent 
with the first appearance of the pub- 
lication advertising, our time sched- 
ule called for the second round of 
editorial releases. These, like the 
first, were built around operating 
case histories. 

From this point on, the news re- 
leases were timed to alternate with 
the publication advertising, giving 
constant exposure to the new Grade 


350. 
Continued on page 102 





It takes rugged machines plus manpower to load and transport trees like this for America’s new homes and industries. 
It’s big business harvesting trees for today and growing them for tomorrow. The seven editors on the staff of THE LUMBER- 
MAN know this industry and they may be found wherever trees are being logged or manufactured. They meet and talk 
with the men who know, gather facts and report on methods and equipment, and interpret trends that enable them to put 
action into the editorial pages of THE LUMBERMAN., This means action for advertisers.* 


A NEW HOME STARTED HERE 


This big, perpetual, resource market is attracting more and more manufacturers by its 
steady growth. And THE LUMBERMAN is their preferred advertising medium be- 
cause of its 


© Largest Paid Circulation 
© Services to Advertisers 
© Responsive Readership 


If you would like a copy of THE LUMBERMAN's new automotive survey, new NIAA 
Sales Presentation, or any other specific facts about the forest industries, write: caceeel 


= one Biante Rannidncin= Pigg 
> 

t i 
{ USAR 5 


Western 


THE = 
MILLER FREEMAN 
im ermal =) 


71 Columbia Street, Seattle 4, Washington 


New York * Chicago * San Francisco * Portland 


©: @: 


Los Angeles ° Vancouver, B. C. 
*All Miller Freeman Publications are field edited, each editor and his staff 


constantly working, living and reporting from the field on the industries 
they serve. 
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Timing pays off for Carboloy . . begins on p. 100 


A Shot in the Arm... For back- 
stopping, a 16-page case history fact 
file was prepared and 40,000 copies 
distributed during the ASTE Show. 

For further backstopping, five case 
history direct mailers were used, 
starting in October. This was timed 
at this point on the theory that the 
news value of the new grade would 
have waned by then, and another 
shot in the arm would be needed. 

Concurrently, the new carbide 


grade was being exhibited in dis- 
tributor shows and other major na- 
tional trade shows, including the 
Metal Show, Nov. 1-5 in Chicago. 

If these activities were plotted 
against the time period of April to 
December with a series of bar graphs 
it would become apparent that dur- 
ing this entire period something 
about Grade 350 was being brought 
to the attention of the potential cus- 
tomer. 








light in weight 
100% Orlon* lining by Borg 


Handsome in many popular colors* is this 





warm as toast 


© Ov Pon wodemork tor Mh corvlic Mier 





processes. Fur-like and kitten soft, easily washable and long wearing, it lends that extra 


amazing new fabric made by Borg’s exclusive knit and finishing 


touch of desirability to the very smartest in sportswear and outerwear 


*Rionde Beige, Polar White, Cardinal Red, Squirrel Grey, Charcoal 
Grey and Camel 


TSS fh fp hin th ft yr alg 


BORG FABRIC DIVISION 








The George W Borg Corporation ~- 
in Conedo Borg Fabric: Limited ° 


Deioven, Wisconsin 
Brire, Onterio 








How to create acceptance 
and demand with advertising 


™ TO CREATE acceptance .. and to 
create demand. 

Those were the two aims of the 
Topper award-winning ad (and the 


campaign of which it was part) of 
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the Fabric Division of George W. 
Borg Corp., Delavan, Wis. 

The major purpose was to stimu- 
late acceptance of Borg fabrics by 
garment manufacturers. The second 





Results: sales of the new Grade 
350 exceeded predicted volume by 
more than 50%. 

Obviously, this result cannot be 
traced (by anyone but an advertis- 
ing man!) to advertising activities 
alone. However, the primary objec- 
tive of our program . . making the 
metalworking industry aware of 
the new grade . . was certainly ac- 
complished beyond question. The 
door was opened and that is about 
as far as advertising can go in mov- 
ing a product. . 


purpose was to help create among 
retail merchants, a sense of pride in 
selling garments that bear the Borg 
label. 

Borg fabric is made of man-made 
“miracle” fibers. And its light 
weight, softness, warmth, wearabil- 
ity and washability make it ideal 
for trimming and lining on sports- 
wear and outerwear garments. They 
are sales points to be stressed. And 
the winning ad emphasizes those 
points with a layout and illustration 
techniques that are crisp and mod- 
ern. 

Borg’s fabric research and devel- 
opment activity also is an important 
sales factor. This, too, is emphasized 
in the ad copy. 

Borg put its message across 
through such publications as Ap- 
parel Manufacturer, Boys’ Outfitter, 
Esquire Apparel Arts and Men’s 
Wear. 

Results of the campaign have been 
“extremely gratifying,’ Borg re- 
ports. “The list of quality garment 
manufacturers extensively using 
Borg fabrics is growing steadily. 
And Borg is enjoying rapidly in- 
creasing sales.” 

E. R. Hollingsworth & Associates, 
Rockford, Ill., is Borg’s agency. & 



















Associated Construction Publications can 
give you circulation guarantees that prove the 
books are going to 84,817 men in the construc- 
tion industry. But better yet, ACP can give you 
ample proof that the books are read by the men who 
are buyers of your products. Here is a composite 
picture of ACP reader classifications: 





84,817 BUYERS IN THE $40-BILLION CONSTRUCTION MARKET 











CONSTRUCTION 


Covering North Carolina, Virginia and West 
Virginia. 


1575 977 145 498 257 


3452 





CONSTRUCTION BULLETIN 
Covering Minnesota, Iowa, North and South 2378 1646 71 338 1405 


Dakota. 






5838 





CONSTRUCTION DIGEST 
Covering Indiana, Illinois and Ohio. 2163 5030 65 335 1412 






9005 










CONSTRUCTIONEER 
Covering New York, New Jersey, Pennsylvania, 4431 4626 108 754 2428 1 


Maryland, and Delaware. 


2347 










CONSTRUCTION NEWS MONTHLY 
Covering Oklahoma, Eastern Missouri, Arkansas, 2378 2515 431 60 1766 
Western Tennessee, Mississippi, Louisiana. 


7150 









DIXIE CONTRACTOR 
Covering Alabama, Florida, Georgia, South Caro- 1834 1548 276 126 1910 
lina, Eastern Tennessee. 


5694 









MICHIGAN CONTRACTOR AND BUILDER 
Covering all of Michigan. B 999 884 328 442 1041 


3694 










MID-WEST CONTRACTOR 
Covering Iowa, Kansas, Western Missouri, Ne- 1777 3143 416 96 1006 


braska, Oklahoma. 


6438 





MISSISSIPPI VALLEY CONTRACTOR 
Covering Southern Illinois, Kentucky, Eastern 1452 2734 79 94 902 
Missouri, Western Tennessee, Northern Missis- 
sippi and Arkansas. 







5261 








NEW ENGLAND CONSTRUCTION 
Covering Maine, New Hampshire, Vermont, 1943 1381 64 274 1017 


ps 
Massachusetts, Rhode Island, Connecticut. 


4679 











ROCKY MOUNTAIN CONSTRUCTION 
Covering Arizona, Colorado, New Mexico, Utah, 2480 1594 247 140 1676 


Wyoming, Eastern Nevada. 


6137 









SOUTHWEST BUILDER AND CONTRACTOR 


Covering Southern California, Arizona and South- 3649 431 348 431 2091 
ern Nevada, 


6950 










TEXAS CONTRACTOR 
Covering all of Texas. 1729 870 253 156 1218 


4226 









WESTERN BUILDER 


Covering Wisconsin, Upper Michigan, Northern 
Illinois. 


1589 867 92 264 1134 

















3946 












*For a detailed description of reader classifications, write to George Stewart, Sec’y,6 South 
Orange Avenue, South Orange, New Jersey. Ask for your free copy of ‘THE KEY!” 
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ENGINEERING 


MANAGEMENT 


SPERATIONS 


MAINTENANCE 


GEOLOGY 


PURCHASING 


CONTRACTING 
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| PRODUCTION 
DRILLING AND EXPLORATION 
PROCESSING 
TRANSPORTATION 
: MARKETING 





RESEARCH 


industry-deep coverage 


| Now, for the first time in the history of the oil industry, specialists and management 
ih in all segments can look to a magazine which provides thorough information 
of technical and business significance . . . industry-wide, industry-deep coverage. 


PETROLEUM WEEK KEEPS EACH BRANCH OF THE INDUSTRY UP TO DATE ON 
DEVELOPMENTS AFFECTING THE INDUSTRY AS A WHOLE. 


Petroleum Week is written for oil men by oil and business communications experts. 
It reports and interprets in clear, concise language understandable to oil men at 
all levels of every segment. In addition, Petroleum Week’s editorial format is 
designed around the new art of writing for variable-speed reading. It can be read 
easily and efficiently at a fast tempo and with complete comprehension. 


You can broaden the coverage base of your advertisement . . . add 
mileage to your message with PETROLEUM WEEK —the magazine 
read by your customers and prospects—the men who matter in oil. 


PETROLEUM WEEK 


330 West 42nd Street, New York 36, New York 


A McGRAW-HILL Ait : 
as ss, cma for Men Who Matter in Oil 





PUBLICATION 
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Lhe lop Hinge 
Design. a 


THAT OUTWITS 
TROUBLE 


No. 2 WHAT TO LOOK FOR IN QUALITY TOILET COMPARTMENT CONSTRUCTION 


One of many major differences that give you your money's worth in satisfactory service! 

















QUT-OF-DATE design en 


OUT-OF-UINE jo, snowe oo “> 


This long-life feature is 
STANDARD at no extra cost on all 
types of Sanymetal Compartme nts. 












Many quality construction features found in all Sany 


metal Toilet nts mean longer satisfactory 
service. These 


experience manufacturing compartments. Be sure you 


ult from Sanymetal’s 41 years 


get this quality 


ot v se 
it, ordinary hinges are th in appearan: 
and in service life 


products are leaders, fr 




















® WHEN OUR AGENCY called on us at 
the beginning of our last “advertis- 
ing year,” bringing pretty color lay- 
outs and fairly good sample copy, 
we junked the whole proposal. 

We did so not because the plans 
submitted were wholly wrong, but 
because we key our advertising to 
our selling method, and we knew 
that our selling program was enter- 
ing a new phase. 

For many years we have led the 
parade in our line, toilet compart- 
ments, by concentrating the atten- 
tion of architects and the builders 
on the importance of the washroom 
environment. When we initiated this 
approach to our selling problem, 
washroom areas were neglected, 
colorless, unattractive. Our adver- 
tising and literature were therefore 
designed to show how color, beauty, 
and dignity could be added to these 
facilities by Sanymetal compart- 
ments. This was a pioneering selling 
job for the whole industry. However, 
certain of the refinements essential 
to quality were omitted by some 
competitors, to permit sale at a lower 
price. As a result we found that often 
when architects specified “Sany- 
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Details Sell . . Ads like this one, which concentrated on door 
hinges, sold the superiority of Sanymetal products. 


metal or equal,’ advantage was 
taken of the “or equal” wording to 
substitute products which we felt 
were inferior, at a lower cost to the 
contractor. 

So we want to work on this prob- 
lem, cooperatively, with our agency 
the Lee Donnelly Co., Cleveland. 
We laid out the ideas we felt should 
appear in a series of ads to give 
architects, building owners and con- 
tractors the information they need 
to evaluate the features of Sany- 
metal compartments. In that way 
they could judge the differences for 
themselves, and see the reasons for 
differences in price. 


Junked Again .. The account ex- 
ecutive took these ideas, and worked 
out his first effort, which we junked. 
It was in the right direction, but 
was too much influenced by the 
previous emphasis on environment. 

We had him put in each ad the 
features which distinguish Sany- 
metal compartments and explain 
their quality. We forced him to make 
the copy brief and factual. 

We also worked hard to develop 
layouts which would give the cam- 


| Its the little 
things that count 
in selling quality 


Sanymetal ads show product's details 
to tell prospects they can buy cheaper 


but it won't be as good 


By C. J. Daugherty . . President, the Sanymetal Products 
Co., Cleveland, O. 


paign continuity from ad to ad, but 
which would also include interesting 
variations and informative pictures. 
The idea was not only to catch the 
reader’s interest, but also to give in- 
formation of positive value to him 
which would also serve our purpose. 
One of our representatives took 
the trouble to telephone us from 
California . . at his own expense. . 
to report his enthusiastic approval 
of what we are doing. Our technical 
representatives in the field report 
the same reaction. The direct re- 
sponse by mail has been excellent. 
The salesmen of our distributors 
carry portfolios of the ads, using 
them to explain to those who specify 
Continued on page 108 







NIAA Topper 
(small company) __ 











make use of the design publication 


that was DESIGNED 
to help sell 


in a competitive market 


Product designers are busier than ever keeping ahead of their compe- 
tition, which makes it more important than ever that they keep up 
with new developments in the Original Equipment Market. More news 
to keep up with . . . less time to do it in. These are conditions that make 
PD&D more important than ever, for PD&D was designed as a news 
service to save readers’ time. For instance: 


WIDE RANGE of editorial coverage on new and improved components 
and materials; progress reports on practical use of recent develop- 
ments; engineering laboratory equipment; new literature. 


QUICK IDENTIFICATION of the product, service, or literature described. 


CONDENSED ITEMS on what’s new, how it works, where to get it—in- 
cluding name of individual and telephone number, when available. 


CONDENSED ADS Standard 1/9th and 2/9th page sizes put emphasis 
on facts. Makes it easier for the reader to find what he wants. 


READER-SERVICE CARDS help design engineers get additional information. 
TABLOID STYLE for fast reading. 


evidence that this works 


Each month more than 5,000 men in the design field send in over 
30,000 requests to PD&D for additional information. 57% of these 
refer to advertisements— tangible evidence of advertising readership. 

Eight years of continuous advertising growth attest to the results 
produced by PD&D. 


if you want to 


Reach more men in the design field; reach them more economically; 
get more response from them—PD&D can help you. 


representatives: 









27,500 


25,000 
22,500 | OF INQUIRIES 
PER MONTH 


20,000 
17,500 
15,000 
12,500 
10,000 

7,500 = 


Reader ’ 
quiries received per month—5.39 per inquirer. 
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Advertising volume, measured by the average number of 
one-ninth ad units per month. 


to help you... PD&D’s Market & Media Facts includes data 
prepared in accordance with N.I.A.A. recommended form: 
Market, Circulation, Readership, Editorial, Rates and Specifi- 
cations, Current data. Send for your copy. 


data in brief... Circulation, BPA, 33,447 individually ad- 
dressed copies; cost, flat rate of $200 per 1/9 page unit. Sold 
only in 1/9 and 2/9 units to protect readers and advertisers. 
Advertisers can buy as many separate units as they need. 


Product Design & Development News 


PUBLISHED BY FRANKLIN H. JOHNSON, INC. 
216 E. 49th St., New York 17, N. Y. - Phone: MUrray Hill 8-3493 


New England, Cleveland, Detroit, Chicago, San Francisco, Los Angeles 
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Sanymetal .. Topper 
begins on p. 106 


toilet compartments the features 
which should be included in specifi- 
cations. 

The ads find their way into the 
data files of buyers and specifiers, 
because they include useful factual 
information. In today’s building 


market it would be difficult to re- 
late a campaign of this kind, appear- 
ing in publications with national 
circulation, to individual sales or 
sales trends, but results appear to 
be satisfactory. 

To us it seems that the good qual- 
ities which these advertisements 
present result from three factors: 
first, a knowledge of our own needs 





Donald C. Pote asks: 





What bearing 
would my field 
of training have 
on my assignments 
at Du Pont? 


and sales situation, developed to the 
point where we knew what we 
wanted our advertising to do for us; 
second, cooperative effort with our 
agency to mold the advertising into 
a tool to do this job; and third, good 
results from artists and others along 
the line who, though anonymous, 
contribute to attractive, successful 
advertising. * 





DONALD C. POTE will receive his B.S. degree in Mechanical 
Engineering from Princeton University this June. He's been 
quite active in interclub athletics—football, basketball and 
baseball—and served a term as Club Athletic Director. He's 
also found time to work on The Princeton Engincer™’ as Assc 
ciate Editor. Right now, Don is making thorough plans for his 
employment after graduation 


“Chuck” Noren answers: 


The answer to that is easy, Don, if you mean initial assign 
ments. Generally speaking, a graduate's first assignment is 
o influenced by his previous training and his expressed interest 
ia in a particular type of work. Whenever possible, Du Pont 
assigns a man to the type of work he is trained for and wants 
—he'll do better in any field if he’s highly interested. For 
example, my master's thesis was on the use of explosives, 
and my first Du Pont assignment was a study of the effi 
ciency of explosives 

But experience on the job really constitutes new training 
You learn about other branches of science and engineering 
you broaden your horizons through daily contacts with 
men having other skills. The result is that arbitrary divi 
sions between technical branches gradually dissolve, and 
you become ready for new assignments and new responsi- 
bilities—even outside your original field. In my own case, I 
developed quite a bit of skill in mechanical and civil engi- 
neering techniques when | was called upon to supervise the 
“shooting” of an experimental! tunnel for the evaluation of 
new explosives—even though my original training was in 
mining engineering 

Of course, specialization in a definite field may be con- 
tinued if the man specifically wants it and reveals a talent 
for it. The best opportunities for that are in research and 
development. Naturally, the value of this kind of work is 
also recognized at Du Pont 

So, no matter what your initial assignment may be, Don, 
Du Pont is anxious to bring out your best. A good rule to 
remember is this. A graduate’s first assignment is often nec 





How to win friends 
and influence 
engineering students 





CHARLES H. NOREN received his B.S. in Min 
ing Engineering from the University of North 
Dakota before he entered the U.S. Air Force. 
Later he returned to school for an M.S. from the 
Missouri School of Mines, received in 1948 Dur 
ing the course of his Du Pont employment, Chuck 
Noren has had « wide variety of job assign 
ments. At present he is engaged in a fundamen 
tal research project concerned with commercial! 
explosives at Du Pont’s Eastern Laboratory in 
Gibbstown, N. J 
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BETTER THINGS FOR BETTER LIVING. THROUGH CmmaNSTRY 


WATCH “CAVALCADE OF AMERICA” ON TELEVISION onstrated ability. 





essarily based on his field of training and his degree, but his 
subsequent progress at Du Pont is always based on his dem 








“SOFT SELL’s the hardest” might 
well be the theme of Du Pont’s edu- 
cational advertising program; for, in 
reaching college students and fac- 
ulty members, low key “service” 
advertising has, for us, proved most 
effective. 

With the current shortage of engi- 
neers and scientists, competition for 
technical college graduates has be- 
come intense. Most companies, in- 
cluding Du Pont, have found it 
necessary to put forth increasing 
effort each year to fill their needs 
for engineers and scientists. 

From a small campaign on a few 
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selected campuses, our program has 
been expanded through the last few 
years, until it is now addressed to 
140 colleges and universities and 
over 1,000,000 high school students. 

The purpose of our program is to 
build and maintain a favorable at- 
titude toward careers in science and 
toward Du Pont among students, to 
assist us in hiring sufficient college 
graduates to meet our needs. 

This over-all program is divided 
into two sections; a college cam- 
paign and a campaign for secondary 
schools and high schools. The col- 
lege campaign helps Du Pont re- 


By J. A. Clark . . Educational Advertising Section, E. I. du Po 


Nemours & Co., Wilmington, 


Del. 


cruit a fair share of the currently 
available graduates, while the cam- 
paign for secondary schools encour- 
ages more students to attend college 
and elect technical curricula . . thus 
helping to increase the future sup- 
ply. 

The campaign for colleges and 
universities is built around a space 
advertising series which appears in 
campus engineering magazines and 
college newspapers (see sample il- 
lustration. ) 


Automatic Campaign . . During 
our employment interviews with 
Continued on page 112 
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Oil & Gas Industry 


Only PE lets the Advertiser 


pick the market he needs... 


The Drilling Contractor or the Superintendent is a key 
buyer in the TWO and A HALF BILLION DOLLAR 
drilling and producing market. Engineers, independ- 
ent producers, toolpushers, foremen, and operating 
management include other important key buyers, too. 


Because of highly specialized responsibilities, 
nearly 80% of all contractors and superintendents pre- 
fer the specialized editorial coverage of PE’s Drilling- 
Producing Edition. But many important operating 
men (about 20%) prefer all industry coverage. There- 
fore, these important buyers subscribe to PE’s Man- 
agement Edition, which covers the entire oil-gas 
industry for those who wish it. That’s why your adver- 


tising dollars go farther, dig deeper, sell harder in P.E. 


Only PE provides a publishing package whereby 
each reader can select the book designed expressly for 
his editorial preference. This takes your product mes- 
sage through the maze of communications, according 
to each reader's personal preference. Whether your 
sales message is for the drilling-producing . . . pipeline 
... refining-petrochemical . . . or the entire oil and gas 
industry market ...contact the nearest PE District 
Manager. You'll learn why PE leads all oil papers in 
paid circulation gained and advertising pages gained 
per issue since 1948; how product determines market 
with maximum impact and no waste circulation. 


Only PE lets the Reader select the editorial he needs 


nomeer 


~f Imrmnmact to the O11} A Gas Industry 


Onl pe Petroleum Engineer Gives You 
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Economist with an 


It isn’t surprising that Dex Keezer is con- 
stantly being called upon to address business 
and academic groups. For here is an economist 
with a keen sense of humor . . . who puts com- 
plex economic findings into language that is 
easy to understand. 

And, when you look at his accomplishments, 
you can understand why Dexter Merriam 
Keezer is so well qualified for his job as Vice 
President and Director of the Department of 
Economics of McGraw-Hill Publishing Com- 
pany. 

Since graduating from Amherst, Dex’s career 
has been divided between the halls of learning 
and the realm of journalism. He has worked as 
correspondent and editor for three newspapers 
—served on the faculties of four universities— 
and as President of Reed College in Portland, 
Oregon. 

The President of the United States ap- 
pointed him to several emergency boards to 
help solve labor disputes. There followed a 
succession of wartime government jobs—as 
Deputy Administrator of the Office of Price 
Administration, as Economic Advisor of the 
Mission for Economic Affairs in London, and, 
as Public Member of the National War Labor 
Board. 

While Dex Keezer has written a number of 
books on economics, his most widely read and 


a me 
Pa 


M-GRAW-HILL £® 





Fal) (AY LAY 


Lat 
NRW as 
Se” 


App 330 WEST 42nd STREET, NEW YORK 36, N.Y. 


quoted work is clothed in departmental ano- 
nymity. For it is he and his associates who 
gather and exchange economic information 
among McGraw-Hill editors . . . and who pre- 
pare McGraw-Hill’s ‘“‘Business’ Plans for New 
Plants and Equipment.” This annual survey 
(now in its eighth year) has earned a world- 
wide reputation. 

The walls of Dex’s office provide an interest- 
ing sidelight on his personality. There isn’t a 
chart in sight . . . but there are family photo- 
graphs, cartoons and paintings, and pictures of 
the kind of trout he catches when he goes on 
his dry-fly fishing expeditions. 

Like the editors of the McGraw-Hill publi- 
cations for whom he gathers and exchanges 
economic data, Mr. Keezer is a specialist. Like 
them he knows his field . . . lives with the 
problems of those who look to McGraw-Hill 
publications for news that is accurate and vital 
to their needs. 

Editorial quality must be consistently main- 
tained because every McGraw-Hill publication 
is sold to its subscribers . . . bought because of 
the ability of McGraw-Hill editors to pack 
each page with information that will help their 
readers do a more efficient job. That is why 
every McGraw-Hill publication provides and 
maintains an alert, interested audience for the 
advertiser’s sales messages. 


McGRAW- HILL 


PUBLISHING COMPANY, INCORPORATED 


OVER A MILLION MEN IN BUSINESS AND INDUSTRY PAY TO READ McGRAW-HILL BUSINESS PUBLICATIONS 
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Du Pont .. Topper 
begins on p. 108 


college students over the years, 
there were certain questions which 
the students asked repeatedly 
those dealing with the type of work 
they'd do, chances for advancement, 
and items related to job security. 
The college space campaign 
evolved almost automatically from 
these questions. In the current se- 
ries, an actual student, photographed 
against his campus background, asks 
a question about employment. A Du 
Pont engineer or scientist then an- 
swers the question from his own 
experience. Copy is informative. 
In another phase, educational 
charts describing the manufacture 
of certain chemical products are 
distributed to universities and col- 
leges for display in laboratories and 
classrooms. In these, the objective 
is to provide educational data. 
Rounding out the college cam- 
paign are exhibits for campus use 
during “Career Day” functions and 
a motion picture describing the work 
of mechanical engineers in a chemi- 
cal company. Audience counts and 
questionnaires have shown these 
items to be helpful recruiting aids. 


The Long View . . The purpose of 
the secondary and high school cam- 
paign is to interest students in sci- 
ence and encourage them to enter 
college. This is done through a space 
advertising campaign under the title 
“Du Pont Science Quiz” which ap- 
pears monthly in scholastic maga- 
zines, and a series of informative 
booklets on chemistry distributed 
to teachers and students. 

Being somewhat altruistic and 
long range, it has been rather diffi- 
cult to evaluate the results of our 
secondary school campaign. Never- 
theless, surveys have revealed that 
the combined efforts of all compa- 
nies interested in this problem . 
plus magazine articles, television 
programs and lectures . . have fos- 
tered an increased awareness of stu- 
dents concerning science. Polls con- 
ducted by the Institute of Student 
Opinion have established a 3% in- 
crease in the number of students 
between 1946 and 1954 who consider 
science and mathematics important 
to their futures. . 
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WOLVERINE 


COPPER TUBING 


now ina 


ROUND CARTON 


Easy to carry — Easy to open 
Easy to use on the job 


Saves time —Saves money 
te Saves costly storage space 


Water Tube 
Refrigeration Tube 
Automotive Tube 
m the 


ROUND CARTON 


Make Wolverine 





. : ip 
Action .. Animated dealer display (miniature carton rolls along 
tilting bar) was part of Wolverine campaign. 


Rolling along with Wolverine .. 
to exciting promotion 


Gimmicks galore make news for new 
product, hit prospects so hard they 
wire comments, ask for sales calls 


By H. A. Harty . . Advertising Manager, erine’s agency, created a unique 
Wolverine Tube Div., Calumet & Hecla, introductory campaign. 
Detroit Here was a product and a pack- 


aging concept with two startling sets 
of advantages . . for wholesalers and 
through them for plumbing contrac- 
tors, refrigeration service engineers 
and automotive repairmen. Here 
were markets in which Wolverine 
had long been a leader. 

Observing the custom that attends 


® THE CHALLENGE surrounding the 
promotional debut of a new product 
must be answered with sound plan- 
ning, creativeness and maximum 
market penetration for, perhaps 
never again will this particular 
product warrant such promotional 
power. 

Early this year, Wolverine Tube 
Division of Calumet & Hecla intro- 
duced a new flat coil of copper tub- 
ing packaged in a completely rede- 
signed carton. Long before the new 
rolls of copper tube and round car- 
tons were rolling off the production 
lines, Wolverine’s advertising plan- 
ning board, composed of three 
members of Wolverine’s advertising 
department and three account exec- 
utives from Gray & Kilgore, Wolv- 


Continued on page 113 
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Behind this pencil... 











Over 100 
Tool Engineering 
Decisions 





Tool engineers at Eversharp Ine., 
Chicago, looked at the blueprints 
for each of the Repeater’s 19 parts 
and asked themselves: “Can we make 
this part of this material with present 
equipment?” “What is the most 
economical material from which to 
make it?” “Should we recommend 
another material?” But material 
decisions are only one of their func- 
tions. 


The tool engineers then studied the 
part, its size, shape, material, and 
asked: “What operations—machin- 
ing, grinding, ete.— would form the 
part to specifications?” “What is the 
most economical way to form it?” 
“Should we purchase new equipment 
to form it?” All tool engineering 
decisions—but there’s more, too... 


Again the tool engineers considered 
machines, equipment, costs. As- 
sembly devices, too, are within the 
province of the tool engineering 
function. 





When It’s Time To Specify For Production The Tool Engineer 
Is The Man Who Must Think Of Your Product 


Where do tool engineers look for ideas, processes, tools, machine 
tools, equipment and the myriad other items needed for manufactur- 
ing? In the only magazine devoted exclusively to their interests— 
THE TOOL ENGINEER. And as they look at these items they ask 
themselves: “‘Will it improve the quality of our product?” “Will it 
allow greater precision?” ‘“‘Wiil it increase our production?” ‘Will 
it reduce our costs?” 


The answers to these four questions are the tool engineer’s major 
working interests. His interests are your stock in trade. He needs you 
—your product. Tell him how your product can do a job. He’ll find 
the job for it to do. It’s as simple as that. He is looking for your 


product in THE TOOL ENGINEER. 


BEHIND THE EVERSHARP STORY 


You'll find this 12 page brochure on 
how the Eversharp pencil is manufac- 
tured an interesting insight into the 
tool engineering function. Ask THE 
TOOL ENGINEER representative to see 
it or write direct. We will be pleased 
to send it. 





Publication of the American Society of Tool Engineers 
ASTE Building, 10700 Puritan Avenue, Detroit 38, Mich. 

































































































































































Wolverine gimmicks make news. . begins on p. 112 
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Gimmicks .. Direct mail pieces with gimmicks like this (1. to r.) magnet, snap fastener 
and penny, sparked interest in Wolverine’s new rolling carton. 


the arrival of a child in the family, 
cigars were ordered and a die-cut 
mailing piece planned. Each cigar 
wrapper carried the imprint, “It’s a 
new Coil.” Regular size cigars were 
used for mailing purposes and pane- 
tellas for personal distribution by 
the salesmen. 

The mailing piece carried a re- 
production of our new carton on the 
outside. As the piece unfolded, so 
did the introductory copy supported 
by the cigar. The second fold re- 
vealed an illustration of the roll of 
tube, together with closing copy 
urging wholesalers to “stock up to- 
day.” 

The entire mailer was developed 
for distribution to wholesalers only. 

Next came the development of a 
similar mailer with which to intro- 
duce the roll of tube to 60,000 
plumbing contractors, refrigeration 
service engineers, automotive re- 
pairmen. Cigars in life size were not 
practical, so tiny paper tubes called 
“smokettes” were used. The smok- 
ette positioned on a stiff stock emits, 
when lit, miniature smoke rings. 

Designing a small four-fold mail- 
ing piece complete with the beaming 
face of a new father on the front, a 
place was provided in his counte- 
nance for inserting the smokette on 
receipt of the mailer. The introduc- 
tion related point-by-point the on- 
the-job advantages of Wolverine’s 
new “roll of tube that rolls.” 


Enter Advertising . . Naturally, 
these introductory pieces could reach 
only our customers and “known” 
prospects, as identified on Wolver- 


ine mailing lists. Now to introduce 
the new product to the entire mar- 
ket, via trade paper advertising. 
With a product of such consequence, 
it was important to surround it with 
the latest in advertising techniques 

. an unusual approach to bring it 
to the buyer’s attention quickly, ef- 
fectively and in a distinctive man- 
ner. 

After consultation with Sight ’N 
Sound Enterprises and the Scott- 
Choate Publishing Co., a script was 
written, narrated and recorded for 
a record ad. 

The tearout record (78 RPM) pre- 
pared on insert stock was an exact 
replica of our new carton. The front 
of the insert carried the lead “Play 
this record.” The reverse side iso- 
lated point-by-point the product’s 
advantages and identified them with 
illustrations of the carton. 

The record-ad also possessed 
some attractive merchandising op- 
portunities. By adding to the quanti- 
ty to be prepared for publication, 
the insert could also become a direct 
mail piece to wholesalers. In order 
to encourage orders, when used in 
direct mail, a 4x4” card, with phono- 
graph needles attached, was _ in- 
cluded. 

Following through on merchandis- 
ing as it could be accomplished by 
Wolverine salesmen in their regular 
calls, three important sales aids were 
provided. First, a specially designed 
animated display unit. The electrical- 
ly operated unit rolled a miniature 
facsimile of our carton across a 
tilting bar to illustrate the product’s 
ease of handling. A die-cut figure 


of a warehouseman was shown rol- 
ling the carton. Wolverine salesmen 
installed the display on wholesaler’s 
counters from coast to coast. 

Secondly, a 24-page, 84x11”, spi- 
ral bound flip chart was provided to 
serve as a focal point for personal 
sales presentation of the product. 
Using a tiny capillary tube, a min- 
iature roll and cut-away carton 
were fabricated to save the sales- 
man time and trouble in presenting 
the product and to eliminate, in a 
majority of calls, the need for a full 
size sample. 

As this battery of unusual adver- 
tising and promotional instruments 
were tailored and ready for action, 
scheduling became somewhat of a 
problem. It was impractical to stock 
all Wolverine mill depots across the 
nation at one time. This meant that 
the campaign would need to be ac- 
complished in two phases. . “Grad- 
ual” and “Complete.” 


Exact Timetable .. The Wolverine 
advertising planning board con- 
cluded that phase “G” operation 
would begin by geographical area, 
as the new product was made avail- 
able in the depot serving whole- 
salers in that area. This then, would 
be the signal for release of direct 
mail both to wholesalers and the 
installation trade in that area. Phase 
“G” extended from November, 1954, 
to February, 1955, and covered nine 
mill depot areas. Phase “C” began 
on February 1, 1955, when all de- 
pots had stocks of the new roll and 
carton. 

Results? Customers and prospects 
across the country responded with 
letters and even wires commenting 
on the new roll of tube and its ac- 
companying promotion; new con- 
tacts and invitations for our sales- 
men to call, orders from accounts 
not previously sold and requests for 
additional copies of the record insert. 

Many wholesalers inspired by the 
new product and its promotion, con- 
ducted campaigns in its behalf 
among their own customers and 
prospects. The campaign was en- 
thusiastically endorsed and _ sup- 
ported by Wolverine salesmen. 

Most of them referred to its 
effect as “outstanding.” Several in- 
dicated “results” will continue for 
some time. a 
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How many rural and residential customers this year? 
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What’s the outlook for appliances? How much are utilities spending? 


And what about future expansion? Capacities? Revenues? Which way costs? 


How about maintenance, wages, rates, taxes... 


SHTIIERS 


—check with Electrical World’s Editors 













? 









































~ ie." 
So Ns 
a,’ 
ts 
oo 
* ‘ss 


S 


», 
iM 


Ns 
4 


















te a RAC) 
i (Ot 
> aN . ; ‘ 
wet Remember... in the dynamic 


(if 


ae 
s “a 
4 
.— 






tae 


H only World* can 


~ ss ms 
ee ee 


es —e . ~ 5 open 4 
eee eo 
Vaene ot 





a, » aro 


=, 






on 
“ - iY 4 P 












"i 
b 
. a 


fh 


a 
o.com 
} } 


ww, 





114 / Industrial Marketing 
































electric power industry, 
do the World’s* work. 





To know the score, reserve a seat in the scorekeeper’s box. 
Averages, earned runs, rbi — Electrical World keeps tabs on the 


whole electric power industry inning by inning, in the Annual 
Statistical Isswes — and no manager would switch strategy or make 
a move without them. Same thing with the Steam Station Costs 
Studies ... since 1928 they’ve been putting the squeeze on the cost 
of a kilowatt-hour, and now they’ve got their eye on a rookie — 
nuclear energy — mainstay of the team someday. Pennant chances 
next year? The Forecast Issues scout out the “comers,” point up 
trends, provide a planning guide for the future. 


These big ones are important, sure. But you don’t go from the cellar 
into the Series. It’s in World’s authentic, week-in week-out score- 
keeping on power output, capital spending, technology, and cap- 
acity changes that conscientious, on-the-road reporting pays off. 
This is the real reason behind the 4-to-1 preference for Electrical 
World among your own best customers and prospects. 
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Girl with stapler beats 


girl with tape 4 to I 


«--and euts costs in half! 
This photo was snapped during a shirt 
wrapping race between two girls at Kent 
Stores, Inc., the world’s largest laundry 
and cleaners. 

With a Bostitch stapling plier and 
paper bags, the girl at left was able to 
wrap 4 times faster, averaging better 
than 3 packages a minute 

The other girl wrapped with paper and 
tape, the method Kent discarded. For 
her to draw the tape, tear it, position it, 
and press it—while the first girl did the 
same fastening job with a simple click 
click of the Bostitch stapling plier—was 
hardly a race at all! With a 4t0 1 speed 
advantage, the new wrapping method cut 
time-and-material costs in half 


Stapling is more secure, looks neater 
is immune to heat and humidity. Usually 
the delivery slip is attached with one of 
the same staples that close the end of 
the bag. 

Over 800 kinds of Bostitch staplers 
trim time and costs on thousands of 
fastening jobs. To help you fit the right 
stapler to the job, 325 Bostitch Economy 
Men work out of 123 cities in the U.S 
and Canada. 

Check over your own fastening meth 
ods with your nearest Bostitch Economy 
Man. There's no obligation. He'll be 
glad to tell you honestly if and how 
stapling can save you money 

Look up “Bostitch” in your phone 
directory or write us. 


Fasten it better and faster with BOSTITCH 


FREE time cad money saving bulletins 
tell how stapling can cut your costi 





BOSTITCH, 472 Mechanic St. Westerly, R. I 


1 want to fasten 


Cpackages Clrubber [plastics () light metals 


Name — 


Company 
Address 


City 


There's nothing quite like the thrill of wearing silk for the first time 
Yet there are so many of our younger customers who are just beginning 
to find out about the wonders of this greatest of all miracle fibers 

This is the Spring of the great awakening. With silk the big trend 
throughout fashion at all price levels, teen-age an: 

making it a major feature. You see entire collections given over to silk~ 
engaging silk prints—wonderful silk blouses—silk suits —sportswear— 
separates—fabulous silk evening fashions—even swimsuits 


and rainwear in silk 


When this trend gets into action at the retail level, it’s going to prove 





wonderful experience for young America. Take advantage of 
to make the new luxury of silk the theme of your 


Spring fashion promotions 


International SILK Association (U. S. A.) 


489 Fifth Avenue, New York 17, N. Y 


exciting 
new fashion 
experience 
for America’s 
younger 
generation 





Parts . . Winner for advertising of component parts and materials Public Relations .. Winner for advertising of public relations, 
was Bostitch, Inc., Westerly, R. I. Big photo, terse copy tell case services was International Silk Association, New York. The agency . 





is Anderson & Cairns, New York. 


history. Agency: N. W. Ayer & Son, Boston. 


ABP award winners put 
the accent on user-benefits 


® USER-BENEFIT facts, clearly illus- 
trated and documented, as in the 
Bostitch ad above, were the common 
denominator among most of the 
award winners in the annual indus- 
trial advertising competition of As- 
sociated Business Publications for 
1955. 

A story about each campaign and 
how it was put together to achieve 
its objectives appeared in the May 
issue of IM (pp. 54-58); but be- 
cause no portfolio of award-winning 
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industrial advertising would be 
complete without these ads, they are 
reproduced here and on two follow- 
ing pages. 

Six first-place awards were pre- 
sented in as many different classi- 
fications for industrial advertisers. A 
panel of 18 judges included agency 
men, advertising managers, engi- 
neers, research specialists and a pur- 
chasing agent. 

The panel represented experts in 
both the selling and buying ends. 











When rifle slugs tear through a steel highway sign, only 
prompt and costly repainting can save it. For, once the protec 
uve paint film is broken, rust spreads relentlessly to destroy 
legibility and eventually makes scrap of the sign, itself 
Trafhe engineers in eighteen states have found the answer 
to vandalism that tapped their budgets for thousands of 
dollars every year and created a major threat to highway 
safety. It’s Alcoa® Aluminum. Even when bullets expose bare 
metal, there's no deterioration, so repairs can wait while 
the sign stays on the job. Savings are realized, too, on 


Target practice was ZC lumelma ur he 
handling and erection, because aluminum signs weigh only 


half as much as steel 


until engineers 
GET ALL THE FACTS 


ied Al 
trie coa Alcoa, with recommendations backed by 66 years of experi 
. ence, offers you expert counsel on alloys, fabrication and 
Aluminum ej . finishing for painted and reflectorized signs and markers 
+ bridge railings, gratings, lighting standards, barricades and 
4 fencing. Get the details by calling your local Alcoa sales 
office. Or write: ALUMINUM COMPANY Of AMERICA, 1978-( 


Alcoa Building, Pittsburgh, 19, Pennsylvania 


ALCOA © _ 
ALU AAIN U AA 


ALUMINUM COMPANY OF AMERICA 














of America (above). Agency, Fuller & Smith & R 


Materials . . ABP winner for advertising primary materials was Aluminum 


Cleveland. 


Designed for rugged use, the Emergency Pipe Clamp is o clamp of 
aimost unlimited strength. You might say it looks fairly simple. Yet fifty years 

ence have gone into its design... the heavy ribbing to “take” the 

the skillful shaping of the bolt lugs for terrific strength and o free 
wrench swing. The full length, massive hinge which no strain con loosen! The 
over-thickness of metal throughout to moke child's play of any pressure! The 
glove-like fit... result of shaping each clamp over on accurate mandrel 


pulling it down with o 12 pound oir vice ond sledging to complete smugness 


Write for Catalog GW 
h Send 21, nd 


M8. SKINNER CO. Se 
When you put on the Emergency Pipe Clomp, it is there to stay. Tens of 
30, 40 years’ service. To end 


Maintenance .. The produc? illustration was made “too big” 

for the page, so that the ends were cropped out of the ad. Result: seneste a aes Paps ae Sh, vend sn 
an impression of size, strength. That helped win award for M. B. 

Skinner Co., South Bend, Ind. The agency was Jones & Taylor As- ‘I INNER- 

sociates, also of South Bend. SKINNER S AL EMERGENCY PIPE CLAMP 
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pacing the fabulous food industries... 


MANUFACTURER'S AND PACKER'S 


food 
processing 


Food Processing delivers... 


Highly-specialized Editorial Service of specific 
interest and help to the key “men who manage” 
the growing and processing of food products 
—including packaging for safe delivery. 


More than 30,000 hand-picked circulation, 
giving greatest available coverage of the key men 
in the best-rated plants in all food lines. 


Unequalled proof of quality readership 
—in highest quantity. 


Unequalled advertising performance —not a 
“promise,” but a provable fact. 
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Food Business delivers... 


Highly-specialized Editorial Service of specific 
interest to the key men who administer and direct 
the sales side — packaging for sale, advertising, 
selling, merchandising, distributing, 
warehousing, ete. 


More than 13,000 hand-picked circulation, 

on the “sales side,” giving greatest available 
coverage of the key men in manufacturing and 
packing companies, plus other close associates, 
advertising agencies and specialized consultants. 


Unequalled proof of quality readership 
—in highest quantity. 


Unequalled advertising performance —not a 
“promise,” but a provable fact. 











two specialized magazines 


cover both sides of the gigantic 


Food and Grocery Industries 


The food industries are as diversified as growing-proc- 
essing-packaging (for safe delivery) are different from 
packaging (for sale) -selling - advertising - distribution. 

But, until Foop Business came into being (1953), 
no publication gave specialized editorial service to the 
highly-specialized group of Top Executives responsible 
for the SALEs S1DE of our gigantic food industries —to 
help them with their unique problems of administra- 
tion-packaging-selling-advertising-distribution. 

Since 1940, Foop Processinc has given highly-spe- 
cialized editorial service to those Top Executives, re- 
sponsible for growing-processing-packaging (for safe 
delivery). 

In 1953, Foop BusinEss joined its sister publication 
... to serve the SALEs Sipe. Together these specialized 
magazines serve both sides of the gigantic food and 
grocery industries—and give an advertising effective- 


ness to both sides never before available. 


" Jack-of-all-Trades” is ‘‘Master-of-None” 


Never did this truism apply more accurately than in 


the area of magazines serving what is loosely called the 


“food field.” 


For the “food field” is complication itself . . . includ- 
ing not only the food and grocery industries (i.e., grow- 
ers-processors-sellers), but also the hundreds of thou- 
sands of companies and institutions carrying on the 
commercial operations of the final distribution, prepa- 
ration, and sale of foods to ultimate consumers (whole- 
salers, supermarkets, groceries, restaurants, hotels, 


hospitals, clubs, etc.). 


Obviously no one magazine could possibly serve the 


complex, diversified “food field.” 


In fact, to serve the food and grocery industries 
alone requires two highly-specialized magazines to give 


effective coverage and effective advertising. 


Thus, FOOD PROCESSING and FOOD BUSINESS deliver values 
never before known in advertising to the food industries. 





Putman Pub 


Company Putman Publishing Building, 111 East Delaware Place, Chicago 11, Iliiois 


Publishers of : Food Processing, Food Business and Chemical Processing 


“EXECUTIVE MAGAZINES FOR INDUSTRY” Eig) Gia 


Western Representative : BOB WETTSTEIN — Los Angeles/San Francisco/ Portland 
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"Ten years of outstanding insulating 


performance proved FOAMGLAS stays dry!” Construction .. ABP award winner for advertising of construc 


states P.J.S back, Chief E 





gi Abbotts Dairies, Inc., Philadelphia 


FOAMGLAS has proved to be com 
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tion materials was Pittsburgh Corning Corp. User-benefit story with 


large, clear illustrations added validity to ad. Agency: Ketchum, 
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gidity protect us, too, plant 
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ing muluple benefits iy long serv 
Abbotts Daines. Why not investigate 
the many benefits you will get when yor 
insulate with FOAMGLAS? Write today 
for a sample and our booklet describing 
the use of FOAMGLAS to 
cold storage space 
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s. Since FOAMGLAS is 
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PITTSBURGH CORNING CORPORATION . Dep: 0-84 


* One Gotewoy Center + Pittsburgh 22, Po. 
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Equipment . . For advertising operating equipment: General 
Electric Co. (below). Agency: G. M. Basford Co. 


Another new member of the I-50 family 
7 REASONS WHY THIS 


NEW GE METER” 


WILL LOWER YOUR METERING COSTS 


23 s $34 
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General Electric Type IR-50 
combination watthour meter 
and time switch 


NEW TYPE IR-SO T peak 2 MAGNETIC SUSPENSION SYSTEM, bien 3=- REDESIGNED REGISTER, 
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IMPROVED TIME SWITCH nism in TIME SWITCH AND WATTHOUR NO SCREWDRIVER IS NEEDED COMPLETELY NEW DESIGN of the 
4 RX ‘ i ” 5 REGISTER . if “ r “ 1K.50. Exte ] me a s t V 
Type St g motor / an be eter indep \ 


SK THE GENERAL ELECTRIC IR-50 COMBINATION WATTHOUR METER AND TIME SWITCH 
t 1" a f " " 
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TO GET... 


the most out of your Sales Effort 
in the huge Original Equipment Market 


Buy this “PACKAGE” of influence at a “PACKAGE” ae 
DESIGN NEWS 



















MECHANICAL 


(ellis lll = 


PUBLISHED ab al MONTH 





Uj 


PURCHASING NEWS YO U | 4 i 
is published exclusively DESIGN NEWS contains 


for Purchasing Men World-Wide News 


in Metalworking Plants “PARTNERS IN PROGRESS” of Product 


Design Developments 














The circulations of PURCHASING NEWS and DESIGN NEWS parallel and complement 
each other in providing ideal advertising coverage of the Purchasing and Design 
Engineering functions in metalworking plants . . . the Original Equipment Market. 
CIRCULATION BREAKDOWN BY INDUSTRY 
Industry classifications are SIC. Figures are for the June 1955 issues of 
PURCHASING NEWS and DESIGN NEWS 


Purchasing Design 





News News 

Oe Ne sce cin da aslahind CGNs #9 debs siNae 6 o's bv zaeceucwereds 69 336 
PeMCUCLe ee MPO NOUR OLUY Siac iscsi ccceaievecoccvescesceccccccevedveesees 134 100 
a oN os eek cane codbseaeiserescaeweseewe 271 320 
eee rt ENS distal guineas si bids eelecc'ebececledespyensactoeees 1277 758 
SUPIOTG, FTO, TIONED COUIDINIGN Go iig ccc cic ccccccccccsccsccceccssecees 333 452 
Pep rN FN oes a ain ok oc was Feb.nKcccccnevececesientscacecc¢eseteces 4704 8448 
rn Ms ae ab aod sisleida ably we bewdcs ce avacdaees 00s cec be’ 2366 4957 
A ENNIO IIIT cs od Cis'c ccc cpa N use beccseeeceddesecd dese vetescien 1932 4378 
Professional, Scientific & Controlling Instruments................ 0c eee eee ee 628 1302 
Opener tata O a TU URINE hs ooo wks gic Skidicaaevek'se cas deoseudeowss 252 285 
Consulting Engineers, Research & Development Laboratories................ 51 1588 
Government Research Development & Procurement Agencies............... 97 606 
PURER ADE PIII UPUUINOFENEE S o5 0 6:s's civic dae cdepnndadeccnnccedseseceneuseonee 151 865 
RPONOOG, WTRORIIIIION GFL OTETIOS 5.06. ccvcccticsscvcdccacvcseviecdéccsecssssecs RS 80 
WAG iri iccceccasttevke 12,268 24,475 


Every bit of this circulation is—100% request—100% verified every year. 











ROGERS PUBLISHING) New York 17 | Cleveland 13 Detroit 3 Chicago 6 | Los Angeles 13 
COMPANY)  60€. 42nd St. | 1123 Terminal Tower | 20420 Woodward Ave. | 20 N. Wacker Dr. 816 W. Sth St. 
MUrray Hill 2-5317| | TOwer 1-4475 TUisa 3-4250 | ANdover 3- 2176 MUtual 8335 


Executive Offices: Englewood, Colorado 
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PURCHASING NEWS provides Intensive Coverage in ORIGINAL EQUIPMENT MARKETS 




















If You Are 
Selling... 
Components 
Materials or 
Services to 














== 











Original 
Equipment 
Markets... 
You will be 
Interested 
in Answers 
to these 
Questions 








What Sort of Man is Today’s Purchasing Agent? 
What are His Interests? How does he function on OEM Purchases? 


In a recent talk before a group of industrial marketers, a Purchasing 
Executive for one of America’s leading manufacturers of appliances, 
machinery and apparatus shed considerable light on these important 


marketing questions. 


In contrasting the ‘“‘Purchasing Agent of 
today as compared to his counterpart of 10 
or 15 years ago”’ he said— 

“‘The chief difference to my mind is that— 
“A Purchasing Agent today is pri- 
marily concerned with VALUE. 

“‘The Purchasing Agent of yesterday 

was primarily concerned with PRICE. 

“There is a real difference. The whole 
concept of the job has changed. 

“‘Today’s Purchasing Agent is a 
professional representative of his engi- 
neering and manufacturing departments, 
as well as their chief communicator with 
the outside world. 

‘Because he has technical competence 
he participates in the basic buying deci- 
sions . . . he concerns himself with the 
ultimate value of the things he buys in- 
stalled in his products, rather than with 
chiselling on prices. 

‘‘He knows that in many cases he is going 

to buy a more expensive item and thereby 

witimately reduce the installed cost in 
his product, or increase its salability. 
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“The purchasing job (in Original 
Equipment Markets today) requires tech- 
nical understanding if it is to contribute its 
full measure of profits. You (marketers) 
can expect to be dealing with better edu- 
cated, better trained, more versatile buyers 
in the years ahead.”’ 

In commenting on the purchase of Raw 
Materials and Manufactured Items this 
Purchasing Executive made these interest- 
ing observations. 

‘‘Raw Materials—To reduce costs in raw 
materials requires new and imaginative 
use of existing materials. What is wanted 
from a supplier is Technical Service . 
ability to analyze the use of materials... 
real application engineering in fully exploit- 


ing the characteristics of the materials 
involved. 

‘‘Manufactured Items—This includes an 
almost unbelievable complex of standard 
and special manufactured items. On such 
items every Purchasing Agent's problems 
are different. But the one thing every Pur- 
chasing Agent is looking for is THE VALUE 
OF THESE THINGS INSTALLED IN HIS 
PRODUCT.” 

With its intensive coverage of Purchasing 
Men in the Original Equipment Markets 
PURCHASING NEWS is the fast and eco- 
nomical way to transmit essential informa- 
tion about your Materials, Components 
and Supplies to these men. Nearly 11,000 
of PURCHASING NEWS’ 12,311 circulation 
is concentrated on the heart of the huge 
Original Equipment Market. This circula- 
tion is 100% in the United States... 100% 
“request”... 100% verified every year. 





For further information, write to 
ROGERS PUBLISHING COMPANY 


New York + Cleveland + Detroit - Chicago + Los Angeles 
Executive Offices: Englewood, Colorado 


Publishers of PURCHASING NEWS and its “Partner in Progress” DESIGN NEWS 
—The National News Magazine for Purchasing Men in Metalworking Plants 
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“Exceptional Readership creates Exceptional Advertising Results” 





World-Wide 
Editorial Coverage 


Here’s why 
DESIGN NEWS 


Produces such 
Exceptional Results 


e Hundreds of manufacturers advertise their 
Materials, Components, Engineering Equipment and 
Services in DESIGN NEWS. 

These advertisers will bear witness to this fact... 
that the gratifying results from their advertising in 
DESIGN NEWS constitute an ideal foundation for sales 
to the huge Original Equipment Market. 

Growing Recognition for their products and services 
is accompanied by Inquiries that are exceptional 
both in quantity and character. 








e Exceptional Readership of 

DESIGN NEWS explains these 
Exceptional Results 

This exceptional readership has been created by the 
application of publishing concepts and policies that 
are, for the most part, new to the field of Technical 
Design. 

We think you will be interested in the following 
summation of these publishing principles and prac- 
tices. They have created an advertising medium that 
sets a new standard of advertising efficiency and 
effectiveness. 


@ NEWS REPORTING of Technical 
Design Developments 

NEWS treatment has a tremendous appeal to mature, 
experienced design engineers. They must keep fully 
informed. But they have neither the time, nor the 
inclination, nor the need, to dig out the meat of an 
idea from the carcass of long-winded, “‘text-booky” 
articles. The NEWS has “liveness” because of the 
semi-monthly publishing schedule of DESIGN NEWS. 





ELECTRONIC 





Peer 


ELECTRICAL 


MECHANICAL 


COC 


PUBLISHED TWICE A MONTH 





@ A World-Wide Staff of 
Editors and Correspondents 

The thousands of readers of DESIGN NEWS are 
assured that they will get all the available news of 
design developments from foreign industrial coun- 
tries as well as from the United States. 
Our Overseas editors and correspondents are located 
in England—Germany—Switzerland—Italy—Sweden 
—Spain—Denmark— France—Holland—Turkey— 
Australia—Canada—South Africa—Japan. 


© Staff Writing and Illustration 

of all NEWS Reports 

Digging out the meat from these world-wide reports 
is done for our readers by DESIGN NEWS editors. 
Simplified drawings, executed by our staff artists, 
clarify the fundamentals of new designs. This modern 
editorial concept—which has built top readership for 
leading general news magazines—has created Inten- 
sive Readership for DESIGN NEWS. Staff writing and 
illustration assure adequacy and clarity... with brevity. 


@ Maximum Visibility... 
for Advertising and Editorial alike 

The relatively new, “king-size” format contributes 
to the advertising effectiveness of DESIGN NEWS. 


its tis 


Every ad shares the page with significant editorial 
matter. Good paper and good printing add to the 
over-all reader appeal. 


© A TOUGH Circulation Policy 

DESIGN NEWS’ circulation is 100% “request” 
circulation...100% verified every year. The Pub- 
lisher will NEVER add a name to the list...or keep 
one on...just for the sake of claiming “coverage.” 
Coverage, without assurance of interest, without 
readership, is a waste of somebody’s money... 
generally the advertisers’. 


@ We Invite You to See for Yourself 

There has been, for years, an open invitation to 
advertisers and prospective advertisers to visit us 
and pore over our circulation records to their heart's 
content... WITHOUT SUPERVISION from us. 

Visit us. See this tough circulation policy in 
operation. It is sensible and effective. With the right 
editorial background it has built a circulation of over 
24,000 (all of it in the United States) and clear indi- 
cations of more than twice that number of READERS. 

There, in summary, are the major reasons for the 
Exceptional Readership that produces Exceptional 
Results for DESIGN NEWS advertisers. 


For further information, write to 


ROGERS PUBLISHING COMPANY 
New York + Cleveland «+ Detroit - Chicago - Los Angefes 


Executive Offices: Englewood, Colorado 
Publishers of DESIGN NEWS and its “Partner in Progress’ PURCHASING NEWS 
—The National News Magazine for Purchasing Men in Metalworking Plants 





September 1955 /123 














Like today’s doctor, 
The Modern Industrial Distributor’s Salesman— 


@ © @ IS A BETTER-TRAINED “DIAGNOSTICIAN”! 
By both education and experience he is more thoroughly equipped than 
ever before to spot and correct trouble sources for you. NYB&P carefully 
selects its authorized distributors with particular attention to the quality 


oe ee ia ae A 


of their sales forces. . thoroughly trains them in the correct application 
of its broad line of industrial rubber products. 


© © @ HAS MORE “REMEDIES”... AND KNOWS HOW TO PRESCRIBE THEM! 
Not so many years ago, manufacturers of industrial rubber products were 
restricted to only three fundamental materials: cotton fabrics, natural 
rubber and reclaimed rubber. Today, the multitude of synthetic fibers and 
rubber compounds makes it possible to produce a belt, hose or packing 
exactly suited to practically any specific requirement 
For example, it is possible to make up NYB&P Conveyor Belting in 
literally thousands of different combinations of covers, fabrics, grades, 
special features and standard widths! 
Like the doctor with his many new drugs, the madern distributor's sales- 
man must learn how to apply these new tools of his trade. But, once having 
learned their uses, his prescriptions will be far more certain to result in 
permanent cures. To assist him, NYB&P provides both practical training 
and ingenious product selection aids 


@ @ @ IS OFTEN A “SPECIALIST” IN HIS FIELD! 
More and more industria! distributors are specializing in certain fields, 
such as power transmission, materials handling, etc. Others are depart- 
mentalizing for the same reason: to provide more expert service to industry 
This is particularly true of NYB&P Distributors 


@ @ @ PRACTICES PREVENTIVE “MEDICINE”, TOO! 
His help in selecting the correct product for your application in the first 
place, can prevent premature failure and greatly increase the service life 
of such products as belting, hose and packings, thereby reducing their 
long-term cost! The broad NYB&P line makes this easy 


@ @ @ IS “ON CALL” IN EMERGENCIES! 
An emergency phone call will usually make available his services and access 


to his extensive stocks at any hour! NYB&P Distributors are famous 
for their service. 





@ @ © Call your nearby NYB&P Distrib for A ? 
FIRST line of industrial Rubber Products! 


NEW YORK BELTING & PACKING CO. | market st., Passaic, WJ 


___) America’s Oldest Manufactorer of Industrial Rubber Products 


WYRaP 

















Distributors undergo a change 


® FOR THE FOURTH consecutive year, 
the New York Belting & Packing 
Co., Passaic, N.J., has walked off 
with one of the annual advertising 
awards of the National and Southern 
Industrial Distributors Association. 

The company’s advertising and 
sales promotion manager is Frank 
E. Tilley, and the agency is Fletcher 
D. Richards, Inc., New York. 

What was the thinking behind this 
year’s award-winning ad? Agency 
copywriter Victor J. Humbrecht, Jr., 
who serves the account, offers this 
view: 

“Many attempts at boosting the 
role of the distributor turn out to be 
mere valentines. They are so trite 
and obvious it is no wonder if few 
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New York Belting & Packing ad tells how and wins an award 


his field. And there, with the very 
effective help of George Erban, art 


industrial buyers are impressed.” 
Mr. Humbrecht, who became ad- 


vertising manager for a distributor 
20 years ago and stayed at it four 
years, believes that today’s distribu- 
tors and their salesmen have be- 
come more progressive and more 
technically proficient. 

“By happy inspiration, the meta- 
morphosis of the industrial distribu- 
tor struck me as very similar to the 
change that has taken place in the 
past two decades in the medical 
field,” he said. “Like today’s doctor, 
the modern industrial distributor’s 
salesman is a better-trained ‘diag- 
nostician’ . . has more ‘remedies’ 
and knows better how to prescribe 
them . . and is often a ‘specialist’ in 


director on the account, was our ad. 
(See illustration.) 

“Evidently the judges liked it. 
Wonder what the Copy Chasers will 
say!” « 














Cineulation Now Dincetly Verified by 
DUN & BRADSTREET, INC. 











EATING & PLUMBING EQUIPMENT NEWS now 
offers its advertisers a circulation among 
Contractors and Wholesalers in the heating, 
plumbing, ventilating and air conditioning 
fields that is based on a special nation-wide 
screening of all Dun & Bradstreet-listed busi- 
ness concerns in these fields just completed by 
Dun & Bradstreet, Inc. for HEATING & PLUMB- 
ING EQUIPMENT NEWS. 
This program is also being established on a 
continuous basis by arrangement with the 
Dun & Bradstreet organization — in order to 
maintain the validity of HEATING & PLUMBING 
EQUIPMENT NEWS circulation lists. 
—this means that HEATING & PLUMBING 
EQUIPMENT NEWS carries your advertising to 
buyers of equipment who have been identified 
and authenticated by the country’s largest and 
best known specialist in business information. oe i 
—this means that your advertising in = 
HEATING & PLUMBING EQUIPMENT NEWS is 
reaching the worth-while Contractors and 
Wholesalers who handle heating, plumbing, 
ventilating and air conditioning equipment. 
In HEATING & PLUMBING EQUIPMENT NEWS, 


ee ae | HEATING & PLUMBING 


Wholesaler... Contractor. HEATING & PLUMB- 


ING NEWS is the only paper giving you this a 
} kind of complete, effective coverage of every : F men 
part of the field— Heating (of all kinds, by = quip , EWS 









all fuels) ... Plumbing... Air Conditioning 
... Ventilating. 


[BPA |NBpP 





Published by The Industtial Press, 93 Worth Street, New York 13, N. Y. 
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Re MILL SUPERINTENDENT 


metalworking managemert... 
Build the strength of STEEL 


into your advertising program 

















STEEL’s strength is in the dynamic way it is meeting the information needs of the 
Management Group in metalworking today. 


That’s the big advantage you get with STEEL. It’s strong with the decision makers. 
You need their confidence . . . their vote... to get your product in and keep it in. 


STEEL focuses on their interests—on the management problems of administrative, 
production, engineering and purchasing men at every level. It reports to them each week 
on news in the world’s biggest industry—interpreting its significance to profits, com- 
petitive advantages, employee relations, customer satisfaction. 


It’s a communications service STEEL’s improvement-minded audience uses regularly 
to keep informed ...a plus value that strengthens your advertising in STEEL and 


‘ makes it your best buy! 
DENT + PARTNER — : 


Edited for metalworking men at every management level... 








INDUSTRIAL DISTRIBUTOR 


it’s good business to buy through your 
local Industria! Distributor. His persoral 
interest in your welfare, knowledge of 
vour requirements and nearby location plus 
his large and diversified stock of quality 
products enablc him to fill your aceds with 
speed, reliability and economy 


Buying through your Industrial Distrib- 
utor simplifies purchasing, saves time, saves 
shipping costs, saves correspondence and 
multiple paper work. Keep these big plus 
values in mind when you need dependable 
Starrett products. There's a Starrett Dis- 
tributor near you — always ready, willing 
and able to give you prompt, dependable, 
quality service 


THE L. S. STARRETT COMPANY 


World's Greatest Toolmakers 


ATHOL - MASSACHUSETTS - U.S.A. 


Pines ie VDA 








Last Word . . Starrett catalog’s back cover pushes distributor 
services, but first seven pages are all product sell. 


™® THE L. S. STARRETT Co., Athol, 
Mass., now observing its 75th an- 
niversary, always has been a staunch 
supporter of the industrial distribu- 
tor. 

When Laroy S. Starrett, founder 
of the company, invented the com- 
bination square in 1880, he saw that 
such a useful new tool must be seen 
to be appreciated and that the best 
way to call it quickly to the atten- 
tion of mechanics and tool buyers 
was to have it stocked and sold by 
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hardware dealers in industrial areas. 

As the Starrett line expanded to 
over 3,000 items and as the old-time 
hardware dealer developed into the 
modern industrial distributor, the 
fact that Starrett products were al- 
ways readily available through lead- 
ing industrial distributors became 
a valuable selling point. 


A Great Convenience .. The 
Starrett line includes mechanics’ 
hand measuring tools and precision 
instruments, dial indicators, steel 
tapes, ground flat stock, hacksaws, 
band saws and band- knives, plus 
many other machine tools. 

Some of these items are expend- 
ables, purchased frequently and used 
in quantity. Others, like the meas- 
uring tools and instruments, are 
bought only as needed but are 
urgently needed when the occasion 
arises. In either case, the availabil- 
ity of a complete stock at a nearby 
industrial distributor is a great con- 


Sell the product 
first, the distributor 


Pushing distributors’ service is part 
of L. S. Starrett's advertising philosophy 


venience to industrial buyers . . and 
a valuable sales asset for Starrett. 

Starrett always has emphasized 
the value of the distributors’ serv- 
ice in all its promotion . . advertis- 
ing copy, catalogs and displays. The 
Dial Indicator bulletin, which won 
an award from the National and 
Southern Industrial Distributors 
Associations, is typical of the way 
the industrial distributor is featured 
in all L. S. Starrett Co.’s bulletins 
and catalogs. 


Sells Products First . . The object 
is to sell the benefits of Starrett 
products first, and then to sell the 
benefits of buying through industrial 
distributors. Since Starrett tools are 
sold exclusively through industrial 
distributors, the more friends the 
company can win for distributors, 
the more customers it has for Star- 


rett tools. 
Walter B. Snow & Staff, Boston, 
is Starrett’s agency. * 

















America’s swift industrial growth since the era of the all-purpose colo- 
nial fireplace has been paced by the development of new and more 
efficient heating equipment to meet the specialized needs of industry. 

To develop new markets for their products, many leading makers of 
heating equipment advertise heavily in Business Week. They know that 
Business Week is read by a highly concentrated audience of manage- 
ment men. These are key executives of business and industry who make 


or influence important buying decisions for their firms. 


Because of this fact, Business Week carries more pages of advertis- 


ing addressed to business and industry than any other general business 


or news magazine. 


YOU ADVERTISE IN BUSINESS WEEK WHEN 
YOU WANT TO INFLUENCE MANAGEMENT MEN 


BUSINESS WEEK 


330 WEST 42ND STREET, NEW YORK 36, N. Y. 
A McGRAW-HILL PUBLICATION 
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These Advertisers of Industrial Heating 


Equipment Use Business Week to Reach 
Their Markets 


Admiral Corp. 
Air-Maze Corp. 
American Radiator & 
Standard Sanitary Corp. 
(American Blower) 
Buffalo Forge Co. 
Carrier Corp. 
Clarage Fan Co. 
Cory Corp. 
(Fresh ‘nd Aire Co.) 
Emerson Radio & 
Phonograph Corp. 
(Air Conditioner & 
Heater) 
General Controls Co. 


General Electric Co. 


General Motors Corp. 
(Frigidaire Div.) 

ILG Electric Ventilating Co. 

Iron Fireman Mfg. Co. 

Minneapolis-Honeywell 
Regulator Co. 

Modine Manufacturing Co. 

Philco Corp. 


Surface Combustion Corp. 
(Janitrol Div.) 


Trane Co. 
U. S. Air Conditioning Corp. 
Webster, Warren, & Co. 


Westinghouse Electric Corp. 
(B. F. Sturtevant Div.) 


Worthington Corp. 
York Corp. 


Source: Publishers Information Bureau Analysis 





Loot at Those Men - 


THEY DETERMINE YOUR 
SALES VOLUME 


C-MPD Gets You Buying Inquiries from 
Both Plant and Purchasing Executives 





YA 
““We use it constantly to find new 
sources of supply and wou!dn’t con- 
sider our department complete 
without it.’’ — 

W. F. Sheff, Pur. Agt., Food Machinery 
and Chemical Corp., John Bean Div., 
San Jose, Calif. 


“‘Always kept within arm’s reach. 
Of tremendous value in securing 
new sources of supply.’’— 

James L. Bates, Production Manager of 
Rockwell Mfg., Co., Regulator Div., 
Norwalk, Ohio. 
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““‘Due to its compactness and com- 
pleteness, it is the most used.’’— 


““Very useful in our daily business.”’ 
J. A. Lee, Director of Purchases, Nash- 
E. F. Bauman, Director of Purchases, Kelvinator Corp., Detroit, Mich. 


Federal-Mogul Corp., Detroit, Mich. 
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The only national 100% 
Industrial Directory 





‘“*T have at my finger-tips one book 
with all the information I require. 
C-MPD is complete, compact, and 
in use every day.’’— 

Milton Davis, Plant Engineer, Sylvania 
Electric Products, Inc., Danvers, Mass. 





“Very helpful and easy to use.’’— 
H. K. Anderson, Master Mechanic, Bendix 
Home Appliances Div., Avco Mfg. Corp., 
Clyde, Ohio. 







These men and thousands like them use CONOVER-MAST PURCHASING 
DIRECTORY in sending out orders and inquiries. 


Write for the new booklet, ‘“‘How to Increase Your 
Sales Through Industrial Directory Advertising.” 


5849 


When 15 leading industrial marketers analyzed their 
salesmen’s call reports, they found that 76% of the 
calls were made on plant and purchasing executives. 

When NIAA investigated 512 actual industrial 
purchases, it found that in more than 4 out of 5 
cases plant and purchasing executives decide who 
gets the order. 

Through CoNoOvER-MaAsT PURCHASING DIREC- 
TORY you not only cover practically every worth- 
while plant, but you reach the men in those plants 
who determine what is bought and where the order goes. 

Result?—a steady flow of inquiries that turn into 
highly profitable sales. 





Conover-Mast 
PURCHASING DIRECTORY 


205 EAST 42nd ST., NEW YORK 17, N.Y. 


BRANCH OFFICES 


CHICAGO + CLEVELAND «+ DETROIT + LOS ANGELES 





















By H. H. Oldham . 
Steel Corp., Cleveland 


™ WHEN AN INDUSTRIAL product is 
largely interchangeable with those 
of competitors, and when the prob- 
lem is to back up distributors of that 
product with advertising . . how do 
you go about it? 

That is the question Republic 





NIDA-SIDA Award 
Best series of ads) 
promoting services 

of distributors 





Steel faced in marketing two prod- 
ucts .. steel pipe and cold drawn 
steel bars. 

While Republic Steel pipe is of 
highly competitive quality, we can’t 
claim it is far superior to our com- 
petitors’. In the case of cold drawn 


If you can’t push 
product quality . . 
what can you push? 


Two Republic Steel campaigns solve 
the problem by advertising 
industrial distributors’ services 


. Assistant Director of Advertising, Republic 











“Oh, No! 
Not out 





truckload. 








again” 
/ 
You can avoid a similar situation by save you money, too. Capital that you 
getting acquainted with your nearby would ordinarily have tied up in in 
Union Drawn Distributor. Let him ventory is released for other uses. 
provide a steel warehouse for your You eliminate warehouse, insurance 
steel bar and shafting requirements. and handling costs. 
He will deliver what you need Gey acquainted with your Union 
when you need it. And, it makes 80 Prawn Distributor soon. He's a good 


difference whether it’s one bar or a 


Your Union Drawn Distributor can 


CALL YOUR UNION DRAWN DISTRIBUTOR FOR QUICK DELIVERY OF COLD FINISHED BARS 


REPUBLIC Gaiow Coll Lnawn Sterls 







of § 








man to do business with and a good 
man to know. A phone call will get 


things started 








steel bars, the margin of quality 
again is not such that a smashing 
campaign can be constructed around 
it 

How then can we advertise such 
products to customers of our dis- 
tributors in a way that will be truly 
helpful? 

In the case of cold drawn steels, 
Republic recognized almost 25 years 
ago that the most resultful support 
that could be given a distributor 
was to advertise what he had to sell 

. service. The campaign that was 
started at that time has continued, 
with progressive refinement, to the 
present time. 

The typical ad shown (above) is 
notable because of its lack of a cor- 
porate signature. Like the rest of the 
campaign, it tells the distributor’s 
story in as interesting a manner as 
we can devise. It points out the ad- 
vantages of buying cold drawn bars 
from a Republic distributor rather 
than someone else. 

The campaign has appeared for 
many years in Mill & Factory, and is 


supplemented during some periods 
with other papers in the same field. 


Same Pattern. . The campaign on 
steel pipe is fashioned after the same 
pattern, using similar copy tech- 
niques. It appears in Domestic Engi- 
neering. Both campaigns are pre- 
pared by our agency, Meldrum & 
Fewsmith, Cleveland. 

Imprinted reprints of our ads are 
offered to all Republic distributors 
of these two products. Since there is 
no Republic Steel signature on the 
ads, the addition of a distributor 
imprint makes the reprint in reality 
an ad of the distributor. 

Using these reprints as mailing 
pieces, a distributor can easily and 
effectively identify himself with the 
advertising. 

Indication of the favor with which 
the idea is received by distributors 
is the fact that 192 pipe distributors 
regularly use 92,400 reprints of the 
pipe campaign and 48 distributors 
use 29,905 reprints of the cold 
drawn bar campaign. © 
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™ A SIX-AD SERIES stressing four 
customer benefits has won a top 
award from the National and South- 
ern Industrial Distributors’ Associa- 
tions for Tube Turns, Inc., Louis- 
ville, Ky., a division of National 
Cylinder Gas Co., Chicago. 

Tube Turns makes welding fittings 
and flanges for industrial piping sys- 
tems and sells these products 
through 600 industrial distributors. 

The winning ad series, which ran 
in Purchasing and some other media, 
pointed out that the industrial buy- 
er gets these benefits by buying 
through 600 industrial distributors: 

1. Faster service. 

2. Savings on inventory invest- 
ment and storage space. 

3. Simplified paper work and low- 
er purchasing overhead because the 
buyer has one source for most of 
the items he needs. 

4. Frequent contact with distribu- 
tors’ well-informed salesmen. 

The Griswold-Eshleman Co, 
Cleveland, is Tube Turns’ agency. # 


™® AN EDITORIAL in the “Sterling 
Sparks,” external company publica- 
tion of the Sterling Grinding Wheel 
Co., Tiffin, O., has won the National 
and Southern Industrial Distribu- 
tors’ Associations’ award for the 
best promotion of industrial dis- 
tributors through a house organ. 

The editorial sets down, simply 
and clearly, the benefits an industrial 
buyer gets when he does his buying 
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Four ways to sell distributor 
services through advertising 





Tube Turns ad series stresses customer 
benefits of buying from distributors 


TO CONSOLIDATE YOUR PURCHASES 


vse Your Distributor 


your Tuse Turns’ Distributor on 


welding fittings and flanges, your Tuse 
Tuan Distributor can fill all your 
requirements. Thac's because Tose 
Tuas, Inc "s 










line of welding fittings and 
covering over different items, in a 
complece range of cypes, sizes, and alloys. 

Call nearby Tuss Tuans' Dis- 
tributor for prompt service that saves 
you time, simplifes your operations, 
cuts your cose. 
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through an industrial distributor. 
“The industrial distributor,’ the 


editorial says, “is an essential ‘fun- a 

nel’ for all types of needed items . ae ’ ae 

that, otherwise, would be difficult NIDA-SIDA Award — 

to obtain immediately in desired Sterling Grinding 

sizes and quantities. Wheel Co. se 
The editorial goes on to cite the Sh eg 

specific advantages of buying from Best house organ 


a Sterling distributor. It says the 
Sterling distributor: 


Continued on page 134 
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Electronic Design 





goes semi-monthly 


What are the reasons behind this 
publishing move? What is the signifi- 
cance to advertiser as well as reader? 
These are some of the questions that 





have been fired at both editor and pub- 
lishers of Electronic Design since the de- 
cision to go semi-monthly was first 
announced in the June 17th issue of 
Printers’ Ink. 

“New product innovation’’, said 
Editor Edward E. Grazda, “‘is at its 
highest in the electronic industries. It 
is our policy to publish that type of 
material which is of direct, immediate, 
and practical interest to electronic design 
and development engineers. By coming 
out twice a month, the timeliness of our 
reporting will be more than doubled.” 

Although there will be additional 
editors and staff, the publication will 
remain the same—except there will 
be two issues instead of one each month. 
Each issue will offer top visibility for 
every advertiser. 





No change in concept 
or philosophy contemplated 


According to T. Richard Gascoigne 
and James S. Mulholland, Jr., co-pub- 
lishers of three-year-old Electronic De- 
sign, the only modification in publishing 
philosophy will be to strengthen present 
editorial concepts. These will continue: 
e To promote the progress of the electronic 

manufacturing industry by serving the key 

technical function—design. 
e@ To make the electronic designers’ task eas- 
ier, more efficient and more productive. 
e To provide a central source of electronic 
information pre-selected and concisely pre- 
sented for convenient readership and use. 
e@ To encourage two-way communication be- 
tween electronic designer and manufacturer. 

This is the publishing philosophy 
that has been responsible for Electronic 
Design's almost phenomenal rise 
now leader in advertising page growth 
among all business publications. 

Two issues will mean that the com- 
munication time between manufac- 
turer and designer will be cut in half 

. new material can reach the design 
market faster and with greater fre- 
quency, and advertisers, already ac- 
customed to the immediate readership of- 
fered by Electronic Design, wiil benefit 
from the increased visibility of a thin- 
ner book. 

Here is the basic medium in a baste 
market which offers a proven record of 
immediate reader response. It is the 
only electronics publication in which 
you can accomplish both your short 
range and long range advertising ob- 


jectives with equal effectiveness. Flec- 


tronc Design is the only publication 
equipped to keep pace with the rapid 
expansion and constantly changing 
technology of the industry! 


Study reveals immediate readership 


@ When queried, the vast majority of Electronic Design subscribers say they read 
the magazine immediately on receipt—there is very little deferred readership 


POINT OF DECISION. Reader survey 


to read” 


(above) indicates an 





“immediate decision 


. another proof of Electronic Design’s time value and service to the reader. 





Advertising messages in Electronte 
Design receive immediate attention— 
according to surveys among readers. 
Two issues each month will continue 
to provide immediate readership be- 
cause all material is of immediate 
usefulness! 


DAILY RECEIPTS OF READER SERVICE CARDS 


300 

200 

100 HHI 

. al UPL eee 





85% of Electronic Design’s inquiries 
are received within 15 days. Here is 
immediate readership—that will soon 


be available to advertisers twice each 
month... Hayden Publishing Co., Inc., 
19 East 62nd St., New York 21, N.Y. 
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Materials & Methods 








The photos here typify the informative 
illustrations and useful technical data that 
guide Materials & Methods’ paid sub- 
scribers in selecting and specifying engi- 
neering materials. 


Materials & Methods attracts its subscrib- 
ers solely on the basis of their interest in 
the materials problems of product design 
and manufacture. This magazine is de- 
voted exclusively to facts on how and 
where industry can make better use of 
materials, parts and finishes. 


More than 28,000 subscribers pay for this 
information. There’s no audience more re- 
ceptive to advertising copy on materials, 
parts and finishes...or with greater power 
to specify these products for original equip- 
ment and other hard goods. 





Thermoplastic impregnated cloth 
is easily molded into lightweight, rigid 
forms for patternmaking, prosthetic 
appliances, housings, prototypes, etc, 
Included in MEM’s 1955 coverage of 
nonmetallic materials is a 16-page spe- 
cial section on how and where to use * 
industrial fabrics and fibers. 











helps sell engineering materials, parts, finishes 








a 
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Forged aluminum wheels, squeezed out on 
an 8,000-ton press, are extremely strong and 
light in weight, and have a smooth surface that’s 
highly suitable for chromium plating. 59.8% of 
the plants reached by MEM now use forgings 
of one kind or another in the manufacture of 
original equipment and other hard goods. 





Twenty-eight tons of carpet beater! Steel 
is the basic material in this giant carpet roller. 
It's 8 feet in diameter; 19 feet long. Presses and 
dries broadloom carpet in the final step of rug 
making. In 14 or more editorial pages per 
month, MGM subscribers learn about new and 
successful applications of steels and irons. 


Materials 
& Methods 
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ABC — ABP 


Materials Selection 
and Use 
in Product Design 


A REINHOLD PUBLICATION 
430 Park Avenue, New York 22, N. Y. 


Photos: 

Ben Walters, Inc. (left) 

Aluminum Company of America (center) 
Lukenweld Div., Lukens Steel Co. (right) 


Sterling talks straight to industrial buyers. . 


» Carries the correct types of grind- 
ing wheels to meet the demands of 
his particular sales area. 

» Usually is the nearest and surest 
source of supply and often can de- 
liver faster than any other source. 


>» Knows where he can find a scarce 
grinding wheel specification, and if 
he can’t find it, his wide knowledge 
of grinding practices enables him to 
tell what other wheel might work 
on the job. 


Simonds spells out distributor 
services to boost prestige 


® OBJECTIVE: build prestige for the 
company’s distributors by promoting 
distributor service. 

METHOD: a mail campaign, spelling 
out distributor services, directed to 
25,000 customers. 

RESULTS: distributor salesmen’s re- 
ports and letters, praising the mail 


pieces, and a supplementary promo- 
tion boost to straight product ad- 
vertising. 

That’s the story of the award- 
winning mail series of Simonds Saw 
& Steel Co., Fitchburg, Mass., di- 
rected by advertising manager Eu- 
gene J. Porter. e 
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» Eliminates a lot of costly book- 
keeping for his customers because 
his one billing covers everything 
that may be ordered. 
» Has close contact with the Sterling 
plant, which he visits periodically to 
learn new developments which he 
can pass on to the trade. 

Frank O. Clapp, Sterling’s adver- 
tising manager, is editor. » 


NIDA-SIDA Award 


Simonds Saw & Steel 





% % > “hy . 


Your business is his business. And he has the practical “know-how” to quickly make himself a 
specialist in your operational set-up and requirements. Who else can give you such close co-operation 
... and so many valuable services, such as these: 

WAREHOUSING: Your Simonds Distributor carries ample stocks that would tie up your own funds 
DELIVERY: Your Simonds Distributor is your nearest and quickest source of supply ... 24 hours 
a day. 

SIMPLIFIED PURCHASING: Your Simonds Distributor handles your needs for many items 

all under one order, one bill, one payment 

“NEWS BUREAU”: Your Simonds Distributor is an endless source of inf jon on new 

materials, parts his d i i 





... and on new of 


PRACTICAL KNOW-HOW: Your Simonds Distributor “knows his book” on Simonds Cutting Tools 
for wood and metal . . . and how to make sure you get the best results out of the best cutting toola 
made . . . the red-trademarked line that’s 100% quality-controtied from steel to finish grinding 


SIMONDS 


SAW AND STEEL CO 





a FITCHBURG, MASS. 
 - yy | 2 | 
1 Af 7% 


from your industria! Datribytor plus hes services that sove you Time, Work, Money 
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in METALWORKING 





e IN READERSHIP 
e IN CIRCULATION 
e IN RESULTS 





44,000 Circulation 


largest in metalworking! 








The big makers of flexible packaging and man- 
ufacturers of packaging machinery are all ad- 
vertisers in MODERN PACKAGING! All of them are 
shooting for the booming business of bagging. 


The big point here is not the large number of 
advertisers in MODERN PACKAGING, but why? 


The plain fact is, in most companies that do 
volume packaging there are so many different 
men-with-buying-influence in so many different 
departments that it’s mighty tough for salesmen 
to reach them all. That’s why advertising carries 
so big a share of the selling load in the packaging 
field. And that’s why... 


.if you are selling containers, or packaging 
machinery, packaging materials or packaging 
supplies, you must be sure to check these 3 ways 
to find the best magazine for the ad-job. 


The 3-way-check tells you if you make anything 
that goes into packaging any product ... for its 
design, production or merchandising — your ad- 
vertising belongs in MODERN PACKAGING. 


to bag the | 
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CHECK THE CIRCULATION: MODERN PACKAGING has 
the largest circulation in the field . . . and what’s more, 
it is the only magazine packagers have to pay for (a 
big $6 a year, at that)! 


NM 


MORE ADS-TO-PACKAGERS ARE PLACED IN 


ee 
a* 
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rs A BRESKIN PUBLICATION, 575 Madison Avenue, New York 22, N. Y. 











business of packaging! 


CHECK THE EDITORIAL EFFECTIVENESS: Since 
1952, five independent surveys* show that MODERN 
PACKAGING is read and preferred (for its authoritative 
coverage of new materials and equipment, packaging 
trends, and technical data on materials and production) 
by more men-who-specify-and-buy-for-packaging than 
any other magazine in the field! 











Ih 

















CHECK THE ACCEPTANCE BY ADVERTISERS: Year 
after year, more advertisers invest more money in more 
space in MODERN PACKAGING than in all other packaging 
publications combined. And last year they spent more 
dollars for more space in MODERN PACKAGING than 
ever before! 





*Write for the full reports of all 5 surveys and for additional facts on the market and the magazine 


BECAUSE MORE 
PACKAGERS READ 
AND PREFER IT. 
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12 Weys your Distributor 
Serves YOU 

















50% Plus .. Two pages of four-page mailer push distributor 
only, product promotion shares other two with distributors. 


in one basket .. successfully 


Sells only through industrial distributors. . 
goes all out to promote distributor services 


™ PROMOTING the services of indus- 
trial distributors is almost essential 
for Republic Rubber Division of Lee 
Rubber & Tire Corp., Youngstown, 
O. 

Since 1923, Republic has been 
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selling its line of industrial rubber 
products hose, belt, packing, 
molded and extruded items . . ex- 
clusively through such distributors. 

At that time, Republic formulated 
its five-point distributor sales policy, 
still in effect. The policy pledges that 
Republic will provide distributors 
with a complete line, a quality prod- 
uct, competitive prices, exclusive 
distribution rights and selling help. 

When Republic switched to selling 
through industrial distributors, it 
changed its advertising approach, 
too. 

“If we were going to ‘put all our 
eggs in one basket’ and associate 
ourselves with distributors,” said 
Republic’s distributor sales manager, 





J. M. Hughes, “then our advertising 
had to sell the value of buying 
through industrial distributors as 
well as sell the Republic name and 
products. 

“Every ad that we run carries the 
theme ‘buy from your local dis- 
tributor.’ Every piece of literature 
carries the same theme.” 

The direct mail piece that won the 
National and Southern Industrial 
Distributors Associations’ award 
this year is typical . . more than half 
of the space on the piece is devoted 
exclusively to selling the distribu- 
tors’ services. 

Here is the way Mr. Hughes 
describes the thinking behind the 
award-winning piece: 

“Our front piece carries a head- 
line “Most Profitable Meeting You 
Ever Made,” which, we believe, is 
intriguing enough to cause the read- 
er to open up the piece (as shown 
left) to find that the meeting we 
are talking about is the industrial 
user meeting his industrial distribu- 
tor. 

“The copy underneath. the picture 
sells in two ways. It sells the dis- 
tributor as a local man, interested 
in and aware of local conditions. It 
also lists in easy-to-understand 
form the 12 ways that we feel a 
distributor helps a consumer and 
carries a large distributor imprint. 

“Naturally we want to put some 
‘sell’ on our own product, so we do 
it in the inside spread of the piece 
(not shown). Even here, though, we 
don’t forget the distributor, because 
we devote better than half of the 
printed copy to once again telling 
about the local distributor. 

“The large open area on the back 
page (not shown) is for the dis- 
tributor’s imprint. Most direct mail 
pieces show only the name, address 
and phone number. We go a bit 
further and list up to ten other items 
that a distributor stocks. 

“We feel that this is good business 
for us because the more we can 
‘sell’ the value of buying everything 
from the distributor, the more sure 
we are that industrial rubber prod- 
ucts will be bought from him. 

“The whole piece is an extension 
and expression of a sales and ad- 
vertising policy that for 32 years has 
been selling the benefits of buying 
through industrial distributors.” 
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plant operating products, methods and equipment 


HOW TO REACH THE MEN WHO BUY AND SPECIFY FOR THE 
$15 BILLION PLANT MAINTENANCE AND OPERATION MARKET 


WHAT IS MAINTENANCE? 





“Simply and generally stated, maintenance is the application of men, tools and 
materials which will give protection for capital investment, increased productivity, 


and reduced product cost. It actually produces something, and it pays its own way.” 


* 


The executives whose responsibilities lie in whole or in part in this important 
field form the key group INDUSTRIAL MAINTENANCE AND PLANT OPERATION 
is edited to serve. Specifically, for advertisers: 


UUR MARKET 

—is the manufacturing industries. 
INDUSTRIAL MAINTENANCE AND 
PLANT OPERATION is a_ horizontal 
monthly covering more than 42,000 
plants, the largest and most active 
in 22 basic industrial fields. To qual- 
ify, each plant must have a Dun and 
Bradstreet rating of $50,000 or 
better, or 50 or more employees. 


OUR AUDIENCE 

—is the industrial Plant Operations 
and Service Group. With the largest 
circulation in its field, INDUSTRIAL 


MAINTENANCE AND PLANT OPERA- ° 


TION reaches more than 70,000 main- 
tenance, engineering and purchasing 
personnel—the men whose job it is 
to keep plants and equipment run- 
ning at peak efficiency. Of these: 


e 36,738 are plant operations, engi- 
neering and production men 


e 15,232 are maintenance engineers 
and superintendents 


e 9,178 are purchasing agents 


e 8,937 are factory management and 
administrative personnel 


This group specifies and buys $15 
billion worth of goods a year, includ- 
ing maintenance and repair supplies, 
safety, materials handling, sanitation 
and other types of equipment—almost 
everything you can think of needed 
to keep a plant and its machines at 
top productivity. And our readers 
are responsible for the specification 


and purchase of replacement and 
component parts for every piece of 
machinery in their plants. 


OUR EDITORIAL POLICY 


INDUSTRIAL MAINTENANCE AND 
PLANT OPERATION’s editorial content 
consists entirely of valuable infor- 
mation for the Plant Operations and 
Service Group. Helpful ‘‘how-to- 
do-it” articles and latest news on 
products, equipment and techniques 
—in easy-to-read tabloid format— 
give busy executives the facts. 


OUR ADVERTISERS 


Look at any issue of INDUSTRIAL 
MAINTENANCE AND PLANT OPERA- 
TION. You’ll find such blue-chip 
advertisers as Alcoa, Cutler-Hammer, 
DeVilbiss, Du Pont, B. F. Goodrich, 
Ingersoll-Rand, Pure Oil, and many 
others. More and more manufactur- 
ers are coming to recognize the out- 
standing job we are doing in the plant 
maintenance and operations field. 


OUR RATES 


INDUSTRIAL MAINTENANCE AND 
PLANT OPERATION’s rates are lower 
than those of any comparable 
medium. Cost per thousand readers 
is only $2.31 (based on 1/9 page 
unit, 12-time rate). 


71,476 
CONTROLLED 


BPA 


OUR FLEXIBILITY 

Another plus for advertisers: 
INDUSTRIAL MAINTENANCE AND 
PLANT OPERATION offers unusual 
flexibility for a tabloid format pub- 
lication. Units all the way from 1/9 
to full pages may be used. All stand- 
ard 4-A colors. Inserts accepted. 


OUR GROWTH 


In the past five years, the number 
of advertising units placed in 
INDUSTRIAL MAINTENANCE AND 
PLANT OPERATION has increased from 
1,644 to 2,405 annually. That steady 
growth was maintained right through 
1954 when most industrial publica- 
tions were losing ground, and it is 
continuing into 1955. 


In 1954 we had a total of 102 new 
advertisers. So far, in the first quarter 
of 1955, we have had 63. 


OUR INQUIRY-SALES RECORD 


INDUSTRIAL MAINTENANCE AND 
PLANT OPERATION has an impressive 
record for pulling inquiries that lead 
to sales. Only executives in a position 
to specify and buy qualify as read- 
ers. These men turn to INDUSTRIAL 
MAINTENANCE AND PLANT OPERA- 
TION for product news. Your product 
story here will be read receptively. 


OUR VERIFICATION 


Verified controlled circulation is an 
exceptional 99.66%—again tops in 
its field. That means INDUSTRIAL 
MAINTENANCE AND PLANT OPERA- 
TION gives you more for every adver- 
tising dollar. Write for Media and 
Market Data Book now. 


* From keynote address by H. F. McCullough, General 
Manager G-E Service Shops Department, at the 
Chicago Productive Maintenance Forum. 


Industrial Maintenance 
AND PLANT OPERATION 


MAINTENANCE PUBLISHING CO., PHILADELPHIA 1, PA. 





September 1955 /139 












































































Seclel(em Ola as 
rxeliitelsMamitel(s 


all the Company Presidents 










who read Newsweek 







Estimated working force in all of Radio City 34,000° 
















Company Presidents who read Newsweek 49,000 





“Source: 1955 World Almanac 

















The Keystone of Sound 
Industrial Advertising 


Any responsible study of media 
for advertising to industry and 
business leads to this fact: 


No other business or news maga- 
zine—or combination of industrial 
magazines—delivers so many key 
industrial, business and govern- 
ment buying influences per ad- 
vertising dollar as Newsweek. 


And, through your advertising in ; 
Newsweek, you reach critical areas ; 
of decision normally inaccessible SERVING AMERICA'S 


to your sales force. MOST SIGNIFICANT 
MILLION 
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Penetration... Le 
right through plants 
to the minds of men! 


To the radio engineer, “Proceedings of the I-R-E” has an 
especially close relationship. It is his personal possession, 
not a company subscription. There are no company 
memberships in the IRE. “Proceedings of the I-R-E” goes 
straight to the engineer and follows him as his private 
possession wherever he goes. 


These men responsible for engineering progress are the 
ones who must be sold before your product is purchased. 
Selling is a matter of reaching the minds of men since a 
“company cannot sign a purchase order.” Wherever radio 
engineering activity is the greatest, companies employ 
IRE members. An engineer moves into a new job in 
advance of production and “Proceedings of the I-R-E” with 
its advertising accompanies him as his personal property. 


Founded in 1913, “Proceedings of the I-R-E” is the 
authoritative work-book of America’s fastest expanding 
industry. It puts your sales message monthly before the 
“thinking and doing” engineers in the fabulous, fast-moving 
radio-electronic industry. Circulation 41,625 (ABC). 


Engineers are educated to specify and buy! 





Published by 
THE INSTITUTE OF RADIO ENGINEERS 


Advertising Department 
1475 Broadway, New York 36,N. Y. BRyant 9-7550 


CHICAGO + BEREA, OHIO - LOS ANGELES - SAN FRANCISCO 
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To give you 

a complete 

selling program 

to radio and 
electronic engineers, 


IRE provides all 3! 


“Proceedings 
of the |.R.E” 


puts your product 
promotion monthly 
before the “thinking and 
doing” engineers in the 
fabulous, fast-moving 
radio-electronic industry. 
Circulation 38,945 (ABC) 





IRE DIRECTORY 


provides 35,000 
engineers educated to 
buy and specify with 
your detailed product 
data for ready reference 
all year long. 





RADIO 
ENGINEERING SHOW 


... the eye-opening event 
of each radio-electronic 
year...where over 

40,000 engineers come 
to you for all that’s new. 


For complete facts, 
ask IRE about all 3! 









Engineers are educated 
to specify and buy. 


The Institute of Radio Engineers 


Adv. Dept. 

1475 Broadway 
New York 36, N. Y. 
BRyant 9-7550 





copy chasers 


Visual magnetism and wallop 


feature award winning ads 


Copy Chasers pinpoint the good factors in crop of winners 


™ OVER THE YEARS, it has been pretty 
well established that any advertising 
competition for which the Copy 
Chasers did not draw up the rules 
and did not do the actual judging 
was not a well-conducted contest. 

At least, our subsequent com- 
ments have intended to establish the 
fact. 

This, of course, is not a happy 
situation, and no less happy for ad- 
vertising in general than for the 
Copy Chasers in particular. Last 
year, for example, if we had not 
been hiding behind a large clump of 
anonymity, we’d have been in con- 
siderable peril at the hands of some 
winners of various competitions 
whose feelings we had offended by 


Another new member of the 1-50 family 
7 REASONS WHY THIS 


NEW GE METER™ 


WILL LOWER YOUR METERING COSTS 











expressing our outrage at their 
awards. 

So, with that much history behind 
us (and us behind that same clump 
of anonymity), let’s get to the busi- 
ness of the 1955 competitions and see 
how many feelings get hurt. Of the 
several competitions to be discussed, 
we happened to be judges of none. 


ABP. . Industrial 

The Associated Business Publica- 
tions’ competition among advertis- 
ers in “Industrial, Institutional and 
Professional Publications” was 
judged by 18 individuals . . includ- 
ing agency people, advertising man- 
agers, engineers, researchers and 
one purchasing agent. 


OK 


as inserted 





me, 


The six 

follows: 
» Pittsburgh Corning for “Advertis- 
ing of Construction Materials.” The 
ad reproduced in the awards book- 
let has a rather conventional layout 
(see p. 120): top half devoted to 
three illustrative elements, one a 
large one; headline quoting a chief 
engineer as being pleased with P-C’s 
Foamglas; three column text; sig- 
nature running across the bottom. 

It’s a fine ad. The big picture . . 
the interior of an ice cream harden- 
ing room . . has plenty of John De 
Wolf's “visual magnetism.” 

Copy is almost entirely a quote 
from the dairy’s chief engineer . . 
glowing, but factual. Only fault we 
can find with this ad is the para- 
graph length. Paragraphs that long 
make reading a chore. 

Altogether, though, an extremely 
competent job . . fairly high in at- 
tention value, extremely high in 
message content, absolutely free 
from addiness. 

Layout is by E. H. SPAHR, Ketchum, 
MacLeod & Grove, Pittsburgh. 


“first awards” were as 


» M. B. Skinner in “Advertising of 


Continued on page 146 
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General Electric . . a smasher . . International Silk . . business publication advertising? “visual magnetism” (for 


larger reproductions of these ads see pp. 116 and 120) 
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why your company’s catalog procedure is management's business 


Needs for your type of product spring up daily all over the country at unexpected times and in places 
where your salesmen are not immediately on the spot. At such times your catalog is the one instrument 
that buyers can use to identify your product as one which may suit their requirements. A marketing-minded 
management will ask two all-important questions: [1] Is our catalog designed for the buying action we 


want? [2] Is our catalog distributed for maximum use by all our good potential customers? 








seamless flexible metal hose 





Is our catalog designed for the buying action we want? Sweet's will design your catalog to get the 


buying action you want—invitations for your representatives to call, requests for more 


specific engineering and application data, or specifications for your product. 


eg ene pn ope ten pee 






Is our catalog distributed for maximum use? The Sweet’s method will get your catalog 


where you want it to be and keep it on the job—give you selective coverage of all good potential customers, 


eliminate wasteful distribution, and give you the tremendous advantage of being on the spot 


during preliminary stages of buying when buyers start their quest for a supplier. 








Six Sweet’s Catalog Files [Product Design, Plant Engineering, Machine Tool, Industrial Construction, Archi- 
tectural, Light Construction] sent annually to key buying factors in each of these markets, give you the 
opportunity for specialization in the design of your catalogs, and selectivity in their distribution—also 
the assurance that your catalogs will be kept and used whenever information on your product is needed. 
If you’d like more information, call our office in Atlanta, Boston, Buffalo, Chicago, Cincinnati, Cleveland, 
Dallas, Detroit, Los Angeles, New York, Philadelphia, Pittsburgh, St. Louis, San Francisco—Sweet’s Cata- 
log Service [a division of F. W. Dodge Corporation). 





“50 years of service to industry” | 














Copy Chasers . . resins on p.14 





és ** \ Here’s photographic proof ! 


“J | \ Towels come out 
nearly twice as fluffy when 
you add new Velva-Soft 
to your final rinse! 


—y 


fs © mew Armour discovery! Gives every 
febra you wosh notre! or synthenc o 
burwriows soft finish never before possible 











Mor! thoy coupe 2 pour miterbome See you oF Booth Me 309 at the Ationto Convention 








Armour .. 


Maintenance and Service Equip- 
ment, Parts and Materials.” Here is 
a real smasher . . a poster ad com- 
posed of a huge picture of a clamp 
used for mains, a headline which 
says, “Repair Broken Mains in 15 
Minutes!”, and a small piece of copy. 

This ad, we think, does all that 
you'd expect it to do. The picture is 
a stopper, the headline tells the story 
fast and as dramatically as you'd 
want, and the copy directs the read- 
er to a catalog if he wants to know 
more. Detail sacrificed for wallop . . 
and justifiably. 

Layout: ROY THOMPSON, Jones & 
Taylor and Associates, South Bend, 
Ind. 

One of these ads is reproduced 
on page 117. 


» General Electric for “Advertising 
of Operating Machinery and Equip- 
ment.” This is a four-pager on a 
new meter. Cover is pretty plain: a 
little whirligig design, “1-50 Meter 
Family” (which may mean some- 
thing to the reader), and the legend 
“Designed to lower your metering 
costs.” This last is all right, but 
needs to be demonstrated. 

Inside spread demonstrates. Seven 
picture-caption units, arranged in 
popular “modular” style, describes 
“7 Reasons Why This New GE 
Meter Will Lower Your Operating 
Costs.” (See p. 120) 
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intelligent, imaginative promotion (for larger reproduction of ad see p. 64) 


Nothing remarkable . . but clean. 

Layout is by FRED N. GROBE of the 
GE advertising and sales promotion 
department, Schenectady, N. Y. 


» Alcoa Aluminum for “Advertising 
of Primary and Process Materials.” 
This is a really fine ad. Granted, the 
subject matter is dramatic, but the 
ad men missed no bets. (See p. 117.) 

It's a spread dominated by a 
hunter whamming away at a road 
sign. Headline is: “Target practice 
was death on signs until engineers 
tried Alcoa Aluminum.” A nice trick 
is the placement of the words “death 
on sight” against the hunter’s jacket, 
the words standing out in reverse. 

Headline tells the whole story. In 
fact, it tells much more than the 
story of the signs; the reader can 
imagine other applications where 
Alcoa Aluminum can stand up under 
punishment. 


» International Silk Association for 
“Advertising of Public Relations and 
Services.” We don’t consider this ad 
at all distinguished. (See p. 116.) We 
feel sure we've seen it hundreds of 
times before. 

Fashion drawing; a_ typically 
breathless “fashion” headline: “Silk 

. exciting new fashion experience 
for America’s younger generation.” 
Copy more lyrical than anything 
else. 





This ad, with a few words 
changed, would be fine for the 
fashion magazines. We'd guess the 
store buyers need more than atmos- 
phere. 


Putman Award 

Armour & Co.’s Industrial Soap 
Division took a laundry product 
that was eligible for abandonment, 
changed its name, offered the laun- 
dries a promotional package, sold 
(in a year’s time) 3,000 laundries 
not previously using that type of 
product, increased sales volume to 
over 920% of previous quota, and 
won the $2,500 Putman Award. 

We suspect that this success can 
be attributed to the kits supplied 
laundries for sales training, dem- 
onstration and promotion and also 
to some walloping good ads in laun- 
dry trade magazines . . but mostly 
to the kits because the product had 
(presumably) been promoted before, 
with no luck. 

This observation takes nothing 
away from the quality of the ads. . 
but we wonder why the kit was 
relegated to last paragraph and cou- 
pon. 

Later ads in the series do this. . 
telling about truck banners, wall 
posters, direct mail, radio and TV 
scripts, mats, etc. . . but they’re not 
so good, technically, as the one we 
just described. Just shows, though, 
what intelligent and imaginative 
promotion can do for a product. 


NIAA Toppers 

» Selas Corp. of America for “Intro- 
ducing a New Product Small 
Budget.” The introductory ad makes 
no mention of this being a new de- 
velopment . . in fact, it describes a 
single application . . and the invita- 
tion to inquire was confined to a 
single mention in the last sentence 
of the copy. 

This does not mean to say the ads 
are not good. Layouts are a little 
on the clumsy side, but the head- 
lines are promising and the copy 
solid with information. (See p. 76.) 


» DuPont for “Introducing a New 
Product Large Budget.” This 


campaign boasts a 1,500-per-month 
Continued on page 150 
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ON-THE-SPOT SALESMAN 


18,000 STRONG 


HP & AC's 
January 1956 
DITg=Xo Ke) a, 
Number 





Heating, Piping, hit acaiiainn Market 


When engineers and contrac- 
tors look for sources of supply, 
here’s where they go. 


Want proof? A survey estab- 
lished that 9 out of every 10 of 
our subscribers (all paid—ABC) 
use this January Directory 
Number when specifying and 
purchasing. In a great many 
cases, it’s referred to every 
week. 


What’s in it for THEM? Plenty. 


An alphabetical listing of all 
the products used in industrial 
and large building heating, pip- 
ing and air conditioning. Names 
and addresses of all the manu- 
facturers of these products. A 
listing of all known trade names. 


A convenient guide indicating 
the various products advertised 
in this issue and the manufac- 
turers’ names. And, of course, 
the normal editorial content of 
a regular issue. 


Field-specialized and kept 
completely up-to-date, our Di- 
rectory Number for 21 years has 
been the accepted Buyers’ Guide, 
the only authoritative reference 
work of its kind available to 
your prospects and customers. 


What’s in it for YOU? Again, 
plenty. 

Here’s an unmatched oppor- 
tunity to keep your product 


story before potential buyers all 
year long. Throughout 1956 over 


18,000 dog eared, well-thumbed 
copies will serve on your sales 
force. 


At trifling cost, too. Regular 
space rates apply. This is not 
a 13th issue or an extra-cost 
number. It’s the regular Janu- 
ary issue. To capitalize most 
fully, plan now to present com- 
plete buying information. The 
increasing use of spreads, in- 
serts, and multiple pages by 
other advertisers points the way 
to an advertising investment 
sure to pay off handsomely. 

Reserve space now to assure 
the most favorable position, or 
write today for any additional 
information. 


CU ee 


@ AiR CONDITIONING HEADQUARTERS GQ 


NEW YORK: 1734 Grand Central Terminal CLEVELAND: 737 National City Bank Bidg. 


LOS ANGELES: 672 S. lafayette Park Place ° 
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FACTORY staff members study production methods at large ordnance plant 









HOW CAN ANY PUBLICATION keep up-to-date with the explosive 
changes taking place in American manufacturing? FACTORY’s method 
is to have enough editors . . . four times as many as any comparable 
publication . . . and to see to it that these editors have had practical plant 
operating experience in responsible positions in important manufacturing 
companies. 

By doing that, FACTORY insures that editors can spend plenty of 
time in the plant, keeping in close touch with plant operating thinking, 
problems, and needs. Result? An authority for FACTORY ’s editorial 
content that Plant Operating men recognize. 

And that’s another reason why more men in the Plant Operating 
Group pay toread FACTORY than any other industrial magazine. 
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built to im Plant It’s obvious, therefore, that the Plant Operating 
Manufacturing plants are prove Operation. It’s 


PLANT OPERATING MEN AREN’T HIRED 
TO BUY THINGS... they’re hired to solve 
problems. They get into the buying of equipment 
because it helps them solve problems. But be- 
cause you don’t know where the problem will 
arise, you don’t know which Plant Operating 
Men will be involved. 

To insure sales success, you must get your 
message to the whole Plant Operating Group . 
the men known to salesmen and the men sales- 
men can’t get to see. Yet many industrial maga- 
zines reach only the men known to salesmen. 


A McGraw-Hill Publication 330 West 42nd Street, New York 36, New York 


what goes into the 


FACTORY . .. by concentrating all its efforts 
on serving the Plant Operating Group .. . de- 
livers more plant operating readership than any 
other industrial magazine. And it gets behind the 
“sales iron curtain” to deliver coverage of the 
men salesmen can’t see and sell. 

And that’s another reason why advertisers in- 
vest more in advertising in FACTORY than in 
any other monthly industrial magazine. 
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Here's another example of the outstanding improve 
ments now possible with Du Pont “Mylar” polyester 
film —switchboard wire made by Stromberg-Carisor 
‘The company reports that “Mylar,” one-half the thick- 
nese but twice the tensile strength of the material for- 
meriy used, increases the production rate of the switch 
board wire insulating machines up to 46 And the 
superior insulating properties of “Mylar.” along with 
its physical properties, give many other important ad- 
vantages 

For example. Stromberg-Carison tests show » three- 
to-one improvement, after humidity exposure, for the 
imation made with Du Pont “Mylar.” What's more, 
“Mylar” is tough, flexible, heat-stable, has good aging 


SETTee TewwGs FOR SETTER Levine 
THROUGH CHEmISTEY 


Stromberg-Carlson uses new Du Pont MYLAR’ to 
increase Switchboard wire production rate 46% 





Unusual properties of “Mylar” make possible improved insulation 





qualities and it reduces the outside diameter of 
finished wire by approximately 5 mila 

HOW CAN YOU MAKE YOUR PRODUCT 

BETTER WITH “MYLAR”? 

New Du Pont “Mylar,” used ri 
with other materials, may well « 
for improving your own prod 
age diel of 4,000 












Please mend me sarople sod farther inforroation on 
pul yenier filen 

















inquiry average (sources not stated 
that is, whether magazine ads, 
publicity, direct mail or what-not). 

The headlines suffer from a severe 
case of adjectivitus, but the layouts 
are fine, the pictures great, and the 
copy sound. 

Two campaigns are represented in 
this entry. One describes examples 
of “Mylar” applications. One ad has 
a closeup of “Mylar” insulation 
around switchboard wires . . not an 
interesting subject, but the photo 
comes off fine. Copy is loaded with 
facts. (See ad above.) 

Industrial advertising at its best. 


» Carboloy Department of General 
Electric Company for “Creating 
Brand Preference .. Large Budget.” 
This campaign is in the forefront of 
the battle to control the No. 1 spot 
in cemented carbides for steel-cut- 
ting. 
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ood photo of dull subject 


The introduction of Series 300 
carbides gave Carboloy something 
different to talk about in a field 
where competitive products were 
pretty much alike. Publication ad- 
vertising included 4-page, 2-page 
and 1-page ads, all straightforward 
presentation on one or more appli- 
cations. 

Many advertising people wouldn’t 
go into raptures over Carboloy ad- 
vertising there’s nothing fancy 
about it . . but we think it’s great. 
(See p. 100.) 

Layout artist is WILLIAM BROWN, 
former art director, Brook, Smith, 
French & Dorrance, Detroit. BSF&D 
copywriter is ALLAN B. CLAMAGE. 


» George W. Borg Corp. for “Creat- 
ing Demand for a Basic Material . . 
Small Budget.” 

Most advertising that gets close to 
fashion gets pretty cute, in our opin- 


ion, but we think the Borg layout is 
fine. (See p. 102.) Idea, of course, is 
to sell the merchant on the sales 
value of Borg linings and trim on 
outerwear garments; retailer accept- 
ance is, of course, merchandised 
back to the garment manufacturer. 

The layout is an eye-catcher and 
holds together beautifully. Artist is 
CLAUDE SALISBURY, art director, E. R. 
Hollingsworth & Associates, Rock- 
ford, Il. 


p Patent Scaffolding Co. for “Pro- 
moting Related Product Line 
Small Budget.” We've told you about 
this series before. Editorial style . . 
pictures, captions, small logo . . it 
gets sensational Readex scores. 

It’s interesting to note the obser- 
vation made by the entrant that 
while the 1953 series which “em- 
ployed the usual amount of art 
work, reverse, drawings, Ben Days, 
etc.” got Readex scores ranging 
from 13-29%, the 1954 photo-caption 
ads scored up to 61%. “Three times 
during 1954, Patent Scaffolding Co. 
ads had the highest score in the 
issue . . six times the highest score 
in its product classification.” 

We suggest you compare the 1954 
ad, appearing on p. 84, with the 1953 
ad on p. 152. Shows what good 
photos and news-type captions can 
do. The reading ratio is 61 to 13. 

Layout is by LEONARD CHESTER and 
copywriter is JAMES CRASSWELLER, 
both of Glenn, Jordan, Stoetzel, 
Chicago. 


» E. D. Bullard Co. for “Acquaint- 
ing Market with Qualifications as 
Supply Source Small Budget.” 
This small advertiser (a manufac- 
turer of safety equipment) has done 
an excellent job of combining a 
product approach with an institu- 
tional approach. Each of the 2/3 
page ads talks one product, but run- 
ning two at a time with editorial 
between produced the effects of a 
big company and product diversifi- 
cation. 

Modular layouts with good black- 
and-white contrast, good photog- 
raphy, a rather stark headline treat- 
ment, and an unusual (but digni- 
fied) type selection give the cam- 
paign plenty of distinction. (See p. 
96.) 

We also like the special insert. 

Continued on page 152 
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we MLEEN-STIK ii 


for YOUR labeling operation 





KLEEN-STIK 


Label Dispensers can cut your 
labeling costs in half! 

Automatic models feed up to 2700 
labels per hour ... hand or foot 
operated! Whether you use individual 
split-back labels or require production 
line dispensing, it will pay you to in- 
vestigate this time -and-money-saving 
method. 

Ask your label printer for full infor- 
mation and demonstration. 


KLEEN-STIK PRODUCTS, INC. 


7300 WEST WILSON AVENUE 


Pioneers in Pressure Sensitives for Advertising and La 





Self-sticking KLEEN-STIK labels speed production and increase 
efficiency in practically every labeling application. Simple to 
apply—just separate label from protective covering and press 
in place... no wetting or heating . . . no waste of time. Even on 
hard-to-label materials—plastic, metal, glass, wood, etc.—they 
stick tight . . . won’t pop off or pucker. And KLEEN-STIK 
meets your need for removable labels on modern re-usable 
packages. 

As specialists in pressure-sensitive adhesives, our expert technical 
staff can engineer a KLEEN-STIK label to meet your specific 
requirements. The actual printing is done by your regular label 
printer—also a specialist in Ais field. 


For your next product or package label, order KLEEN-STIPY 
from your regular label printer. 








e CHICAGO 31, IL 
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Through every stage of your jobs, 
Patent Scaffolding Co. can supply the 
right type of modern scaffold. You can 
buy—or rent—exactly what you need 
for any job, large or small, from one 
source. Complete stocks throughout 
the country mean quick deliveries and 
no job delays! 

This isn't empty talk. It's based on 
fact —the fact that “Gold Medal” «, 


“Trouble Saver’®, and “TubeLox”’ x 


THE — Cearrouine CO. inc 


38-21 12th Street, Dept. 00, Long Island City 1, N.Y 
West Coes! 693! Stentor os Angeles |, Calif. 


nd Ave. bi 





when it comes to SCAFFOLDING come to 


Why? Because PS is the only complete source of every 
type of scaffolding to match ALL your requirements 


Scaffolding are delivering the goods 
for progressive contractors . . . from 
smallest to largest. Look at it this way 
PS has the only complete line. So, why 
waste time and money “hunting? 

Save instead, by writing today for full 
information. And, when it comes to 


scaffolding . . . come to PS 


Buy tt..or Rent if! 


PS offers a national service available locally. See 
the “yellow pages” of your ‘phone book for the 
mearest PS Co. office or 


“Gold Medal” Scaffolds 


representative handling 








Patent Scaffolding .. 


Front is a full-color testimonial to 
the safety engineer; on the back, 
Bullard answers three questions 
such as an engineer might have 
asked. 

Copy underneath tells what Bul- 
lard did about it. 

Copywriter is DAVID J. MCDONALD 
and layout artist is victor LEE, both 
of Wank, Lougee, McDonald & Lee, 
San Francisco. 


» New York Belting and Packing 
Co. for “Creating Good Will 
Small Budget.” We recall a fine ad 
of this company winning a prize last 
year, but we don’t think much of the 
campaign that won a Topper this 
year. 

Purpose is to inspire confidence 
on the part of the industrial buyers 
in New York Belting and Packing 
distributors, but what the campaign 
does is inspire confidence on the 
part of New York Belting and Pack- 
ing distributors, who undoubtedly 
appreciate the plug, in New York 
Belting and Packing. (See p. 69). 
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1953 . . Readex 


was low 


When New York Belting and 
Packing drops the “love our dealers” 
pitch and tells about some inter- 
esting examples of hose and belt 
applications . . “Another Casualty 
That Couldn’t Have Happened with 
Hy-Test Steam Hose” (an ambu- 
lance case) and “Shhh! Atoms at 
Work” (Gilmer timing bells on the 
Nautilus) . . the art director plays 
it straight and copy is interesting. 


» DuPont for “Creating Good Will 
. . Large Budget.” This fine cam- 
paign, aimed at students in high 
schools and colleges, uses a number 
of themes: (See pag 108.) 

1. “Science in Action” . . picture 
stories of applications of science plus 
a column called “Questions Students 
Ask About DuPont.” 

2. A quiz program, with DuPont 
and its products gracefully brought 
into the answers. 

3. “DuPont Digest” . . a recruiting 
campaign describing various types 
of jobs at DuPont. 

4. A sort of two-way interview 


program in which a student asks a 
question like “What are my chances 
for advancement in a big firm like 
DuPont?” and the answer is given, 
first person, by some one in DuPont 
who found the chances were good. 

A great idea . . with really “inter- 
view” type copy written by wiLL1Am 
D. MOGERMAN, Batten, Barton, Dur- 
stine & Osborn, New York. 


» American Tractor Corp. for “Ad- 
vertising to Middle Men .. Small 
Budget.” We don’t feel that the 
technique used in the magazine ad- 
vertising did justice to the merchan- 
dising idea . . a big traveling show 
of farm equipment, called “Tractor- 
ama.” (See p. 94.) 

The ad tries to tell too much in 
no particular order; you have to 
search the small type to find an ex- 
planation of the unbelievable figure 
in “See Your Future at the $10,000,- 
000 ‘Tractorama’,” and a rather ugly 
yellow undertone takes all the edge 
off what should have been an ex- 
citing presentation. 


» Lewis-Shepard for “Developing 
Inquiries . . Small Budget.” “10% 
more in ’54” was the inquiry goal of 
Lewis-Shepard advertising, and its 
final score was “72% more.” 

Rather than describe this cam- 
paign, we'd like you to compare two 
ads and ask you to guess which 
pulled the most inquiries for the 
Lewis-Shepard “Try-a-Truck” Plan 
which “makes any Standard Lewis- 
Shepard truck available to you for 
a free try-out in your plant . . for 
3 days or longer handling your unit 
loads under your operating condi- 
tions.” 

One ad appears on p. 75. The 
other is reproduced on p. 154. 
Which one did better . . the one with 
four scenes or the one with four 
trucks? 


» Fetter Printing Co. for “Small 
Space Advertising . . Small Bud- 
get.” Well, the judges may have 
liked these ads, perhaps because they 
are unusual, but we found them 
very hard to take. (See p. 81.) 

All ads use the same “off beat” 
style of layout, and ail headlines 
run about like this: “Did you hear 
that Fetter designed and litho- 
graphed this new Cummins book?” 

Continued on page 154 
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Commissioner of Public Works Watson and Street Commissioner Switzer inspect sewer cleaning equipment. 


Quatity Counts Waen Huntineton Seteets 
MUNICIPAL EQuipMENT 


Does a city always have to accept the “lowest bid’? Not in most 
states, and the Huntington, Indiana (pop. 15,079) story is evidence. 


When Commissioner of Public Works Gordon L. Watson needs 
equipment, his purchasing recommendations have to be approved 
by a board consisting of the Mayor, City Attorney, and himself. 
Advertisements for bids are published and sent to the manufacturers. 
“The award is made only after a comparative analysis of quality, GORDON lL. WATSON 
durability, and the kind of service the equipment will render,” says 
Commissioner Watson. “Price is considered, of oe ” , eT 
: Commissioner Watson (he’s also City Engi- 
course, but it can never be the only factor. Many ' : 
; 2 neer and Water Works Superintendent) has been 
manufacturers have convinced us of the super- = . 
ey ; : : : a regular reader of THE AMERICAN CITY since 
iority of their products, making a higher price 


Lae : 1933, and he keeps his eyes open for equipment 
well justified.’ I ) I july 


that will prove to be in the taxpayers’ interest. 
Your message about quality will be seen by men 
like Mr. Watson, if you invest your advertising 
dollars in THE AMERICAN City. 


The 
American City 


470 Fourth Avenue, New York 16, N. Y. 


September 1955 /183 





COpy chasers » e begins on p. 143 








Here's how you can participate: 


The new “Try-a-Trock” Piao makes any standard 

Lewis-Shepard Truck available w you for a free try-out 

#0 your own termanal, You can pur the cruck of your choice 

its paces for § days or longer handling year unit 

operacung condstions. You'll leare first 

S$ Master Line Trock—from the Mos Com- 

picte Line of Materials Handling Trucks—<an cut vour 
os improve your production per man-hour 





interested in leasing? 


Blectre com te tensed for es Gesle os $4.27 per dey. Moil the 
coupes te tot 














For full information on the L-S “Try-a-Truck” Plan, write 
to Lewss-Shepard today. Use the coupon for convenience! 


Lr ,/_LEWIS-SHEPARD 
* * 2010-9 Walnut S., Watertown 72, Moss. 


Nhe ARTE” Line 


L-S Announces New 
“Try-a-Truck’’ Plan 


Mew @ Frock Pier 
DLS teasing, Renting ond Finonting torilones 


Sete 








Lewis Shepard. . 
produced on p. 75) 


All headlines are lettered in a 
somewhat cockeyed, arty _ style. 
The main visual element is a sil- 
houette of a detective or professor 
or something. Text is crowded in 
as best it can be. And you never get 
a good look at the piece of printing 
that Fetter is bragging about. 

(In case you are still puzzling 
about the answer to the problem 
posed on p. 152 regarding the two 
Lewis-Shepard ads, the ad with the 
four scenes (p. 75) pulled approxi- 
mately 50% more inquiries per 1,000 
of circulation. This is partly because 
it appeared in five publications, all 
of which key ads and use reader 
service cards. The ad with the four 
trucks appeared in only one publi- 
cation. However, part of the success 
of the former ad was due to the fact 
that it was geared to publications 
which cover industry in general. The 
other was aimed specifically toward 
the motor freight industry.) 
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Which ad pulled more? (Compare with ad re- 


NIDA — SIDA 

Last year we were pretty rough 
on the winners of the competition 
sponsored jointly by the National 
and the Southern Industrial Dis- 
tributors’ Associations. 

Our complaint was along the 
lines that the judges apparently 
picked the winners on the basis of 
pleasing distributors rather than in- 
teresting the purchasers to whom 
the ads were directed. So we climbed 
all over the valentines and offended 
a number of folks who struck back 
at us by saying they knew indus- 
trial distributors but we didn’t. Some 
of the irate letters were printed 
later in INDUSTRIAL MARKETING. 

Well, the last word was provided 
in Bob Aitchison’s column (“Prob- 
lems”) in the July issue. He asked 
a panel of industrial distributors: 


What should manufacturers stress in 


their business paper advertising . . should 


they put stress on trying to sell the prod- 
uct or on trying to sell the advantages of 


distributor service? 


And the unanimous answer was: 
“Sell the product first.” 

Well, despite this, the valentines 
won again, in the 1955 competition. 


» Only L. S. Starrett, among the 
winners, put the plug for the dis- 
tributor where it belongs .. after 
selling the product first. 


» Republic Rubber Division of Lee 
Rubber & Tire Corp. won with a 
direct mail piece showing a pair of 
clasped hands, a list of “12 Ways 
Your Distributor Serves You,” and 
this dreamy copy: 


Some people call him salesman, this 
friendly chap with an order book... 
this local man, provider of the supplies 
you need when you need them. 

He's a salesman all right, but he’s a 
whole lot more! Did you know, for ex- 
ample, that your Industrial Distributor of- 
warehouse facilities 


fers you constant 


without charge? . . 


The inside spread sells the prod- 
uct, but the main pitch is on what 
a great guy the distributor is . . the 
same guy who says “Sell the prod- 
uct first.” 


» Tube Turns won with a series of 
six inserts, one of which has an il- 
lustration of two men at a desk (we 
can’t think of a less interesting il- 
lustrative situation) and a group of 
ghosts behind them and the head- 
line, “To Consolidate Your Pur- 
chases, Use Your Distributor.” 


» Republic Steel won with a series 
of ads urging the market to use the 
“warehousing” facilities of the dis- 
tributor. One ad shows an 1890's 
man at a roll-top desk (“Large Steel 
Pipe Inventories Are Old- 
Fashioned”), another has a_ stock 
photo of a man with a headache 
(“Oh, No! Not out of Steel Bars 
Again’). 

This series seems to make more 
sense than the other, but we think 
all the winning ads are technically 
non-award-winning and the whole 
idea a big mistake, anyway. 


The Copy Chasers 
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You're looking at 2000 Sales Opportunities 


Each dot represents a foundry with plans in the © To better acquaint your salesmen with the 
making for improving plant facilities*. market, we will provide market information 


: ; , and merchandising help. 
Each dot is a prime target for the equipment makers — 


. the materials handling people . . . for any manu- To find out more about FOUNDRY’s PLUS 5 Sales 
facturer with a product that will reduce costs, Development Service and what it will do for you, 
improve the product, or better the working condi- write for the PLUS 5 folder. FOUNDRY, Penton 
tions of a foundry. Bldg., Cleveland 13, Ohio. 


FOUNDRY ’s unique PLUS 5 Sales Development See 1954 Inventory of Foundry Equipment. 
Service will help you get more of the dollars 
being spent. 
G We'll help you check your sales coverage to 
find out whether you are missing worth- 
while prospects. 


. a : i - ; More than a magazine... 
@  Ifimproved distribution is a problem we will aus 
provide you with the names of Foundry Dy 
Supply Houses and Agents. — 











Your salesmen need help in getting your ..a complete sales develinent service 


story across to the 66,000 buying influences. 
FOUNDRY gives you coverage of these key 
men in every worthwhile foundry in 
the industry. ee oe sk 24 Oa 
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How many brands 
does a Civil Engineer carry? 


In a recent survey, 75 civil engineering 
executives of general contracting firms 
listed the brands of construction equip- 
ment they preferred. The questionnaire 
neither coached nor coaxed. In the box on 
the right we have shown the type of 
equipment and the number of brands 
mentioned. It indicates that Givil Engi- 
neers find it necessary to carry many 
brands in mind. This is another reason 
why you'll want to reach and sell the 
38,000 Civil Engineers who monthly read 
CIVIL ENGINEERING. It’s your best 
buy for selling the engineered construc- 
tion markets. 


eeeeseeeveeeeeeeeeoeeeeee eevee eeee eevee ee ee 


Number of Brands Mentioned by 75 Civil Engineers 
in Survey of Equipment Preference 
Equipment Nittemioned Equipment aan 
Shovels Conveyors 
Draglines ; Rollers 
Compressors ; Graders 
Drills . aes eres Aggregate Plants 
Trenchers .... Finishers 
Elevating Graders Vibrators 
Bulldozers ee Be Cranes 
Scrapers - Hoists 
Shovel Loaders ‘nvaseoneeetele Pile Drivers 
Tractors : spi Pumps 
Tractor Wagons ..................... Power Generators 


eeeeeeeeeeeeeeeeeeee8e 


ENGINEERS ARE EDUCATED TO SPECIFY AND BUY 


eeoeoeeeveee ee eeeeee ee ee ee 





AMERICAN 
CIVIL ENGINEERING x 
CIVIL 

ENGINEERS 

The Magazine of Engineered Construction 


THE AMERICAN SOCIETY OF CIVIL ENGINEERS 
33 WEST 39TH STREET, NEW YORK 18, NEW YORK 





MEMBER AUDIT BUREAU OF CIRCULATIONS 
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NIAA ‘new look’ keeps rolling 
along as new facilities aim 
at speeding member service 


™ NEW yorK . . The “new look” at 
NIAA, instituted a year ago with 
changes in personnel and in program 
activity, has now taken a physical 
turn. The association’s new, modern 
headquarters offices, at 271 Madison 
Ave., in the heart of the bustling 
Grand Central Terminal district, 
housing an enlarged staff of ten, has 
about a third more working space 
for headquarters personnel than was 
available at the old command post, 
1776 Broadway. 

A reception room, a conference 
room for small meetings, and sepa- 





supervisor (I. to r.), give moving men an assist. 









Helping Hands... John B. Manning, director of services & information; John C. Free 
man, president; Robert T. Griffiths, assistant to president; and George Mitchell, mail roon 


Look at what’s happening to HQ! 


rate offices for each individual oc- 
cupying an executive post are some 
of the features that are expected 
to make the new quarters most 
productive and efficient in servicing 
NIAA’s 4,500 members. As president 
John C. Freeman puts it: 

“All of us here at NIAA head- 
quarters are excited about our new 
offices and it’s already obvious that, 
in the long run, the move will prove 
to be a profitable one for the asso- 
ciation.” After commenting upon the 
enlarged staff and the private office 
arrangements, Mr. Freeman notes: 

“The other big ‘plus factor’ is that 
of location. We have always wel- 
comed visits by our members when 
they were in New York but it was 





National headquarters * 271 Madison Ave., New York, N. Y. 
David F. Beard, chairman of the board 
John C. Freeman, president 


wt enna inhi eile 





It Never Stops . . John C. Freeman, 
president, keeps in touch with his mem- 
bership through thick and thin. ] 


telephone, he takes a call in new 


quite a chore for them to take time 
to travel to upper Broadway. Now 
that we’re in the convenient Grand 
Central area, we’re looking forward 
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NIAA NCWS 


begins on p. 115 


to seeing more of them. Further- 
more, many meetings we are called 
upon to attend and many people 
we must see are located in this 
neighborhood and we will save con- 
siderable time formerly wasted get- 
ting back and forth to those eastside 
hotels and office buildings. 

“Therefore, while there was a 
strong sentimental attachment to 
‘good old 1776, I must confess we’re 
working better, feeling better, and 
looking better here at our new lo- 
cation.” 

An enlarged mailing room, more 
adequate filing and storage space 
and a spacious, centrally located 
area for clerical and_ secretarial 
workers are expected by NIAA of- 
ficials to be reflected in more prompt 
and more adequate fulfilling of 
membership requests for material. 


Lucas heads New York 
industrial advertising group 
® NEW yorK . . John C. Lucas, ac- 
count executive with Hazard Ad- 
vertising Co., has been elected pres- 
ident of the Industrial Advertisers 
Association of 
New York. 
Mr. Lucas had 
just served a 
term as. first 
vice-president of 
the group. 
Other officers 
elected are: first 
vice-president, 
George Bowen, Robert Gair Co.; 
second vice-president, Arthur L. 
Dowling, M. W. Kellogg Co.; sec- 
retary, C. Gilbert Norton, G. S. Ty- 
son & Co., and treasurer, Maurice J. 
Marion, Sarco Co. 


Lucas 


Alcoa's Weber tells how to 
double sales, win Putman award 
™ cHicaco .. An unusual kind of 
case-history advertising campaign, 
plus vigorous merchandising, gave 
Aluminum Company of America, 
Pittsburgh, a 210% increase in alu- 
minum paint pigment sales in the 
face of a declining market. 

This business publication adver- 
tising campaign won for Alcoa’s 
Ronald E. Weber, an advertising 
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STORAGE MOV 


NEW YORK CITY,N.Y. 


- 


H@ Style Show . . Irene Wright and June McMahon, secretaries, display what the 


well dressed working girl 


section manager, the third place 
Putman award for 1955. Mr. Weber 
described the campaign at a meeting 
of the Chicago Industrial Advertis- 
ers Association. 

One unusual angle to Alcoa’s ads 
was that the case histories were not 
from Alcoa’s customers but from 
the customer’s customers, that is the 
end users of the aluminum paint in 
which Alcoa pigment was used. 

The paint manufacturers, Alcoa’s 
customers, supplied these case his- 
tories, so they had a “personal in- 
terest” in the campaign, Mr. Weber 
said. This interest was heightened 
because each ad contained a credit 
line for the paint 
whose paint was used in the case 
history in the ad. 

Alcoa merchandised 
first showing them to the paint man- 
ufacturer for clearance while the 
ads were still in the layout and copy 
stage. The ads contained coupons, 
which provided sales leads for Al- 
coa’s customers. Ad reprints were 
furnished to customers at cost, and 
the customers ordered more than 
200,000 such reprints. Alcoa pro- 
vided literature on aluminum paint, 
which had space for the customer’s 


manufacturer, 


these ads 


wears on moving day at NIAA headquarters. 


imprint. And Alcoa conducted its 
own direct mail campaign to prin- 
cipal prospects for aluminum paint 
and sent inquiries received to its 
paint manufacturer customers. 
Results of the campaign: 
» One of Alcoa’s customers reported 
“slightly more than 28% of the in- 
quiries forwarded to us have re- 
sulted in sales.” 
» A distributor said, “as a result of 
this campaign we increased our sales 
25%.” 
» And for Alcoa, Mr. Weber re- 
ported, “while the market was drop- 
ping 15% in the first eight months 
of the year (1954), Alcoa’s sales 
rose 210% in the eight 
months.” 


same 


Detroit ad group sponsors 
industrial advertising course 

= peTRoIT . . The Industrial Mar- 
keters of Detroit, again this year, 
are sponsoring a course in industrial 
advertising for men and women al- 
ready in advertising. The course, 
conducted by the University of 
Michigan extension, includes in- 
struction in such things as adver- 
tising copy, production, layout, type- 
setting, engravings and printing. 


Continued opposite page 160 





ADVERTISEMENTS GET 


reater Read prs? 


WITH GREATER FREQUENCY OF INSERTION 











INDEX OF “READ-MOST” SCORES 
BY THE NUMBER OF INSERTIONS USED BY ADVERTISERS 


Based on 706 advertisements in two McGraw-Hill Business Publications for 1952, all on the same seven product groups. 


INDEX OF 
NUMBER OF NUMBER COST PER 
INSERTIONS OF ADS INDEX OF AVERAGE “READ-MOST”* SCORE READER 


1-5 za ae ee 100 100 
6 Pg 
a 6123 82 
2013 3 127 78 


*READERSHIP SCORES used in this analysis are those developed by Daniel Starch and staff through personal inter- 
views of readers. Field interviewers conducted approximately 2,400 readers through the issues page by page 
and asked in each case, ‘Did you read half or more of this advertisement?” 











TO DETERMINE whether there wasarelation- Data Sheet #5210) shows that greater frequency 





ship between frequency of insertion and reader- 
ship scores, McGraw-Hill Research analyzed 
Readership Scores of 706 one-page advertise- 
ments in seven product groups. All adver- 
tisements appeared during one year in two 
McGraw-Hill publications. 


THE RESULTS showed that advertisers who 
used twelve or thirteen insertions per year in 
two monthlies averaged 27% greater readership 
per advertisement and 22% lower cost per 
“‘read-most’”’ reader than those who used one to 
five insertions per year in the same magazines 
on the same products. 


CONCLUSION: This study (summarized in 


of insertion, in itself, appears to build up a 
readership-bonus over and above the excellence 
of any particular advertisement. It does not 
mean that continuity will assure good reader- 
ship of poor ads, but that good advertising will 
get a better readership score the oftener it 
appears. 
x k * 


TO SERVE YOU: McGraw-Hill Research is 
one of the many services maintained by the 
McGraw-Hill organization for its advertisers. 
If you want facts on subjects related to adver- 
tising performance and effectiveness, ask your 
McGraw-Hill man. 


ae 
Mh BE 


McGRAW-HILL same 


McGRAW-HILL PUBLISHING COMPANY, INC. 


App 330 WEST 42nd STREET, NEW YORK 36, N.Y. 


OVER A MILLION MEN IN BUSINESS AND INDUSTRY PAY TO READ McGRAW-HILL PUBLICATIONS 


war “02 BUSINESS 


eae’ 
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WELCOME TOA 





Fess the Hospitality Committee, ready to take 
you in tow at your first NIAA meeting. What’s on for tonight? 
Maybe a round table on direct mail. Or a panel discussion of 
the smartest ways to present an advertising budget. Or a talk 
by a research man to give you ideas on copy techniques. 

You'll rub shoulders—and make friends with—fellow 
advertisers, agency men, representatives of media and the 
graphic arts. That’s because every group with a stake in 
industrial advertising has something to contribute, and 
something to gain, from NIAA. 

How about you—going it alone? You'll go a lot farther, 
faster, when you can draw on the help, experience, and 
friendship of this business-like team. Send that coupon today, 
and get the full story on NIAA. 


NATIONAL INDUSTRIAL 
ADVERTISERS ASSOCIATION 
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IN ADVERTISING! 


The Advertising Man’s Best Buy! 


NIAA ...the largest individual membership 
advertising organization in the world; almost 
4000 people associated with industrial adver- 
tisers, advertising agencies, publications, and 
the graphic arts. Chapters located in 33 cities 
in the U. S. and Canada; memberships-at-large 
available to those who do not live in or near 
chapter cities. 


NIAA continuing programs, at the chapter or 
national level, include: Advertising Awards, 
Budget Survey, Business Paper Readership, 
College Cooperation, Conventions and Exhibits, 
Industrial Advertising Effectiveness, Manage- 
ment Relations, Media Practices, Research 
Planning and Control, Interassociation Relations. 


Get the whole ators | 








National Industrial Advertisers Association 
1776 Broadway, New York 19, N. Y. 


Please send me a copy of the booklet “If You 
Sell to Industry’, describing what NIAA has to 
offer me, plus list of chapter locations. 
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Crelley elected chairman 
of NIAA research institute 


® PRINCETON, N. J... William D. 
Crelley, assistant sales manager, 
Sweets Catalog Service, F. W. 
Dodge Corp., New York, has been 
elected chairman of the board of 
trustees of the NIAA Industrial Ad- 
vertising Institute. 

He succeeds Gene Wedereit, di- 
rector of advertising, National Cyl- 
inder Gas Co., Chicago, who com- 
pleted a two-year term as chairman. 
Mr. Wedereit is a past president of 
NIAA. 

Mr. Crelley is a former vice-pres- 
ident of NIAA. Before joining F. W. 
Dodge, he was advertising manager 
of General Electric X-Ray Corp., 
Milwaukee. 

George Staudt, advertising man- 
ager of Harnischfeger Corp., Mil- 
waukee, and immediate past chair- 
man of NIAA, was elected vice- 
chairman of the institute. 

Other new officers of the institute 
include Maurice J. Phillips, assistant 
to general manager of advertising, 
International Nickel Co., secretary, 
and John C. Spurr, director of re- 
search, McGraw-Hill Publishing 
Co., treasurer. 

The election was held at a meet- 
ing of trustees, who passed a budget 
providing proportionately more 
money for research through a re- 
duction in headquarters overhead 
budget. 

The trustees approved establish- 
ment of project councils to consider 
research in the following areas: 


1. Motivation research techniques 
in industrial advertising. 


2. Coordination of advertising in 
sales and marketing. 


3. Techniques and standards in 
mailed readership studies. 


4. Audience characteristics in ad- 
vertising readership. 


5. Statistical study of copy charac- 
teristics (to be referred to the pres- 
ent council on copy characteristics 
and readership). 






® BS 
Incoming .. New officers of NIAA insti 


6. Grants-in-aid. This council will 
consider awarding two grants-in-aid 
for research on problems in indus- 
trial advertising to be conducted in 
universities and colleges. 


7. Two other 
proved, involving questionnaire sur- 
veys to be conducted by IARI head- 
quarters. 


projects were ap- 


Published findings on three insti- 
tute projects are expected to be 
mailed to subscribers in October. 
They are projects on market evalu- 
ation, under direction of chairman 
Edward Goldsmith; on the adver- 
tising department, directed by 
chairman Arthur Grundy; and ex- 
hibits, directed by chairman Charles 
Scott. 


Tribute .. David F. Beard (left), general 
director of advertising, Reynolds Metal 

presents brief case to Gene Wedereit, 
jlirector of advertising, National Cylinder 
Gas Co., for outstanding service as chair- 
man of NIAA institute for past two years 





Loaded .. To introduce new woodworking saw for industrial, institutional and home 


Cc T 


workshop use, Boice-Crane Co., 


Toledo, sent dealers kit 


packed with 15 promotional tools. 


The kit included envelope stuffer, window decal, plus many other useful tools. 
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Household Appliances... and The First National City Bank of New York 





Push-button servants make 
modern woman queen every day 





Two strong hands were the most use- 
ful ‘‘appliances” known when grand- 
mother began housekeeping. She 
used them for everything from firing 
the stove to sweeping the floor and 
emptying the pan under the icebox. 

Today's homemaker still has work 
to do. But there’s an important dif- 
ference. Now, she can whip up a cake 

.shop in her own refrigerator and 
freezer... cook an entire meal (while 
she’s out for the afternoon). ..com- 
plete a week’s washing and drying 
in a morning...enjoy air condition- 
ing...and perform a host of other 
household miracles—all by pressing 
buttons and flicking switches. 

Many of these housewife-saving 
devices have appeared within the 
last decade. Total sales volume—now 
$7 billion a year—is 5 times that of 


1941. Since then, the number of dif- 
ferent appliances has doubled to 
about 100. This growth resulted 
largely from mass production, far- 
sighted management, and America’s 
consumer-credit system. 

The First National City Bank of 
New York was a pioneer in consumer 
credit. Its Personal Credit Depart- 
ment, serving New York City since 
1928, was the first of any large com- 
mercial bank. This innovation helped 
set standards for fair consumer- 
credit rates and encouraged other 
financial institutions to extend low- 
cost credit to the small borrower. 

Beyond this basic contribution, 
the Bank regularly makes loans 
to appliance manufacturers for cur- 
rent operations and plant expansion, 
and helps finance finished appli- 
ances through every channel of dis- 
tribution. Our 59 Overseas Branches 
—morethanall other American banks 
combined—provide on-the-spot finan- 
cial assistance and information to 


appliance manufacturers seeking 
new marketsand plant locations. This 
complete range of experience and 
service, supplemented by the facili- 
ties of our correspondent banks here 
and abroad, is made available to ap- 
pliance manufacturers through our 
Domestic Division officers who have 
made the industry and its financing 
their major concern. 

You may find us equally helpful, 
whether your activities are national 
or international in scope. For more 
about the advantages of a First 
National City banker relationship, 
write: 

The First National City Bank 

of New York 

55 Wall Street, New York, N. Y. 


Member Federal Deposit Insurance Corporation 


First in World Wide Banking 





, y . ; - . 
Thanks, First National City Bank of New York for permi 
repruut your ad. Thank §, t00, for the message itself a id fo 


presenting these significant facts to the public. 
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IN APPLIANCE MANUFACTURING 
ARE NOTHING COMPARED 
TO WHAT'S 


going to happen 


HUGE GROWTH INDUSTRY 


IN THE NEXT IQ years! 


During the past 10 years, the appliance industry has 
grown with such tremendous speed that even farsighted 
management has been left gasping — but it’s going to 
grow even faster in the next 10 years! 

Not only has dollar volume jumped to a whopping 
$7 billion (5 times what it was in 1941) but more than 
a hundred new kinds of appliances have been developed 
since then! 

There are now 1,442 appliance manufacturing 
plants; by 1965 there will be 25 million more people 
in the United States! All demanding more appliances, 
newer devices and designs. Science will develop them, 
automation will produce them — in one of the most 
phenomenal mass production periods ever experienced. 

Appliance Manufacturer is your ONE way to reach 
all the manufacturers who will be part of this tremen- 
dous growth — the ONE way for you to become a 
growing part of it! 





Get the complete market story ... write today for new Media and Market 
Data File (NIAA sales outline). 


BPA 


APPLIANCE Ly, 
MANUFACTURER ~* 


201 N. Wells Street, Chicago 6, Illinois 
New York ° Cleveland ° Pasadena 





advertising 


in business 


NOTE: 


August/ volume 3.3% (in pages) over 1954 


1955 


volume 
papers 


VY 





The following figures must not be quoted or reproduced without permission. 


1954 Pagechange % change 





Industrial 


Product News (1/9 page units) 


Trade 
Class 
Export 


Total 


22,139 
$410 
2,288 
ss 


33.698 


2,910 


21,218. + 922 
" a... a7 
5,306 + 104 
2,208 + 80 
1045 — 90 
32.635 


Year to Date/volume 0.2 (in pages) over 1954 


1955 


1954 Page change % change 





Industrial 


Product News (1/9 


Trade 
Class 
Export 


Total 


page units) 


Industrial group 


184,882 
~ 25,046 


47,788 


~ 21,484 
8,369. 


287,569 


August pages 
1955 1954 


194,691 + 191 
25.016 + 30 
47,782 + 6 
~ 20,465 

8,956 


286,910 +4 


pages to date 


Advertising volume shows 

first yearly increase 

™ AN INCREASE OF 0.2% (659 pages) 
was shown for the first eight months 
of 1955 over 1954, marking the first 
time this year that the year to date 
total showed a gain. August showed 
a gain of 3.3% (1,063 pages) over 
August, 1954. 

Industrial publications increased 
4.3% (922 pages) for August, and 
0.1% (191 pages) for the year thus 
far. Class publications continued 
their steady increase 3.6% (80 
pages) for the month, and 5.0% 
(1,019 pages) for the first eight 
months of 1955. 

The group of product news pub- 
lications gained 1.6% (47 pages) 
for the month, and 0.1% (30 pages) 
for the year to date. A gain of 2.0% 
(104 pages) was reported for trade 
publications for August, and a slight 
increase of 0.01% (6 pages) for the 
yearly total. Export publications re- 
ported the only decrease 8.6% 
(90 pages) for the month, and 6.6% 
(587 pages) for the first eight months 
of 1955. 

A total of some 295 publications 
are included in the tabulation. 


August pages pages to date 


1955 1954 





Aero Digest 


Aeronautical Engineering Review 


Air Conditioning, Heating 
& Ventilating 


Air Force 
American 
American 
American 
American Cit 


“aN 
can 


Aviation 
Brewer 
Builder 


Y 


(bi-w.) 


34 52 
36 69 


87 
44 
109 
47 
203 
146 
$165 


ow 
Ib’ 
oO 


on 


mM ow O Ww 
DwWOoOn 


ID DOW WW 


“SIN ~ 


Industrial group 


1955 


1954 


1955 


1954 





Combustion 

Commercial Car Journal 
Construction Bulletin 
Construction Digest (bi-w.) 
Constructioneer (bi-w.) 
Construction Equipment 
Construction Methods 
Constructor 
Consulting Engineer 
Construction News Monthly 


& Equi 


50 

172 

'219 

210 

163 

90 

pment 137 


IN wWOOODnI s+ 


ows 
ON®D 
100 


OO» 
CWO WO 


1366 
1594 
1470 
1452 
756 
1253 
555 
321 
669 


Ameri Dyestuff Reporter 
American Gas Journal 20 
American Machinist (bi-w.) 504 
Americar. Printer 47 
Analytical Chemistry 37 
Appliance Manufacturer 48 
Architectural Forum 140 


Contractors & Engineers (93/4,x14) 
(7x10 ad units) 

Dairy Record (w.) 

Design News (semi-mo.) 

Diesel Power 

Diesel Progress (9x12)® 


ow 


1068 
454 
1985 
398 
328 


1 CO 
> dO 
oO 


Ww @® 


bo 
bo 


Architectur 
Arts & Ar 


al Record 
chitecture 


Automotive Industries (semi-mo.) 
Aviation Age 
1 Week 
g Industry (bi-w.) 


xboard 
rewers: 
rick & Cl 


womt 


utane-Pr 
Canner 
Ceramic 
Shemical 
*hemical 
shemical 
Chemical 
Chemical 


}www 


is Transy 


~ 
Containers 


Digest 


ay Record 
rtation 
pane News 


(bi-w.) 
Industry 


& Engineering 


Engineering 


Engineering Pre 


Processing 


Week 


Civil Engineering 


Coal Age 


News (w.) 


jress 
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16 
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57 
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75 
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Distribution Age 
Dixie Contractor’ 
Drilling 
Drug & Cosmetic Industry 
Electric Light & Power 
Electrical Construction 
Electrical Engineering 
Electrical South 

West 
Electrical World (w.) 
Electronic Design 
Electronic Equipment 
Electronics 
Engineering & Mining Journal 
Engineering News-Record (w.) 
Excavating Engineer 


Electrical 


Factory Management & Mnitce. 


Finish 

Fire Engineering 
Fleet Owner 
Food Engineering 
Food Packer 


& Mntce.” 
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325 
1865 
514 

429 
1045 
1088 

254 


664 
1024 
846 
827 
1147 
1172 
614 
415 
687 
3097 
933 
261 
3229 
1234 
2708 
ats 
2072 
475 
413 
1003 
1183 
264 
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Behind the discerning eye of 
Harold Knapp lie 30 years of 
paper mill experience, and 
most of that time’s been spent 
in making one of New York 
and Penn’s many grades easier 
to print and use! 


HAROLD KNAPP EYES PUBLISHERS’ COSTS 


Harold Knapp’s a man who doesn’t ask for 
miracles. He’s well aware that New York and 
Penn Super, the sheet he’s helped develop 
during most of his lifetime, isn’t the answer to 
every magazine publisher’s prayer. But he 
does know that it holds obvious cost-saving 
advantages for hundreds of America’s thou- 
sands of magazines...in fact it has the “feel” 
of some of the most widely-read periodicals 
in the country! 

160,000 tons of New York and Penn Super 
every year —nearly as much as the rest of the 
industry combined — prove Harold Knapp is 
right. Publishers profit when they select this 
strong, bright white, workable sheet that’s so 


easy-on-the-eyes for the reader, yet so eco- 
nomical. They profit, too, from New York 
and Penn’s technical assistance. At their serv- 
ice are specialists who, like Harold Knapp, 
work for the company where Super has been 
the specialité de la maison for 55 years. 

Perhaps you, or a publisher or printer you 
know, can profit realistically from New York 
and Penn’s Super story — which is just one of 
the many grades in New York and Penn’s 
ever-expanding line of quality papers. You 
can get that story—and the name of your 
nearest distributor —by ‘phoning MUrray Hill 
6-6090. Or write New York & Pennsylvania 
Co., 230 Park Ave., New York 17. 


New York and Penn 


Hille and, goer Wlenufacturers 


Super © English Finish © Eggshell © English Finish Litho © Offset * Music * Bond * Tablet © Duplicator * Mimeograph * Drawing © Imitation Press Board © and other specialty grades 





























August pages pages to date August pages pages to date 

Industrial group 1955 1954 1955 1954 Industrial group 1955 1954 1955 1954 
Food Processing —.._______ =e 81 72 669 675 SAE Journal - neeubac 2 Cee 95 874 876 
Foundry 166 163 1529 165) Southern Lumber Journal .. ESS aie 61 63 501 511 
Cop lean 86 79 773 704 Southern Power & Industry — Sica 65 80 551 692 
Gas Age (bi-w.) *60 74 511 605 Steel (w.) : LN es *§546 427 3642 3916 
Heating, Piping & Air Conditioning 158 154 1542 1480 Telephone Engineer (semi-mo.) Siler na 97 834 819 
POND i MN Fite oni ax Cae 153 1622 1312 Telephony +137 139 1194 1178 
Ice Cream Review ~~~... 62 71 649 663 Textile Industries 114 105 1037 1097 
Industrial & Engineering Chemistry 89 98 718 848 Textile World Seamer 140 1318 1440 
Industrial Finishing (41/2x6¥/2) __ 64 67 564 625 Timberman i as 90 844 855 
Industrial Laboratories —___________. 75 92 742 782 Tool Engineer 2, SS 168 1442 1512 
ey, ene re a re 32 55 339 498 Tooling & Production 123 103 1002 890 
Inland Printer Essien 50 §81 543 505 raffic World (w.) : "132 112° 1114-1162 
Interiors — 84 57 687 604 Utilization sie 4) 4] 263 301 
Iron Age (w.) ENS §569 476 4389 4645 Wastes Engineering 23 21 174 163 
ISA Journal — 23 23 187 182 Water & Sewage Works 48 57 591 565 
Leather & Shoes (w.) *68 142 842 853 Waterways Journal (w.) 192 97 780 803 
Lumberman 103 105 979 941 Water Works Engineering 55 51 47] 436 
Machine & Tool Blue Book 5 (4Yax6 Ye) 227 241 1913 2241 Welding Engineer $83 $88 506 472 
Machine Design = 229 234 1922 2016 Western Canner & Packer 28 29 354 370 
Machinery - Be: PS 247 254 2090 2342 Western Construction - 80 91 757 718 
Manufacturers Record 23 30 236 323 Western Industry 87 90 534 603 
Marine Engineering gS erg ae ae 88 87 687 715 Western Machinery & Steel World 118 96 886 928 
Mass Transportation 12 17 156 197 Western Metals 58 65 489 514 
Materials & Methods 151 150 1340 1401 Wood Worker 44 46 356 406 
Mechanical Engineering —-.___ 137 129 1132 1094 Woodworking Digest (4!/2x61/2) 112 139 966 1087 
Mechanization a katate 62 82 598 730 World Oil . §377. §307 1794 1755 
NE ean eS ae Mee a! 70 75 671 679 World Petroleum (9x12) : 47 98 734 __705 
Metal Progress” ———-. $l 147 «31902 «(1407 Total 22,135 21,213 184,882 184,691 
Sn er CN gs 62 72 591 651 
Milk Dealer —. Seer *86 89 809 735 August pages pages to date 
Milk Products Journal - Saas 29 33 247 278 Product News group 1955 1954 1955 1954 
a I | 170 1636 1940 
Mining Engineering - : 47 36 260 257 Volume figures for product news information publications are re- 
Mining World __ 65 55 620 635 ported in 1/9 page units (approx. 314x434") . . not in standard 
Modern Machine Shop (Yax6Ya) - ee 205 229 1893 2276 7x10” pages. 
Modern Metals —_____. = 53 57 524 488 Contractors’ Electrical Equipment 180 184 1384 1352 
Modern Packaging —---=-- 140 135 1297 1372 Electrical Equipment 308 280 2688 2568 
Modern Plastics aaa ———————— —«:178 178 1440 = 1464 Heating & Plumbing Equipment News 124 132 1024 1121 
Modern mines ......_..._..... 18 102 1026 1028 Industrial Equipment News : 676 693 6002 6319 
National Bottlers’ Gazette —_- - 65 69 572 568 Industrial Maintenance & Plant 
National Petroleum News iecgt 142 1150 1145 Operation 181 165 1666 1680 
National Provisioner (w.) "137. 146)—s-:1288_~— 1361 New Equipment Digest 654 672 5500 5768 
National Safety News Se ss sl mm Plastics World : 267 249 2339 2200 
Oil & Gas Journal (w.) —___ *565 966 4739 4927 Product Design & Development x 320 335 2792 2936 
o~ anay — 7 + ~ o Transportation Supply News 200 153 1651 1072 

rganic Finishing aie a ee ee ee ee 
Pacific Builder & Engineer ae 91 89 775 780 Total 2,910 2083 25.046 25,010 
Packaging Parade (93x12) 90 96 743 768 August pages pages to date 
Paper Industry - ~ a. ae ae oe Trade group 1955 1954 1955 1954 
Paper Mill News (w.) ‘ 121 133 1011 1119 
Paper Trade Journal (w.) - 7165 “140 1306 1282 Air Conditioning & Refrigeration 
Petroleum Engineer 193 193 1782 1782 News (w.) (111/2x16) *66 50 514 505 
Petroleum Processing 102 99 741 77 American Artisan 112 122 1011 1078 
Petroleum Refiner 157 161 1543 1510 American Druggist (bi-w.) 7115 108 840 904 
Pipe Line Industry — 56 — 585 — American Lumberman & Building 
Pit & Quarry 134 134 1394 1344 Products Merchandiser (bi-w.) “132 147. 1553 1495 
Plant 38 43 321 336 Boot & Shoe Recorder (semi-mo.) 155 70. 1228 1315 
Plant Engineering 131 130 81153 1165 Building Supply News 186 186 1899 1741 
Plating 69 73 550 536 Chain Store Age.. 
I i 178 189 1470 1628 Administration Edition Combina- 
Power Engineering 72 80 569 698 tions : 23 27 285 277 
Practical Builder 153 116 1496 1423 Druggist Editions ae nd 82 73 640 685 
Printing Magazine — 48 45 503 459 General Merchandise— 
Proceedings of the I. R. : 132 114 1354 1251 Variety Store Editions §238 §226 1049 1040 
Product Engineering 275 259 2371 2488 Grocery Editions 85 59 1007 912 
eS eee ie er eee 111 134 958 1129 Cleaning & Laundry Age (11x15) 31 ~ 275 — 
Production Equipment ee 28 21 239 218 Cleaning Laundry World y 53 52 495 477 
Products Finishing (41/px6/p) eee, 79 87 721 691 Department Store Economist 93 86 748 748 
Progressive Architecture _........... 141 135 2153 11260 Domestic Engineering a 15] 1295 1275 
yg 2, | ea eee 72 74 869 808 Electrical Dealer -... ae 57 42 434 483 
Purchasing 227 201 2004 £1941 Electrical Merchandising (9x12) 148 113 +1436 = =6.1835 
Purchasing News 94 83 786 707 Electrical Wholesaling” 780 78 782 744 
Quick Frozen Foods — 85 73 903 832 Farm Equipment Retailing 74 80 522 496 
Railway Age (w.) — 7141 131 1322 1445 Farm Implement News (semi-mo.) 187 113. 1076" 2332 
Railway Freight Traffic ita 27 24 236 237 Florists’ Review (w.) 7302 308 2918 3114 
Railway Locomotives & Cars 67 63 973 564 Fueloil & Oil Heat ie ee 107 883 891 
Railway Purchases & Stores _. 68 88 784 886 Gas Heat . ar 59 61 432 392 
Railway Signaling & Communications 40 4] 316 333 Geyer's Topics ee ; 56 54 613 579 
Railway Track & Structures ——. 37 47 400 443 Glass Digest ; ; 53 55 449 451 
Roads & Streets 110 86 844 721 Hardware Age (bi-w.) - . 207 210 2696 2868 
Rock Products —— ! 181 7. 2 3i50.. 212 Hardware Retailer 140 125 1574 1450 
Rocky Mountain Construction 184 166 845 733 Hatchery & Feed 29 28 308 308 
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Continued on page 164 








journal 
is read by TOP 


Manufacturing Men 





.. one of them is Joseph E. 
Adams of White Motor Co. 


He is general manager of manufactur- 
ing, with responsibility for all phases of 
producing White trucks . . . vehicle con- 
struction, procurement, planning, material 
control, quality control, and industrial 
relations. 



















In an operation dedicated to the ends 
of long truck life, high performance stand- 
ards, and low maintenance and operating 
costs, Adams’ work is exacting and diffi- 
cult. He must see that the best and most 
advanced’ methods and machinery are 
used, that White's close tolerances are 


met, and that the production staff keeps Joseph E. Adams, General Manager of Manufacturing, 
manufacturing quality equipment. The White Motor Co., Cleveland 1, Ohio 





Adams reads SAE Journal to get from other automotive manufacturing executives 
ideas about how to solve problems in all these areas of his everyday responsibilities. As 
a member of SAE’s Production Activity Committee he contributes his knowledge to a 
group which helps to make SAE Journal the up-to-the-minute, fact-filled magazine that 
appeals to top manufacturing men. 


In automobile and truck companies, in plants that make airplanes, aircraft power- 
plants, diesel engines, road machinery, farm machinery, parts, and accessories — 
everywhere that top manufacturing men are getting ideas and making decisions, SAE 
Journal readers are likely to be a majority of those present. 


PUBLISHED BY SOCIETY OF AUTOMOTIVE ENGINEERS, INC., 29 WEST 39 STREET, NEW YORK 18, NEW YORK 
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August pages pages to date August pages pages to date 
Trade group 1955 1954 1955 1954 Export group 1955 1954 1955 1954 
Heating-Air Conditioning-Sheet American Automobile (overseas 
Metal Contractor oo 64 62 577 573 edition) ; 49 53 520 557 
Hgsiery & Undérwear Review eo 91 559553 American Exporter (2 editions) 104 122 1195 1254 
Hosiery Industry Weekly = S70 §70 457 478 ea E laiuiatrteal 
Implement & Tractor (bi-w.) 115 $178 1236 1282 pager har ipa aaa ae 
Industrial Distribution 153 145 1566 1659 oo 82 31088118) 
Jewelers’ Circular-Keystone 229 254 1077 1158 Automotive World (3 editions) 78 79 607 657 
Journal of Plumbing-Heating-Air Automovil Americano 58 68 607 704 
Conditioning Contractors 70 66 541 567 Caminos y Construccion Pesada 39 39 211 219 
Lingerie Merchandising 55 26 301 311 Farmaceutico 22 31 242 288 
Liquor Store 21 16 215 238 Hacienda (2 editions) 94 99 812 770 
Meter ‘ego na an eo ; 2a SS 
otor g / 5] on tc 7 
Motor Service (434x634) 133 117 1086 945 sapere Renata Re a 
NJ (National Jeweler) (5Y/x7%) 174 158 971 1017 oe ee ae 
Office Appliances 129 126 1307 1360 Ingenieria Internacional Industria 60 71 464 54] 
Photographic Trade News 48 73 661 680 McGraw-Hill Digest — Latin 
Plumbing & Heating Business she) 103 783 833 American Edition 20 26 3s 43 
Plumbing-Heating-Air Conditioning McGraw-Hill Digest — Overseas 
Wholesaler Be 39 52 325 353 Edition : 27 29 49 48 
Progressive Grocer 127 98 1046 947 Petroleo Interamericano 52 434 451 
Southern Automotive Journal 93 92 834 1] Pharmacy International 12 17 137 161 
Southern Building Supplies 93 51 455 415 Revista Aerea Latinoamericana 15 12 114 110 
Southern Hardware 61 7 643 746 Revista Indusirial 18 17 101 125 
Sporting Goods Dealer 163 158 1513 1515 mya tes Se 
Sports Age 33 54 336 490 Spanish Oral Hygiene 
Super Market Merchandising 168 91 963 892 (4 5/16x7 3/16) — US Ue ee 
Variety Store Merchandiser 64 66 601 579 Textiles Panamericanos 37 38 300 327 
Western Farm Equipment 34 33 375 408 World Mining 44 39 41] 416 
Wood Construction & Building Total 955 é 1,045 8,369 "8,956 
Materialist _ 38 38 395 «= 402 The above figures include classified and display advertising. 
Total 5,410 5,306 47,788 47,782 Unless otherwise noted, all publications are monthlies and have 


standard 7x10 inch advertising page. 


August pages pages to date ere segs 
SIncludes special issue 











Class group 1955 1954 1955 1954 7 
Estimated 

Advertising Age (w.) (1034x14) 7250 267 1965 1887 *Two issues 
Advertising Requirements 37 44 386 332 ®Three issues 
American Funeral Director 749 55 462 483 ‘Four issues 
American Motel 44 64 495 526 Five | Hse 
American Restaurant 70 61 672 693 ot ree : : ; 5 tay 
Banking (7x10 3/16) 72 70 595 540 Does not include advertising in special Western section 
Billboard (w.) (1034x153,) 7212 238 1896 1837 
Buildings 22 21 228 183 Diesel Progress . . carries special 7x10 “junior page units’ re- 
Chain Store Age— ported as pages. 

Fountain Restaurant Combinations 17 18 230 195 - . 
College & University Business 34 3] 330 337 ‘Dixie Contractor . . included for the first time this month. 
Dental Surve 7 75 , ; 
Fonaheie & ~ Si Food 4 = i aa Metal Progress . . figures for July, 1954, and 7 mos. total 1954, 
Hospital eect 47 5] 433 469 incorrectly reported. Should have read: July, 1954: 308 pages, 
Hotel Monthly ; 28 35 265 304 including special issue; 7 mos. total 1954: 1260 pages. 
Industrial Marketing 983 3 ere : ' bal ie 
Indus — Marketing aes 99 100 983 983 Traffic World . . 7 mos. total, 1955, incorrectly reported. Should 
Journal of the American Medical i aad OE take 

Association (w.) 308 249 2858 2633 ee 
Medical Economics (41/4x6%) 160 139° 15751452 Scholastic Coach . . not published in July or August. 
Modern Beauty Shop 7 80 621 601 
Modern Hospital 144 140 1278 1254 “What's New in Home Economics . . not published in July or 
Modern Medicine (semi-mo.) (414x634) 282 197 2414 1993 August. 
Nation's Schools 83 87 1004 919 ve 
Oral Hygiene (45/16x7 3/16) 79 86 755 836 *Electrical Construction & Mntce. and Electrical Wholesaling . . 
Scholastic Coach” os a ‘ : figures for July were transposed. Should have read as follows: 
School Executive — School Electrical Construction & Mntce.; July, 1955: 142; July, 1954, 129; 

Equipment News 73 71 915 827 7 mos. 1955: 1095; 7 mos. 1954: 1044. Electrical Wholesaling: 
What's New in Home Economics” ee ; mn July, 1955: 96; July, 1954: 87; 7 mos. 1955: 666; 7 mos. 1954: 703. 

Total 2,288 2,208 21,484 20,465 Both sets of figures are estimated for 1955. 
Media changes . . Building Products . . Hudson, O., has made Offset Duplicator Review . . New York, 
the following appointments: David S. Clark, new rates, effective Sept. 1 for new ac- 

Calvin D. Wood . . former manager of ad- former New England representative, Amer- counts: 
vertising, General Metals Corp., has been ican Builder, has been named Eastern Space ]-time 6-time 12-time 
named manager cf research and service, district manager, and H, F. Smurthwaite, 1 page $182 $153 $140 
McDonald-Thompson, San Francisco pub- former district representative, Chemical 1/2 page 105 85 78 
lishers’ representative. Processing, named central western mgr. 1/4 page 68 92 45 
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how to buy 
advertising 


RESULTS : 


you can measure... 


Is your product and equipment advertising “‘fitted” 
























vA 





for the job it should do? Will it measure up in the only 
way that counts... RESULTS ? 





Here’s what happens when you place an ad in N.E.D., industry’s 


most powerful action-getting publication. It searches out prime 






prospects who are ready to buy. It saves selling time—cuts down costly 
“cold contacts”. And it paves the way for immediate sales action. 


The ink is barely dry on a new N.E.D. data file that shows you “How to Buy 
Results” with your advertising dollars. It pinpoints the many reasons why 
N.E.D. consistently gives you RESULTS you can measure. Write for a copy today. 


A PENTON PUBLICATION 


coe 


1213 W. Third Street 
Cleveland 13, Ohio 
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ideas 


booklets / direct mail 


sales promotion 
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Individualized . . Executives of Burton Browne Advertising personalized memo pads 
aim at subtly pointing up the agency's creativity. 


Bees, keys, pistols and pens 


personalize agency’s memos 


Memo pads that reflect the indi- 
viduality of the persons for whom 
they were designed are being used 
by Burton Browne Advertising, 
Chicago agency. 

President Burton Browne’s mem- 
os are decorated with a_ highly 
stylized drawing of a bee, which Mr. 
Browne has adopted as his personal 
insignia for his initials, “B. B.” 
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An ancient pistol and its powder 
and ball cases were used to decorate 
the memos of James Cody, former 
executive vice-president of the 
agency. (Mr. Cody recently resigned 
to form his own agency.) That sym- 
bol was chosen because of Mr. 
Cody’s last name and its importance 
to the Old West. 

The memo pad of Lynn Wimmer, 


vice-president in charge of public 
relations, is decorated with type- 
writer keys that spell out Mr. Wim- 
mer’s last name. The name is pref- 
aced by the words, “this is,” to 
form the phrase “this is Wimmer,” 
which Mr. Wimmer uses answering 
the telephone. 

Creative director and assistant to 
the president Robert Abbott’s memo 
pad is decorated with a sketch of 
the arm of a penman, writing with 
a quill in a delicate hand: “Du 
Bureau du M. Abbott.” The design- 
er says the memo reflects Mr. Ab- 
bott’s personality. 

Artwork for the memo pads was 
done by Italian Court Art Studios, 
Chicago. 


Product and customer get 
together through ‘facts forum’ 

To bring its customers and its 
products together informally, the 
Apparatus Sales Div. of General 
Electric Co., Schenectady, N. Y., has 
started a new type of promotion, 
which it calls “Facts Forum.” 

The “forum” is essentially a trav- 
eling road show at which customers 
and prospects get a chance to hear 
specialized presentations by GE 
sales engineers and to see a 110- 
foot-long exhibit, which includes 
products made by 14 of the com- 
pany’s apparatus departments. 

GE says the “forum” gives both 
company personnel and customers a 
chance to discuss technical prob- 
lems in the machine tool and metal- 
working industries, which can be 
solved by using electrical apparatus. 
The informal atmosphere lets GE 
men and customers examine the 
mutually interesting products dis- 
played without disturbance. 

The “forum” is scheduled to be- 
gin operations with a swing through 
several Ohio cities. 


= 
Continued on page 170 





55,000 sales contacts 
every month 
exclusively with engineers 
who specity 


electrical equipment! 


The world’s greatest minds in electrical research, 
design and production...the leaders in the industry 
...are receptive to your ideas and products in the 
pages of Electrical Engineering. 


Electrical Engineering is a unique medium in the 
electrical field not only because it commands the 
attention of 55,000 engineers regularly every 
month. It is also the only publication that is edited 
for and written by electrical engineers 
... exclusively! 


When you use the pages of Electrical Engineering 
to advertise your products, you reach the influen- 
tial designers and specifiers your salesmen rarely 
see, In Electrical Engineering you sell by appoint- 
ment only ...to the world’s largest audience of 
electrical engineers! 


Engineers are educated to specify and buy! 


\. 
PUBLISHED EXCLUSIVELY A 
al * Ee @ R | a A a: FOR ELECTRICAL ENGINEERS 


BY THE AMERICAN INSTITUTE 


am N CS | N wl a FR | N GS OF ELECTRICAL ENGINEERS 


SOO FIFTH AVENUE * NEW YORK 36, N. Y. 
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Whatever your sales objective these guideposts point the way to effective 


and economical building market sales . . . 


@ 97% of the total dollar volume of all nonresidential and other heavy 


building reported by F.W. Dodge Corporation is architect-engineer planned“ 


@ There’s an architect involved in 63% of the total dollar volume of all 


houses reported by F. W. Dodge Corporation." 


© The lion’s share of total architect-designed building is in the hands of 
the majority of architects who year after year design both nonresidential 
and residential building including . . . 

* close to one-half of all architect-designed nonresidential building 


* over three-fifths of all architect-designed houses. 
@ One magazine, Architectural Record, delivers your advertising message 
to those architects and engineers who are verifiably responsible for . . . 


* 94% of all architect-designed nonresidential building dollar volume. 


* 73% of all architect-designed residential building dollar volume. 


\ 


() F. W. Dodge Corp. report of “Architect 

and Engineer Planned Work— 1954” 
These valuable aids 
to effective advertising 
and selling are 
available on request 


2) “Analysis of Architect Activity” 

(3) Statewide checks of Architectural Rec- 
ord’s subscriber galleys against architect 
activity as reported by F. W. Dodge Corp. 


(4) Reader preference folder 
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— DO YOU WANT 10 SELL? 





HERE IS WHY. 


One magazine, Architectural Record, offers thriftiest and most 
efficient coverage of those architects and engineers whose steady 
specification of your product means sales in both the nonresidential 


and residential building markets. 


EDITORIAL BALANCE. ‘The Record’s editorial content is continuously 
timed and balanced with the aid of Dodge Reports to be of maximum 
value to architects and engineers in terms of the work actually on 


their boards—nonresidential and residential, small and large. 


EDITORIAL CONCENTRATION. Every editorial page—whether dealing 
with nonresidential or residential buildings (or both)—is edited 
specifically for architects and engineers. And the Record publishes 


more editorial pages than any other magazine in its field. 


UNEQUALED READERSHIP. Architects and engineers have steadily 
voted Architectural Record their preferred magazine in 70 out of 
77 readership studies SPONSORED BY BUILDING PRODUCT 
MANUFACTURERS AND ADVERTISING AGENCIES. 


MORE CIRCULATION WHERE IT IS MOST NEEDED. More architectural 
firms, more consulting engineering firms, more architects and engi- 
neers in commerce and industry will see your advertising message 


in Architectural Record than in any other architectural magazine. 


These are the reasons why, again in 1955, Architectural Record is 
carrying more building product advertising directed to the architect 
and engineer-designed nonresidential and residential building 


market than any other architectural magazine. 


* 
wm Architectural 
‘Workbook of the 
active architect 
and engineer’’ 


119 West 40th Street, New York 18, N.Y. 


CORPORATION 
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Sales promotion ideas . . sexins on p. 16 





Moving Promotion .. Greyvan Lines, Chicago long distance mover, promotes 
customers with a ‘Moving Secretary” folder, containing checklist of things to do before 


and after moving to aid mover and make transfer a smooth operation. Folder includes 


supply 


moted 


Company publication helps 
push trade show participation 

The cover and every other page 
of an external company publication 
put out by Cincinnati Milling Ma- 
chine Co. promotes the company’s 
participation in the Machine Tool 
Show in Chicago, Sept. 6-17. 

The show’s logotype, a design 
which includes name, location and 
date of the show, plus the company’s 
booth number, covers half of the 
publication’s front cover. 

Inside, smaller versions of the 


SKE 


SAVE time and money 





Skilstand . . Skil Corp., Chicago, maker 
of Skilsaws and other portable tools, is 
offering its distributors this island display 
stand that can show up to eight tools. 
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of change of address cards and has pockets for filing bills. Secretary” is pro 
to company executives who have a hand in transferring employes. 


logo appear at the bottom of all 
odd-numbered pages, so that cus- 
tomers and prospects who receive 
the publication can hardy miss not- 
ing the company’s trade show activ- 
ity. 


‘Penciled’ memo merchandises 

Miller's ads to customers 
Customers and prospects of Miller 

Printing Machinery Co., Pittsburgh, 


‘are receiving reprints of the com- 


pany’s ads, each accompanied by a 
clever attention-getting device. 

The device is a memo “From the 
Desk of H. T. Eckhardt” (presum- 
ably the company’s sales manager, 
although the memo doesn’t say). 

Each memo bears what looks like 
a personally penciled note from Mr. 
Eckhardt, calling attention to the 
ad on a new type of press. Actually, 
the “memos” are reproduced in 
quantity but still retain the personal 
touch. 


RCA promotes suppliers 
to promote itself 

Taking an unusual tack in promo- 
tion, Radio Corp. of America, New 
York, has brought out a booklet al- 
most entirely devoted to the com- 
pany’s suppliers. 


The booklet, entitled “Industry’s 
All-American Team,” tells briefly 
RCA’s history and the part the com- 
pany and its products have played 
in the radio, television and elec- 
tronics industries. 

Then the booklet goes on to tell 
about the company’s 7,500 suppliers 
(80% of them small business firms) 
who supply the “mountains of ma- 
terials” used by RCA. 

The booklet includes 10 one-page 
articles, each about a supplier com- 
pany and capsule histories of 18 
other such companies. 


Radioactive dime sparks 
interest in agency’s mailer 

® SENDING A COIN attached to a di- 
rect mail piece is a fairly old device 
for attracting attention. But here’s 
a mail piece with a radioactive coin 
attached. 

It’s appropriate, too . . this radio- 
active dime . . because it announces 
a change of address for Molesworth 
Associates, which is the only public 
relations and advertising agency 
specializing in atomic energy and 
related sciences. 

The agency had a batch of dimes 
exposed to neutron bombardment 
at the Oak Ridge, Tenn., atomic lab- 
oratory, then attached each one to 
the inner fold of its direct mail 
piece. The outer fold, which an- 
nounced, “Here’s a piece of radio- 
active change to point up another 
‘radioactive’ change,” was die cut 
to reveal the dime nestling in a 
metal and plastic case. 

The agency’s new address, inci- 
dentally, is 260 Madison Ave., New 
York 16. ® 





Happy Birthday . . Miniature birth- 
day cakes marking 75th anniversary of 
Hamilton Mfg. Co., Appleton, Wis., were 
sent to dealers to stir their interest in the 
company’s new line of low-price laundry 
equipment. 





35-01 QUEENS BOULEVARD, LONG ISLAND CITY 1, N. Y. 
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Which ad 
attracted 
more readers ? 





Product vs. Product-In-Use 

® THESE TWO steel ads appeared in 
the same issue of Steel. The ad for 
Great Lakes Steel Corp. used an 
artist’s drawing and a photo of the 
product, with the setting cut away. 
The ad for Carpenter Steel Co. used 
a picture of a product in use, Which 
ad attracted more readers? See page 
208. 
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The bumper mount 
and the 
3-lagged stool 


A case history of interest 
to ony menufacturer who user 


Auother example of haw Carpenter 
"Application Enginecring Service 
ds helping industry cnt casts 


To help conte aductitig costs, the manufacturer called 


¥ [arpenter [Toal, Alloy ond Stainless Steels | 


Stevis Through Corrina Rewarch 





Pioneering in Improved Toul, Atiey and Sram 


n 





LOOK INTO THE 


FUTURE-LOOK 


INTO 


PETROLEUM PROCESSING 


tomorrow comes every day... 


b Petrochemicals, the fast 
growing offspring of the world’s 
fastest changing industry, will 
make a tremendous new market 
for all process equipment in 
the next ten years. Write for 
free plant directory and market 
information. 





... in petroleum processing. Planning 
tomorrow’s plant is the everyday 
routine—not just a research and de- 
velopment department function. In 
this industry everyone is a “planner”. 
From the maintenance foreman plan- 
ning the next big “shut-down” to the 
process designers working on an en- 
tirely new “cracker” it is tomorrow’s 
equipment that is important. 

To keep ahead with new fuels and 
lubricants for such fast moving mar- 
kets as automobiles, aircraft, diesel 
locomotives, farm tractors and auto- 
matic home heating and at the same 
time build the petrochemical mate- 
rials for whole new industries like 
plastics, synthetic fibers, detergents, 


farm chemicals and synthetic rubber 
makes PETROLEUM PROCESSING AN 
INDUSTRY CONSTANTLY BUILD- 
ING A NEW PLANT. Three year 
“pay-offs” are common. 

The men who are thinking of to- 
morrow’s new plant or tomorrow’s 
maintenance shut-down are the read- 
ers of Petroleum Processing. They ex- 
pect and get new ideas on processes 
and plant improvements first from 
the editors of Petroleum Processing. 
To get your equipment or material 
into refineries and petrochemical 
plants advertise to the men who are 
thinking of the time when they can 
make use of your product to improve 
the refinery of tomorrow. 


Petroleum 


A McGRAW-HILL 





Processing | 


330 WEST 42ND STREET, NEW YORK 36, N. Y, 
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employe communications 


public relations 


by Robert Newcomb 
and Marg Sammons 


Five big ways to get in trouble 
with office and plant workers 


Secrecy, distrust and get-tough-with-supervisors policy hurts 


® ONE OF THE better known manu- 
facturing concerns, which is cur- 
rently getting its shins bruised at 
the bargaining table, is suddenly 
steeped in what might be termed 
eleventh hour self-analysis. What is 
happening to the company, the offi- 
cials insist to themselves, shouldn’t 
happen to a dog. But it’s happening, 
nevertheless. 

More than a year ago a small 
squad of stalwarts began to gather 
at the union hall down the street to 
give an assist to the master strategy. 
This strategy had something to do 
with the guaranteed annual wage, 
larger and more numerous benefits, 
and a little more per hour in the 
pay envelope. There was no secret 
about the union hall conferences; 
anybody who bothered to read the 
local union’s paper knew what was 
going on. The company had no need 
for a management private eye to 
eavesdrop over the lunch buckets . . 
anyone with two ears knew what the 
conversations covered. 

The company management is now 
acting as though it had been dealt a 
lethal blow in a dark alley. The offi- 
cials describe themselves as the vic- 
tims of a treacherous pact, aimed at 
kicking loose the corporate under- 
pinnings. 

What happened to this company 
is the same thing that has already 
happened to several others, and is 
destined to happen to many, many 
more. The company management 
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over the past few fat and fruitful 
years has dedicated itself solely to 
sales, and now resents the fact that 
the boys in the shop would like a 
hunk of the harvest. If the company 
had spent some of the time and the 
effort on selling its people that it 
has spent selling customers, disaster 
might not be rooted on the doorstep. 


Five Foolhardy Policies . . 
This is where the self-appraisal 
tardily comes in. And this is what 
the tardy self-appraisal has dis- 
closed . . as a fact book in foolhardi- 
ness, it has few equals: 


1. The company has not de- 
veloped employe communications. 
Although every competitor in the 
business issues a journal of size and 
significance for its employes, this 
management has contented itself 
with a fatuous little rag with its 
principal claim to distinction being 
the fact that it has had five editors 
in three years. 


2. The grievance machinery 
squeaks so audibly that it can be 
heard blocks away. The working 
people in the shop have grievance 
procedures recognized by the com- 
pany-union contract, but a shop man 
with a legitimate gripe finds his pro- 
tests pigeon-holed by the manage- 
ment. Occasionally the union is able 
to knock the protest out of its coma 
and get some action. 


Industry’s relations with 
Employes/ Stockholders 
Distributors/Suppliers/ 
Neighbors 





Nw 


3. The supervisors, who should 
know what is going on around the 
place, are glorified messenger boys, 
and this is what they consider them- 
selves. The management subscribes 
to various services which empha- 
size the importance of the supervi- 
sor, but there is no evidence that 
the company thinks the supervisor is 
important. Several shop employes, 
who have been viewed by the man- 
agement as a cut above average, 
have been offered supervisory posts 
but have turned them down, pre- 
ferring to remain with the lesser 
harassments. 


4. The company management has 
erected rigid social barriers between 
the office help and the people in the 
shop. This painful pitting of class 
against class has set the hourly em- 
ployes against the office personnel. 
In turn the office people as a group 
are disposed to look upon the shop 
help as disease carriers with untidy 
fingernails. The only sentiment held 
in common by these hostile groups is 
a hearty dislike for top brass. 


5. The company has maintained a 
haughty silence on questions of sim- 
ple company economics. There is no 
proof that the walls might have 
come tumbling down if the executive 
gismo had shared a few simple facts 
with his people, but he has taken 
the stand from the outset that em- 
ploye curiosity is sinful. 

In this rich earth the seeds of 
discontent are having a field day. 
The foregoing is no imagined case 
history of despair. It’s a flesh-and- 
blood situation today on too many 
industrial fronts. No one can forecast 
the ultimate consequences. 

It will help, however, to find the 
way back to the causes. Of the five 
management deficiencies cited earli- 
er, four can be traced to faulty basic 


Continued on page 176 





Compony's first pg in 


stop 
plumbers. —— need 
successful” S 


eneral exhibits and displays ine. 





2100 N. RACINE AVE. + CHICAGO 14, ILL. 
PHONE: EAstgate 7-0100 


It takes proportionately more effort 
elite Mutole-Me1 411 CoM gto (Mel Milton 
tive exhibit for a single or double 
booth space than for a 30, 40 or Siase-ait 


100 foot booth—one that can ‘i Be ELECTRIC 


compete for attention successfully CAPACITORS 
against the big space exhibit and 
do a sound, result producing job. 
But it can be done—and at mod- 
erate cost. We'll gladly prove it— 


just write or call 
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employe communications . . 
begins on p. 94 


communication and one of them . 
the fourth . . to attitude. Since the 
company management, in its tardy 
review of the events leading up to 
the tragedy, has now determined to 
do something about it, it might be 
helpful to see what the management 
is up to. 


The Long Road to Solution . . 
The management, within the past 
month, has called in the executive 
committee to discover the cause of 
the breach between the top and the 
lower layers of personnel. As a re- 
sult of what it has now admitted to 
itself, the company is launching a 
program of communication . . first, 
personal communication, and, sec- 
ond, written communication. The 
personal or oral communication be- 
gins at the top and moves on through 
supervision to the shop. This nat- 
urally involves setting up regular, 
useful supervisory meetings. 

The supervisors thereafter will 
gather with their own departmental 
employes, probably on a monthly 
dinner basis (with the company lift- 
ing the tab). The company has also 
scheduled a series of “jobholder” 
meetings where the company presi- 
dent is to present to employes a ver- 
bal report on company business. 

A revamped and revitalized em- 
ploye paper is in the immediate 
offing. For the first time the com- 
pany is to have an indoctrination 
manual. The tardy self-analysis dis- 
closed that . . although the company 
had time study and job evaluation 

. no truly descriptive booklet had 
ever been issued on these bewilder- 
ing topics. 

The grievance machinery has been 
partially overhauled, The first step 
here was to examine the reasons for 
the breakdowns, and when it was 
discovered that department heads 
were often responsible for abuses, 
the offenders were told to get their 
complaints answered faster. 

So far, no one in management has 
escaped the spotlight. In the process 
of soul-searching, some of the sub- 
officials were emboldened sufficient- 
ly to tell the head of the company 
that he needed to get off his high 
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horse, This the astonished executive 
has agreed to do. There is as yet no 
evidence that he is playing poker 
on Saturday nights with the boys 
from the shop, but not long ago he 
made a personal appearance at the 
employes’ picnic, and it was his first. 
Those close to the situation hold 
out hope for the future. 

Some of these progressive projects 


are still on the drawing board but 
at least there is a sign of forward 
motion. Unfortunately, since the 
hassle at the bargaining table is in 
process, there isn’t much construct- 
ive work the company can do until 
the new contract is signed. But once 
the heavy seas have subsided, man- 
agement seems determined to pick 
up its neglected oars and row. © 





Communications man of the month.. 


Fred Foy broadcasts the failures 


of management communication 





Fred C. Foy .. 


something to say. 


® Any careful student of publica- 
tions produced by companies for 
employes knows the painful and de- 
vitalizing experience of reading the 
president's editorial For many 
years this journalistic chamber of 
horrors confronted the employe as 
he flipped open the pages of his 
company’s tageblatt, and if he read 
it at all, it was done as a duty. 

Even today many of the presi- 
dential communiques aren’t worth 
the paper they are printed on. They 
are studies in generalities about 
success, or they are pompous essays 
on the specific success of the author, 
or they are fatherly advice on the 
need for keeping fit. 





Be — 





A few months ago there emerged 
on the editorial scene an executive 
author with something to say and 
the courage to say it well, forcibly 
and often. Fred C. Foy, president of 
Koppers Co., Pittsburgh, decided 
that the editorial columns of his 
company’s employe paper, “Koppers 
News,” should be a vigorous and 
specific mouthpiece of management 
opinion. 

While other officials continue to 
shy away from the hot waters of 
union-management controversy, Mr. 
Foy wades right in. He feels that 
the “American way of life” is . . 
or should be . . a whole lot more 
than a platform catchphrase. It needs 
champions willing to talk frankly 
and aggressively, he believes, and 
he is one of them. His editorial 
messages ring with vigor, clarity and 
common sense. 

Some months ago he paired with 
Robert A. Harper, the editor of his 
employes’ paper, in a rough-and- 
ready article on the failures of man- 
agement communication. Published 
in Harvard Business Review, it was 
a jolt to sensitive communicators, 
but it was a haymaker for manage- 
ment. It has stirred many of the 
dormant among management around 
the country, who seem to have found 
in Fred Foy a man to lead the way. 

If you’ve got something to sell, he 
feels, you’ve got to tell the people 
about it. Mr. Foy has free enterprise 
to sell, and he’s a star salesman, & 
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the next best thing to a personal call... 


and every month it reaches 7,500 key buyers 


The editorial matter in Steel Processing is of im- 
mense, practical interest to the operating personnel 
in the forging, pressworking, welding, forming, and 
heat treating industries. It is written in shop lan- 
guage and addressed exclusively to processors of steel. 

These people rely on Steel Processing for monthly 
news and feature stories that keep them informed 
about their industries. And as they seek this in- 
formation, they read and remember your sales 
message as it applies to their individual jobs. 

Steel Processing reaches 7,500 key buying authori- 


ties. No other business paper covers the forging 
industry so completely and so economically. Through 
Steel Processing you reach the important plant 
executives, managers, production managers, general 
and department superintendents, foremen, metal- 
lurgists and purchasing agents. This circulation is 
audited by BPA. 

Find out more about Steel Processing and how it 
can do a thorough yet thrifty selling job for your 
product or service in the vast steel processing market. 
Write or phone: 





STEEL PROCESSING 


Published by Steel Publications, Inc. 
624 Grant Building, Pittsburgh 30, Pa. 
Phone: COurt 1-1214 
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A 


Industrialists tell how and why 





management 


forum 


of their most successful sales drives 


What single industrial sale or sales campaign has been the most memorable or most im- 
portant to you or your company? How did you go about it and what were the factors 


that spelled success? 


Those questions were asked by IM of a variety of top executives. Following is the third 
monthly installment of their answers, aimed at helping you, the marketing man, to “go 


thou and do likewise.” 





By Clyde Williams 
Vice-Pres., Sales 
Marine & Industrial 
Engine Division 
Chrysler Corp. 
Detroit 





® WHAT I AM GOING to say has to do 
not with one sale alone, but with the 
quick opening of an important new 
industrial market. 

One of the interesting features of 
our business adaptability and 
change . . is demonstrated by the 
fact that some 25% of our current 
production is devoted to a type of 
engine that was not even given 
passing consideration ten years ago. 
I am referring to engines built for 
irrigation purposes. 

The story began for us in Lub- 
bock, Tex., where pioneering in 
needed irrigation type equipment 
began to gain momentum shortly 
after World War II. A Plymouth- 
Dodge passenger car and Dodge 
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truck dealer in Lubbock supplied 
the early demand for irrigation 
power with war surplus engines. 
When he found that he had a bo- 
nanza on his hands and a dwindling 
supply of war surplus equipment, he 
contacted us for a franchise. 

It became apparent that irrigation 
would be the source of a vastly ex- 
panding market for our product and 
our engineers set to work immedi- 
ately designing engines for this spe- 
cialized work. The result was a V-8 
engine that delivers an average of 
1,250 gallons of water a minute 
from wells many feet underground. 

Farmers in Texas soon learned 
they could triple or quadruple their 
crop yield by means of irrigation. 
In less than ten years, Texans have 
bought more than 27,000 Chrysler 
irrigation engines. Today, more than 
14% of the state is irrigated. The 
results have been something akin 
to miraculous. For example, during 
that decade Lubbock has advanced 
from 25th place in cotton production 
nationally to second place. 


A monthly discussion, 

in which industry’s top 
executives talk frankly about 
management policies 

dealing with current industrial 
marketing, selling 

and advertising problems 








Another dramatic example of ap- 
plied irrigation is found in the town 
of Plainview, Tex. Ninety acres of 
idle ground surrounding the airport 
was irrigated and planted with al- 
falfa. Proceeds from the six crops 
annually pay all the expenses of the 
airport. 

If it seems that I am preoccupied 
with Texas it is because the Texans 
were the first to take a lusty step 
across the threshold of irrigation 
and thus have been our biggest 
customers for irrigation engines. 
Now, however, the movement is 
spreading across the nation. 

Recently it has been realized that 
irrigation is beneficial, not only to 
arid land, but also to areas of even 
surplus water. Crops flourish when 
given water at precisely the correct 
stages in their growth. In an area of 
heavy rainfall, there often occurs a 
dry period at a time crops need 
water most. 

An increasing amount of irriga- 
tion equipment is being utilized in 
the Mississippi delta country, once 
thought to be an area of surplus 
water, Here the pumps give double 
benefits . . irrigating at the pre- 
cisely correct time and draining off 
water when the ground must be 
hard to support heavy harvesting 
equipment. 

I am certain that irrigation will 
become more extensive and impor- 
tant to farmers in every state in the 
land, which, of course, will mean the 
opening of new sales vistas for our 
corporation. As the tractor has re- 
placed the horse, irrigation is a 
means of replacing the uncertainties 


of weather. 
Continued on page 180 
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GROWING ROOM FOR’ THE 
BUTYL FAMILY Less than three 
years after the original plant was 
started at Longview, Texas, the Texas 
Eastman Company must expand to 
meet increasing demands for theit 
“butyl family’ products. 

New facilities are expected to be in 
operation by late 1955. 

Photograph shown was featured on 
the front cover of SOUTHERN 
POWER and INDUSTRY’S August 
"55 issue. An inside story detailed the 
expansion for Southern and South 
western operating executives and engi 
neers 

Reporting plant news and the solu 
tion of plant problems indigenous to 
the South and Southwest is the par 
ticular forte of S.P.I. one reason 
why this publication enjoys so high 
a readership in the power and indus- 
trial market it serves. 

SOUTHERN POWER and INDUS 
TRY is your basic advertising medium 
for reaching top engineering and op 
erating management in over 10,000 in 
dustrial, utility and large service 
plants of the South and Southwest. 

Advertise in S.P.I. and reach mil- 
lions of dollars of purchasing power 
untouched by national power and in- 
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By Jack T. Welch 
General Manager 
Machine Tool Div. 
Sheffield Corp. 
Dayton, O. 





® I THINK all sales follow a pattern 

. whether you are selling a $10,000 
or $100,000 machine tool or just a 
smaller household appliance. 

This pattern of basic steps should 
be followed if the sale is to be effec- 
tive and warrant repeat business for 
the company: 


e 1. The approach. 


e 2. The engineering survey to se- 
cure information 


e 3. Prove to the customer his need 
and value of the equipment 


e 4. A live demonstration 
e 5. The close of the order. 


Unless these steps are covered in 
one form or another it is rather 
difficult to make a satisfactory sale. 
For example: 

In 1944 we held a machine tool 
show at the Sherman Hotel in Chi- 
cago. A young man, the president 
and owner of a small company ap- 
peared at the show and asked us 
to take the drawing and work piece 
he brought along and demonstrate 
one of our machine tools to him. 

Prior to this time, he had been 
approached by the machine tool dis- 
tributor salesman in his area and 
given an invitation to the showing. 
We made the survey, which in this 
case was rather simple since we 
had the part, the blueprint and the 
man who knew most about it with 
us. 

After securing the information 
from him, we satisfactorily proved 
the machine tool would do his work 
much more rapidly and more ac- 
curately than his present methods. 
He saw the demonstration, was 
convinced of it in his own mind 
and returned to his home in a small 
midwestern town. 

We thought we had an order; 
however, several months passed and 
no order resulted. On a later trip 
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into the territory with the machine 
tool distributor salesman to call on 
another account, we visited this 
small company on our way back. 
The salesman felt it a waste of time 
but we went, anyway. 

By making this call and once more 
discussing with the buyer the points 
that would lead up to better per- 
formance, more accurate parts and 
the resulting savings to his com- 
pany, we received the order. As 
you can see from this illustration, 
the first four points were covered 
in Chicago, but it took the fifth . . 
the follow-up and close portion . . 
before the sale was complete and 
we had the order. 

A second illustration has to do 
with a much larger company. Here 
again, the approach was made by 
the salesman, an engineering sur- 
vey was made to secure the infor- 
mation, and proof of need was made 
evident to the master mechanic. The 
sale was closed there and then and 
an order received. 

The machine tool was shipped to 
the company and in about three 
months we received a letter from the 
president telling us he felt the ma- 
chine was not satisfactory and he 
wanted to return it for full credit. 


After a phone call, arrangements 
were made with them to take our 
demonstrator to their plant to prove 
to them their tools could be pro- 
duced on the machine tool sold to 
them and that it would out-perform 
their previous methods producing 
the savings we had illustrated. Since 


we had the order, the machine paid 


for and shipped, it was good evi- 
dence the sale was made. 


However, because of the lack of 
a live demonstration, shop person- 
nel unfamiliar with later designs 
of machine tools or other reasons, 
either could not or would not pro- 
duce the results the engineering sur- 
vey indicated could be made. But 
once the demonstration was given, 
there was no alternative for the 
operator except to produce satis- 
factory pieces. 


While both of these cases are 
several years old, I particularly 
picked them since both machines are 


still in operation, making money 
for the purchaser. 


By Conde Hamlin 
President 
DeWalt, Inc. 
Lancaster, Pa. 





= soME 30 years ago, the owner- 
operator of a small lumber yard in 
Greensboro, N. C., signed a purchase 
order for the first radial arm-type 
saw ever made and sold. The seller 
was the inventor of this ingenious 
piece of equipment which still bears 
his name, Raymond E, DeWalt. To- 
day, it is difficult to find a lumber 
yard which doesn’t own a radial 
saw. And, of course, our equipment 
is widely used also in just about 
every industry where the cutting of 
wood is a part of every-day opera- 
tion. 

This first sale, then, which intro- 
duced to the world an entirely new 
concept in woodworking versatility 
and accuracy, was surely the most 
important and most memorable in 
the history of the DeWalt firm. 

But to get closer to the present 
situation .. and in some respects 
it’s a case of history repeating itself 
. . I would like to mention a more 
recent development which may well 
change the entire complexion of our 
total sales picture. 

The sale I want to discuss (more 
correctly a series of sales) begins a 
few years back with the increased 
use of metals in structural and or- 
namental building and fabricating 
applications. As the inventor and 
leading producer of the radial arm 
type machine, De-Walt Inc. had for 
years enjoyed an enviable reputa- 
tion in the woodworking industries. 
When blessed with a situation such 
as this, I suppose it was human na- 
ture to tend toward complacency 
insofar as seeking out new markets 
is concerned. We were busy 
sometimes too busy . . meeting the 
demand from a market we already 
had, so why concern ourselves with 
new channels? 

Fortunately, satisfied users of our 
machinery had other ideas. Many 
of the people entering the light 

Continued on page 182 
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Herbert E. Mills, 
Mills Products, Inc., writes: 
“We have now completed our fifth year 
of monthly advertising exclusively in 
finish to toke our story of PERMA-VIEW 
windows to appliance manufacturers. 
“At the end of three years of consistent 
advertising, our sales had increased 400%, 
and we built « new plant. 
“At the end of our fourth year of adver- 
tising our sales had jumped 686% —and 
we were obliged to add to our production 
facilities. 
“Now, following the close of our fifth 
year of advertising in finish, we show 
a gain for the year just completed of 
92% over the previous 12 months. This, 
in turn, shows a total of 1302% gain for 
the past year when compared with the 
year before the start of our advertising 
- campaign. 
“We look forward to the continued sup- 
port of your publication during the comina 
months,” 
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OF ADVERTISING in 


--- jump sales over 


13 times! 


Mills Products’ consistent advertising schedule 


placed exclusively in the magazine of appliance and metal 


manufacturing is directly responsible for sales 


gains over a 5-year period of 1302%. 


Rarely can advertising results be measured as closely as those 
of Mills Products, Incorporated of Walled Lake, Michigan, 
manufacturer of Perma-View windows. Since July 1950, Mills 
has used finish exclusively as an advertising medium. The 


has traveled no field men, contacts being made 


only by factory principals. 


During that time, Mills Products increased sales to 
appliance manufacturers by over 1302%. Business 
has expanded to the point where a new plant was 
built—and production facilities were added to the 
new plant in just one year’s time. 


The Mills Products story is an outstanding ex- 
ample of the sales results that measure the value 
of advertising in finish. It demonstrates the 
reasons why more and more alert advertisers 
are putting finish right at the top of their ad- 
vertising schedules. 


If you sell to appliance and metal products manu- 
facturers, your advertising, too, belongs in 
finish first! 


| RS, reagent 


YORK STREET at PARK AVENUE 
ELMHURST, ILLINOIS 
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PETROLEUM 


EQUIPMENT 





WORLD-WIDE QUARTERLY 
REFERENCE OF THE 
PETROLEUM INDUSTRY 


@ Reaches Men of the 5 Major 
Divisions of the Petroleum Industry 


®@ With 30,000 Additional Readers— 
Attracted by Editorial Service 
and P.E.’s Long Active Life 


The operating men of the five major divi- 
sions of the petroleum industry —producing, 
drilling, pipe lining, natural gasoline, refining 
—make up the audience served by PETROLEUM 
EQUIPMENT. The oil industry’s most influen- 
tial specifying and buying group, these men 
are responsible for the purchase of approxi- 
mately 90% of all petroleum equipment in 
use. Built from lists supplied by the oil com- 
panies themselves, PETROLEUM EQUIPMENT’s 
distribution enables you to reach selected engi- 
neers, superintendents, purchasing agents. 
foremen, tool pushers and drillers. 

PETROLEUM EQUIPMENT presents news 
of products, literature, and personnel in 
a way that invites response. More than 
3,000 certified, quality inquiries are re- 
ceived from every issue — representing 
action from a substantial part of the cir- 
culation. 


30,000 additional readers 


In a 1955 readership survey, domestic 
readers were asked, “How many other of your 
associates read your copy?” Of the 943 usable 
replies received, 719 readers stated that their 
copies were read by others in management, 
subordinate or other groups in their organiza- 
tions. This extra readership gives PETROLEUM 
EQUIPMENT an estimated average of 4.7 
readers per copy—providing its intensive pene- 
tration throughout the petroleum industry . . . 
a “bonus” audience because P.E. rates are 
based on its 12,000 world-wide distribution. 


Send for the 1955Media Data File with circu- 
lation breakdown by major divisions of the 
petroleum industry. 
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metal-processing field for the first 
time had previously worked with 
wood. In these pursuits they had 
used our equipment and had recog- 
nized the advantages inherent in its 
design. Now, in a new business, they 
found themselves handicapped by a 
lack of adequate machinery to meet 
their changing needs. They turned, 
logically, to past experience to fill 
current requirements, And in so 
doing they turned to us for metal 
processing machines. 

Actually, it was discovered that 
with minor adaptations our standard 
line of woodworking tools could be 
used also with aluminum extrusions 
and most other non-ferrous metals. 
Main problems encountered were 
the correct saw blades for the vari- 
ous materials and new automatic 
devices to speed operation, Princi- 
pal advantages were the same ones 
which had built our reputation in 
the wood industries . . greater ca- 
pacity, more versatility, increased 
accuracy, etc. 

With our customers pointing the 
way, we are now re-evaluating the 
entire sales and market picture to 
determine just how extensive these 
new possibilities may be. It looks as 
though changing needs have opened 
rather wide new horizons. And the 
moral, obviously, is this: No matter 
how bright the present picture, look 
to the future. It can be brighter! 

As in the case of that first sale 30 
years ago, we are even now ap- 
proaching a new era in our company 
history. An era which begins with 
just one rather “marginal” sale to a 
new market, and quickly snow-balls 
to potentially immense proportions. 


By C. F. Hotchkiss 
President 

Stow Mfg. Co. 

N. Y. 





Binghamton 


= “IF I WEREN'T patriotic, I'd sell 
out my company, invest my money 
in municipal bonds and go back to 
Louisiana for some catfishing.” 
This is what one disgruntled small 
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manufacturer told the Senate Fi- 
nance Committee during the war in 
1942 when Congress was considering 
amendments to the proposed 1942 
Revenue Act. 

Here at Stow, we realized that 
probably nothing would be done by 
just griping about the law to relieve 
the tax burden on small expanded 
manufacturers like ourselves. Some- 
one would have to sell Congress on 
specific proposals that could be put 
into law. 

They had to be shown just how 
these proposals would affect various 
sizes and types of companies, and 
yet the proposals could not cut the 
total revenue required to any de- 
gree. It was a tough selling job, but 
we realized if somebody did not do 
it, we would probably go bankrupt 
as soon as the war ended, if not be- 
fore. 

We make flexible shafts, which 
are used for transmitting rotary 
power or motion around a curve. 
At that time, we were making large 
numbers of large size flexible shafts 
for the Navy for remotely control- 
ling valves on ships. Our business 
was 99% government contracts. We 
had a backlog of orders equal to 15 
years of normal business, and our 
expected sales for 1942 were 1400% 
over our normal volume. 

In order to expand fast enough to 
meet the demands of the Navy, we 
borrowed all the money we could 
from local banks. When this was 
exhausted, we obtained a loan three 
times as big as our capital from the 
Reconstruction Finance Corp. Terms 
of this loan stipulated that it was to 
be repaid at the rate of 20% of sales 
each month. 

We expected our 1942 net earn- 
ings before taxes to be $400,000. In- 
come and excess profits taxes would 
take 87% of that, leaving us only 
$53,000. Repayment of the R.F.C. 
loan would drain off all our avail- 
able cash, and if the tax bill went 
through in its present form, we 
would have to float a new loan to 
meet our taxes in March. In a firm 
capitalized at $134,000, taxes of 
$347,000 don’t come out of the petty 
cash drawer. 

The Ways and Means Committee 
had overlooked a point in trying to 
boost tax revenue by putting a flat 
90% tax on excess profits. It made 





it impossible for many small corpo- 
rations to meet the debts incurred 
by necessary expansion as their 
loans matured. At the end of the 
war, these companies would wind 
up with their businesses in hock 
and no way of paying back the loans 
contracted to handle war orders. 
This prospect certainly wouldn't 
encourage companies to take on 
government contracts. 

After studying the law thoroughly, 
and the situations of other compa- 


nies in our condition, we decided | 


what was needed was a limit on 
the total normal, surtax, and excess 
profits tax of 70% of net earnings. 
This would not affect the large com- 
panies doing war work or even the 


small companies still doing normal | 


business. It would merely protect 
the small expanded companies whose 
profits were very small during the 
base period of 1936-1939. 

We wrote up a brief with the de- 
tails of our proposal and the history 
of our own operations as an ex- 
ample. I decided to take my assist- 
ant treasurer and a C.P.A. who was 
familiar with our business along to 
back me up and answer any detailed 
questions when we appeared before 
the Senate Finance Committee on 
July 30th. 

The business man who testified 
before I was to appear, was not well 
prepared. When the senators ques- 
tioned him about specific things, he 
became confused and had to admit 
he was not familiar with all the de- 
tails. This made our presentation 
look that much better since we were 
very well prepared. Copies of the 
brief were given to each of the sena- 
tors with various charts included 
to illustrate points, and even some 
of our sales literature. I started out 
by giving a brief history of the com- 
pany and then discussed the prob- 
lems we were encountering by hav- 
ing to expand and pay the high taxes 
at the same time. 

After presenting in detail what 
the new revenue act would do to 
expanded small concerns as well as 
ourselves, one senator asked a lead- 
ing question which was a spring 
board into my sales talk on the 
specific proposals we were making 
to correct the situation. At that point 
where the question was raised, the 
record read as follows: 

Senator Connally . . “You mean 

Continued on page 184 
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for TRANSMISSION & DISTRIBUTION? 


New transmission lines in the 11 Western 
States in 1955 will total 2,614 miles—up 


17.5% from last year! 


New distribution for 1955 will total 


6,924 miles—up 9.5% from last year. 


In ELectricaL WEsT your advertising 
sales messages get to the most power sys- 
tem engineers, operators and manage- 
ment executives in the West. 6,219 utility 
subscribers—double the number you get 
if you use only national publications! 


Selling electrical 
WIRING DEVICES or appliances? 


More than 25% of all new houses are 
built in the 11 Western States. For 1955, 
this means about 300,000 homes valued 
at $2.5 billion. 


In ELectricaL WEsT your advertising 
sales messages will reach all of the lead- 
ing electrical contractors and electrical 
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in these groups. 


Selling anything electrical— 
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Then be sure to read 
S. D. WARREN COMPANY's 
message appearing in 
U.S. NEWS & WORLD REPORT 
for September 9, 


THE SATURDAY EVENING POST 
for September 10 


and BUSINESS WEEK 
for September 17. 


{NG 
>RINT! 
ap PR 

. ANDA 

ss 5 ake 

wp WARREN SS sation 

jers use ©” numan ret 

rss Le@@e” gee ana ™ 
Business rove yopuls 

1 mee imp’ ov . 

Amerie’ tot 


Il for YO" 
Jish these 


-an Se! 
print ca" 5 
o accom : ach 
ton /y eed 
t, | intins 
apse —eereee be 
a? 
getre 


rs 
. inter 
Good Pri \rera- 
use UIE 


et alk in 4 
os volume, * 


pasion 
fymecovet | 


Po emi [ramos 
Ove  v. 
os i ra atures f ee at : ‘ 


Lao 


184 / industrial Marketing 


top management forum 


begins on p. 178 


you have made a net profit of 20%?” 
Mr. Hotchkiss . . “That is right.” 
Senator Connally . . “That is 

pretty fair.” 

Mr. Hotchkiss . . “We are not com- 
plaining about that. As a matter of 
fact 20% is pretty near necessary in 
order to have money to do business 
with and maintain an enormous 
inventory which we are asked to 
maintain.” 

Senator Taft “Is it necessary 
to have a net profit of 20% to pay 
on the loan?” 

Mr. Hotchkiss “That is true. 
We are paying the 20% profits on 
our sales to the R.F.C. during the 
life of the loan. We have got to 
make another loan when this one is 
finished, and we are going to have 
to take all the profits to pay it back. 
During the same period we are in- 
creasing business. The darned busi- 
ness doubles every two or three 
days. We cannot keep track of it, 
hardly. All we are looking for is 
survival.” 

Senator Connally . . “If they just 
let you alone, you will be all right.” 

Mr. Hotchkiss .. “Yes, sir. We 
have no definite statistics to show 
the number of concerns in similar 
circumstances to ours. We believe 
there may be a thousand firms in 
the entire country.” 

From here it was a natural jump 
into the definition of concerns that 
were in similar condition. After go- 
ing over the 70% ceiling proposal, 
I outlined how this would affect our 
company and other similar compa- 
nies and compared this with the 
small effect it would have on large 
companies, giving specific examples 
with figures. At the end there were 
only a few questions and no ob- 
jections. The ceiling proposal was 
adopted and put into the law, but 
at 80% instead of 70%. This law was 
the only thing that kept us from 
going bankrupt after the war. 

This proves that the impossible 


| can be done if someone will just 


take the initiative and thoroughly 
prepare a sound proposal. It also 
proves that in selling it is some- 
times necessary to sell something 
besides the product to survive. ~ 
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‘How Industry Buys’ 
still popular after five years 
® NEW YORK .. Scientific American’s 
book, “How Industry Buys,” has 
gone into its fifth printing, and is 
as popular now as it was in 1950, 
when it was first published. 
Industrial marketing executives 
have asked for 5,500 copies of it in 
the past five years. The book is based 
on a study by an independent re- 
search company. The study was dis- 
cussed in detail in the October, 1950, 
issue of INDUSTRIAL MARKETING. 


Chicago display makers form 
exhibit association chapter 

= cuicaco .. Nine Chicago trade 
show exhibit producers have 
formed a Chicago chapter of the 
Exhibit Producers & Designers As- 
sociation, a national organization 
whose aim is to maintain high in- 
dustry standards and improve ex- 
hibiting practices. 

The nine companies are Custom 
Exhibits, Czarnowsky Display Serv- 
ice, Firks Studios, Gardner Dis- 
plays, General Exhibits & Displays, 
Kitzing Studio, McAleer Displays 
Studio, Three Dimensions and 
Wernecke Display Studios. 


American Cyanamide promotes 
four in plastics sales. 

= NEW yorK .. E. K. Hunt, for- 
merly public relations manager for 
American Cyanamid Co., New York, 
has been appointed sales manager 
for the company’s plastics and resins 
division, succeeding C. J. Romieux, 
who resigned. 

In other appointments within the 
division: Dr. N. B. Sommer was 
named marketing manager for plas- 
tics; R. G. Head was appointed mar- 
keting manager for resins, and Dr. 
V. V. Lindgren was appointed tech- 
nical director of the division. 


New marketing association 
chapter formed in Canada 

™ VANCOUVER, B. C. .. The American 
Marketing Association’s 38th chapter 
has been formed in Vancouver. The 
new group, known as the British 
Columbia chapter, is the third AMA 
chapter in Canada. 


Plus Value 
from Ads, 
Sayvea.. 


Journal Gives GE Bonus Impact 


Many advertisers, like General Electric’s Air Conditioning 
Division, find that The Wall Street Journal helps them cover 
more than one base. The Journal is an ideal umbrella medium 
for national coverage. The Journal goes further: it stimulates 
dealer and distributor acceptance at the regional level. With 
4-edition flexibility, The Journal gives national advertising the 
immediacy of ‘“‘next door” availability. 

What an advertising medium! 


Circulation: 365,133 


THE WALL STREET JOURNAL 


NEW YORK fasion Xer® 

Published at 44 Broad St. 711 W. Monroe St. 
DALLAS SAN FRANCISCO 
911 Young St. 415 Bush St. 
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Gn indusly 
Wanted: Firm 
With Explaining 
Job To Do 


Not every sales manager has 

a lot of explaining to do in order 
to move his product. 

But those with technical goods 
to sell to technical buyers 
generally do. 


Industry buys to problems 

— not to tastes or emotions. 
And how you and your product 
can solve the trade’s problems 
takes explaining. 


Industrial explaining is 

done in many ways: 

by salesmen; by correspondence; 
by demonstration — and 

by authoritative technical articles 
in trade, business 

and professional magazines. 


This last technique reaches 

the greatest number of prospects 
for the least expenditure 

of time and money. 

But it takes two forces you have 
to provide and co-ordinate. 


First, it takes the brains of your 
application engineers. 


Second, it takes a writing team 
which knows both your 
technology and what the editors 
are seeking to print. 


That’s our function for 17 clients. 
We're neither ad agency nor 
general PR counsel. We’re 

in business only to serve 

firms with explaining jobs to do. 


Start Now 


Test the method. Commit 
yourself only on a trial basis. 
Most of our clients started 
just that way — 

and doubled up the activity 
after the first year. 


Harry W. Smith 
Incorporated 


Technical Publicity and Cditorial Relations 


NEW YORK 

41 E. 42nd St. (MU 7-5367) 
CHICAGO 

Telanswer Service (WH 3-1262) 
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De It Yourself . . You can direct your own sales training film if you have a simple 


set and a smart product 


manager, says Richard J. Brown, shown doing it himself. 


Film your distributor sales 
training school, and cut costs 


Plan and rehearse carefully, use your product managers 


By Richard J. Brown Sales Promotion Manager * U. S. Plywood Corp. 


Do your distributor salesmen sell your 
products as a top line? One way to make 
sure they do is presented in this fifth 
in a series of articles on industrial mer- 
chandising. 





® IF YOU ARE a manufacturer who 
sells through a distributor organiza- 
tion, you are at the mercy of your 
distributor salesman. 

Your factory salesman or agents 
may do a wonderful job of selling 
your products to the industrial dis- 
tributor, but unless you have a 
program to generate enthusiasm for 
your products among the outside 
and inside men who sell them each 
day, those products will sit on the 
shelves, or in the stock room. 

A stream of letters to the distrib- 


utor may help good products 


New York 


literature will be appreciated 
promotional material will probably 
be distributed to the salesman and 
filed in notebooks. But unless you 
offer the distributor a training pro- 
gram that will impart product 
knowledge to the dealer salesmen 
and make them want to sell your 
products, your line will never be a 
top one with your distributors. 

The answer is basic .. develop 
a training program for your dealer 
salesmen. Easy to say, isn’t it? But 
you're immediately faced with two 
alternatives. 


Where Do You Train? . . First 
you could set up a centralized sales 
school at your factory or general 
offices. Your dealers can send men 
to it for a concentrated course. The 
plan will work, and it’s paying 
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dividends for a number of manu- 
facturers. 

Or, second, you could work out a 
training course on paper, and your 
salesmen can conduct a series of 
sales meetings at the dealers’ stores, 
based on the written program. 

The centralized school plan, how- 
ever, is expensive .. and at best 
you can train only a few of your 
dealers. Only one or two men from 
a given dealer organization could 
possibly attend, and should there 
be a normal turnover, you'd be 
left without a trained man in that 
dealer account. 

Having your salesmen conduct 
meetings is dangerous, too. Very few 
factory men can conduct a really 
good training program in the field 

and nothing makes a dealer 
organization madder than assem- 
bling a group of salesmen after a 
hard day’s work, only to be given a 
weak, badly presented sales pitch. 

Actually, an effective sales school 
can be planned and presented in 
the field by your salesmen. The 
key to it is to plan the training 
program around a good series of 
sound, motion pictures, and to use 
your own personnel in the produc- 
tion and planning of the films. 

Most managements, familiar with 
the cost of motion picture film pro- 
ductions, would ticket the sales ex- 
ecutive who suggested such a plan 
straight for Siberia. But such a 
program can be economically feasi- 
ble if you make use of your own 
abilities, and those of your key 
personnel. 


Group Your Products .. Sales 
meetings, centered around films, 
have worked and can work again. 
Here’s how you go about it: 

First of all, analyze your product 
line, and put the products into -logi- 
cal groups. You'll probably find (if 
you eliminate low-profit and low- 
volume ones) that you will end 
up with from five to ten groups. 
Products performing a similar func- 
tion, or having a similar market 
can be grouped quite readily. 

Each of these product groups can 
be the topic of a training film ap- 
proximately 30 minutes in length. 
Notice the term “training,” because 
it is the key to the economy . . and 
the effectiveness, of your program. 

Continued on page 188 
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SERVES INDUSTRY” 
No. 6 of a Series 


MEYERCORD 


Mamgelete VECALS 
Simplify RE-DESIGN 


Problems 
you are considering ways to reduce 
production expense in planning your improved models and 
brand new products—of course without sacrificing quality and 
utility value. 


Effective use of Meyercord Nameplate Decals can help shave 
costs, while strengthening product identity and consumer sales 
appeal. Beginning with the re-design stage, Meyercord provides 
a complete, continuous service to your product development, 
manufacturing, and merchandising departments. 


Meyercord Nameplate Decals are applied with speed and ease 
at low unit cost without disturbing your present assembly-line 
operation .. . whether your runs are long or short. There’s a 
Meyercord Decal for any commercial surface, to withstand any 
temperature extreme or unusual wear. Without obligation on 
your part, let us send a highly-trained Meyercord Decal engineer 
to show you how to cut costs and boost the sales appeal of your 
re-designed models. 


FREE! «mark-it” MANUAL OF DECAL NAMEPLATES 


Send today, on your company letterhead, for 
this valuable full-color guide to every indus- 
trial problem in marking, identification, in- 
struction, and information. Gives you 
hundreds of new ideas for the application of 
decals to your products. 
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| Seales training school.. 
begins on p. 186 
L Ze 


Stage a Demonstration . . If you 

e were going to conduct a sales school 

th m wh at your factory, what would you do? 
e men who You’d pick the men in your organi- 
zation who know the products best 


+ 
count’ in (probably the product managers) 
s eeemmnataeeceeliall and ask them to plan a training 
session on their products, You’d . 


Cc oO n C re es probably ask them to spend a couple 


of hours on their product group, 
covering basic selling features, basic 


7 
th ro U g h f h el r markets, and best sales approaches. 


If the product was demonstrable, 


A Cc q J oO U Ry Pe A i you’d suggest a short demonstration, 
too. 





‘Journal readers are leaders!’ That same plan can be followed 
-------------------------:-S SSS —- with respect to a filmed school. 
However, this time you'll ask your 
In the ACI JOURNAL, you get: product manager he spend es 
> WORLD AUTHORITY — more time preparing his approach 
(since he’ll do it once for the camera, 
the ACI JOURNAL is the world’s top concrete then it will be shown hundreds of 
publication. It reports worldwide concrete times). If he plans it carefully, and 
advances and publishes all standards adopted ; ; . 
rehearses it a number of times, 


by the American Concrete Institute. 
Y there is very little doubt that he 


; KEY READERSHIP — There will be a tremendous temp- 


a small but highly specialized reader group, tation to get into product detail . . 
all members of ACI and key men in construction ee es ; ¥ 

; ‘ but detail isn’t important. The prime 

companies. JOURNAL readers influence ayaa: 

. objective of the film must be to 

purchase of all products and services ae h 

required in the concrete industry. generate ‘enthusionm among the 

dealer salesmen (your district repre- 

sentative can go into details at the 

actual meetings, if necessary). 


can refine it to about 30 minutes. 


b EDITORIAL BY EXPERTS — 


experts in each phase of concrete engineering Through the magic of the camera - 
prepare the technical articles covering the al close-up and other possi- 
full range of the concrete field. biliti ; : : 7 
ilities . . you can dramatize your 
products, paint a picture of profit- 
. ALL THE MARKET — able markets, and make the sales- 
the ACI JOURNAL is read by key men in men want to go out and sell! 
the whole concrete market, not just in 
a part of the field. Simple Way .. Physically, you 
can approach the film production 
s BUDGET RATES — in two ways. The simplest, if you 
Unusually low linage rates make the ACI | have room, is to clear an area in 
JOURNAL fit even the most conservative your offices or plant, install acoust- 
advertising budgets. ical ceilings and walls, and bring 
enn oe element et eee teeta -—-—-—- | in sufficient electrical lines to han- 


| dle the lighting load. Then approach 
JOURNAL of the a film studio that produces indus- 


trial films. They’ll be able to set 


Send for full AMERICAN | up cameras and lights .. and ar- 


information and the range a shooting schedule with you 
booklet “The ACI CONCRETE | and your product managers. . 
Story” in N.LA.A. The other way, if your space is 


brochure today. INSTITUTE at a premium, is to produce the 
films at the film studios. But either 


® 18263 McNichols Road + Detroit 10, Michigan way, don’t succumb to the temp- 





tation to make each film a “pro- 
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duction.” Keep it a simple, straight- 
forward training session, eliminat- 
ing location shots and special effects. 
Even consider serving as director 
yourself .. you will know exactly 
what is needed, and will probably 
be able to “get more” out of the 
product manager, whom you know. 

Once you’ve completed the films, 
it will be a simple matter to work 
out a meeting format for your sales- 
men to follow. The film will do the 
training and selling job. All that 
will be left to your local man will 
be relating it to local situations, 
answering questions, and pointing 
out additional product details. 

Sound like a major program? It 
is. But it’s a program that will pay 
satisfying dividends through a well 
trained dealer organization that can 
really go out and sell your products 
with confidence. 

And once you get into it, it will 
be easier than you think. ® 


Next Month . . In the fifth article 
in a series on industrial merchan- 
dising, Richard J. Brown will tell 
how sales promotion fits into the 
merchandising picture, and how U. S. 
Plywood Corp. is applying it to 
make sure that the merchandising 
dollars are used to the best ad- 
vantage. 


Up-in-the-Air . . Photographers fly 
high to get special angle in making promo- 
tional film for Line Material Co., Milwau 
Moviemakers are ‘on location” at 
which is lighted by L-M 


kee. 
Hopkins, Minn.., 
equipment. 
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Your TOP Engineering Market 


TELL THEM 


The AMERICAN ENGINEER 


reaches 


more Registered Professional Engi- 


AND 
SELL THEM 


neers than any other magazine. 
Here is your TOP engineering market 


— 78.4% buy or specify. A mar- 


IN THE 


ket of influence so extensive that it 


penetrates all phases of industry. 


The Registered Professional 
neer’s counsel is sought on processes, 
methods, equipment and materials 
— from basic research through de- 
sign, development, manufacture or 
construction. In each step his voice is 
DECISIVE in buying or specifying. 


American 
Lngineer 


A 
Engi- 


The magazine of the Registered Professional Engineer 
CIRCULATION OVER 35,000 — 78.4% BUY OR SPECIFY 





THE READER | 





THE MAGAZINE 








His Position... 


Three-fourths of AMERICAN ENGINEER 
readers are in positions of authority — 
either as owners or partners, chief execu- 
tives, department heads or section heads, 
as shown here: 

CHIEF EXECUTIVES . 
DEPARTMENT HEADS . 
OWNERS OR PARTNERS . 
SECTION HEADS .............. 
SPECIALISTS (industrial) 


25.7 Jo—8,995 
23.3%—8,155 
12.8% —4,480 
12.2% —4,270 
11.8%—4,130 
14.2%—4,970 


100%—35,000 
His Earnings... 


A new salary survey of AMERICAN EN- 
GINEER readers substantiates their re- 
sponsible positions, as shown by these fig- 
ures: 

10% earn more than $18,210 

25% earn more than 11,700 

50% earn more than 8,460 


He Supervises... 


According to a recent survey, the Regis- 
tered Professional Engineer reader of the 
AMERICAN ENGINEER? supervises an 
average of: 

9 Engineers 

29 Other workers 
Reach these responsible readers through 
the AMERICAN ENGINEER. 


Editorial Content... 


The Registered Professional Engineer read- 
er expects to find in the pages of his mag- 
azine, the AMERICAN ENGINEER, those 
professional articles, features and news, 
that treat non-technical engineering topics 
in the fields of industry, legislation, govern- 
ment, social transition, and economics. Ap- 
proximately one-half of the editorial con- 
tent is devoted to articles by outstanding 
men discussing subjects of current interest 
to the profession. About one-fourth of the 
magazine is devoted to “workshop” pieces. 
That is, practical articles that are im- 
portant to the reader as a professional en- 
gineer and as a businessman. 


Circulation ... 


The circulation of over 35,000 (BPA) is 
national with the highest percentage in 
the Middle Atlantic states. The next high- 
est areas are East North Central and South 
Atlantic. During the past ten years cir- 
culation has more than tripled. 


Readership ... 


Surveys show that each issue has a high 
readership for regular features and de- 
partments. Also, that each issue has an 
average of 2.27 readers or a total of over 
79,000 readers per issue, 


Advertising lineage UP 186% in two years! 


To help you sell the TOP Engineering Market 


send for: 


[|] MARKET AND MEDIA INFORMATION (NIAA) 


[] A STATEMENT BY THE EDITOR 
[] INCOME AND SALARY SURVEY 
] PRODUCT SURVEY 


AMERICAN ENGINEER § 


Official Publication 


National Society of Professional Engineers 


1120 15th St., N.W., Washington 5, D.C. 
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Penton Building, Cleveland 13, Ohio 
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The TOKHEIM CORPORATION 
IN HOLLAND... 


@ typical example of how 
AMERICAN INDUSTRY 
PROFITS IN THE 
NETHERLANDS 


NETHERLANDS | 


INDUSTRIAL INSTITUTE 


Room 48 (1-4), The Biltmore, Ne 


aed 
AMERICAN 
INDUSTRY ©% 
TURNS TO HOLLAND 


F fees 





tom cin export sales in 
non-doller aree 


Roya! Typewriter Starts Oversees 


NETHERLANDS * 

IM DUSTRIAL INSTITUTES, 

ay LES ; § 
Boor 46, 1-1, The Biltmore, New York 17. NM. ¥., iBxington 2.8069 
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Beckoning . . Ad testimonials push Netherlands as site for U. S. subsidiaries. 


Dutch ad and reprint drive 
helps attract 36 U. S. firms 


Urge subsidiary plants abroad in personal follow-up of inquiries 


® INDUSTRIAL ADVERTISING and 
mailed reprints have helped per- 
suade at least 36 U. S. industrial 
manufacturers to establish subsid- 
iary plants in the Netherlands. 

A campaign of black-and-white, 
two-thirds pages, sponsored by 
Dutch business and financial leaders 
and their government, has been run- 
ning in Business Week since 1953 

. and for several years before that, 
ran in Modern Industry until it 
merged with Dun’s Review. 

The ads feature testimonials by 
heads of U. S. companies with man- 
ufacturing subsidiaries in the Neth- 
erlands and stress the advantages. 
These include transferrability of 
profits to the U. S. in dollars, low in- 
vestment and production costs, free- 
dom from import duties on raw ma- 
terials, economy of transportation of 


finished goods, and skill and adapt- 
ability of Dutch workmen. 

In recent years, including the 
period of the campaign, companies 
establishing plants in the Nether- 
lands are Remington Rand, Inter- 
national Business Machines, Cincin- 
nati Milling, Minneapolis Honey- 
well, Hyster, Curtiss-Wright, Hy- 
draulic Press, Fairchild, Nicholson 
File, Dobeckmun and others. They 
include leading companies in such 
fields as drugs, hydraulic machin- 
ery, calculating machines, oil burn- 
ers, filters, textile machinery and 
pumps and heating equipment. 

Efforts to attract industry to the 
Netherlands had their beginnings in 
the late 1940s. At that time, the 
Netherlands government, recogniz- 
ing that a population increase was 
creating a trend towards an employ- 














Your \. 
Catalog Becomes 
a Powerful 
Selling Tool in 


M e ' M Loose-Leaf 
Binders 

Your sales volume increases when 
Heinn Binders add sales appeal to 
your catalog and Heinn-designed 
indexing stimulates buying action 
by giving facts in three seconds. 
Years from now, when ordinary 
binders are worn out, your Heinn 
covers will still be a credit in ap- 
pearance and performance. 


Heinn custom-styles loose-leaf 
binders to meet your sales need. 
Because the emphasis is on ideas, 
uncompromising standards and 
service, Heinn attracts customers 
whose names alone are recom- 
mendations. For proof of the satis- 
faction that Heinn delivers, con- 
sider the repeat orders that keep 
coming in...some from companies 
Heinn has served for 40 years! 


New... 


‘Facts at Your 
Fingertips,”’ the fe 
booklet that simplifies / 
catalog planning. ; 
When writing for 4 
your copy, please 
indicate your needs § 
in binders and indexes. 


THE HEINN COMPANY 


322 WEST FLORIDA STREET 
MILWAUKEE 4, WISCONSIN 
ORIGINATORS OF THE 


LOOSE-LEAF SYSTEM OF CATALOGING 
LEADERS SINCE 1896 
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ment problem, decided upon a policy 
of developing industry to the high- | 


est level possible. 


Casting about for a mechanism | 
to help do the job, government of- | 


ficials came upon the Netherlands 


Industrial Institute, an organization | 


that had been set up some three | 


years earlier, on a completely non- 
official basis, by two of the country’s 
largest banks. With offices located 
in New York, the institute, directed 
by Joseph P. Bourdrez, had been 
contacting U. S. business leaders, 
bringing to them its message con- 


| 


cerning the advantages of establish- | 
ing manufacturing plants in Hol- | 


land. 


Although the government today | 


pays for the bulk of the institute’s 
operations, there is no representa- 


tive of Netherlands officialdom on | 


its board; policies are set and con- 
trolled by leaders of the country’s 
financial and industrial operations. 

Under its revised setup, the in- 
stitute inaugurated a series of pro- 
motional mailings to American in- 
dustrial leaders, but these were not 
too successful. As Marshall plan aid 
declined, however, and the concept 
of private foreign operations began 


to spread in this country, the in- | 


stitute expanded its program to pub- | 


lication advertising. 


Selective Mailings . . Each ad in 
the series is reprinted in a folder | 


with front cover and mailed to a | 


selective list of 2,000 company pres- 
idents. A covering sales letter goes 
along, too. Mr. Bourdrez personally 


follows up whatever leads are thus | 


developed. . 


some peo ple 


knock on wood to avoid trouble... 


Super(stitious) Promotion .. [t ar- | 


rived Friday, May 13, this mail piece 





| 


that's die cut to reveal thin piece of wood. | 
Inside, sales message ties in with head- | 


line. It's from Monsen Typography, Chi- 
cago. 


Puts you in touch with the best prospects for 


anything that helps make operations more automatic! 


a PENTON publication 


OOO 





Penton Building, Cleveland 13, Ohio 
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Gear your advertising pro- 
gtam to capitalize on this ex- 
panded and accelerated $7 bil- 
lion-a-year construction mar- 
ket. 

This $35 billion-5 year pre- 
diction is based on facts — de- 
tailed by types of construction 
in this important market .. . 
Illinois, Indiana, Ohio, North- 
ern Kentucky and the St. 
Louis trading area. 

Write PO Box 1074 Indian- 


OVER 8800 CIRCULATION 





$35 Billion —5 year plan 
for your advertising— 


based on FACTS ® 


ONSTRUCTION § JIGEST 


Over 8800 Readers 


apolis for your copy of the re- 
port covering this important 
tri-state market containing 
15% of the nation’s popula- 
tion and 20% of the nation’s 
new construction. 

Cover this Multi-Billion 
Dollar Market completely 
through the advertising pages 


Indianapolis 6 











ELECTRIC HEATING 

is Coming Fast! 

Ever try it? No noise; no vi 
fuel delivery; no chimney losses 
—100% efficient! 

There are all kinds of equioment 
—‘‘heat pumps’, wall or ceiling 
panels, baseboards, floor furnace 
types, ceiling cable, glass panels, 
etc. Hundreds of thousands are 
being sold in the low-cost ‘‘public 
power’’ areas. Utilities all over 
the country are going after Com- 
fort Heating business, in the 
winter, to balance the huge new 
summer peak loads’’ created by 
the enormous increase in summer 
air conditioning 

ELECTRIC HEAT is the only 
magazine devoted 100% to this 
terrific mew business, and it 
reaches dis- 
tributor-jobbers, electric utilities, 
and manufacturers 

Send for ‘‘Tulsa Pioneers Again,’’ 
on the need for winter heating 
load to balance summer cooling 
load 

HEATING PUBLISHERS, Inc. 
2 W. 45th St., New York 36,N.Y. ¢ 
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1,692... 
1,693... 


No need to stay awake nights trying to 
dream up new slants for your produc- 
tion, promotion, or merchandising. Every 
issue of ADVERTISING REQUIREMENTS is 


fresh idea, the brand-new technique, or 
the lower cost method. You'll have al: 
you can use — and then some — in 
each issue of AR. 





your trial subscription today. 


TRY AR — You Risk Nothing! 








Advertising Requirements 
200 E. Illinois St., Chicago 11, Ill. 


Enter my trial subscription for 1-year (12 issues) 
at $3. If I’m not 100% satisfied my money will 
be refunded. 

My Name 

Company 
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C] Bill firm 
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full of them! Let others fumble for the 


Use the handy coupon below to enter 


news 


Film tells how George made a 
fortune .. advertising did it 

™ ROCHESTER, N. Y. . . Eastman Ko- 
dak Co., Rochester, has brought out 
an informational film which tells . . 
with a light touch .. the various 
printing processes available to ad- 
vertisers. 

The film, entitled “Bradshaw’s 
Billions,” tells how George Brad- 
shaw makes a fortune when he and 
his imaginative printer develop an 
aggressive advertising program for 
George’s inventions. Those inven- 
tions include such products as 
“George’s Fortaset” and “George O 
.. The Drink With a Wink.” 

The 25-minute film is produced 
in sound and full color on 16mm. 
film. 

Eastman suggests advertising and 
graphic arts representatives borrow 
the film for showings to such groups 
as chambers of commerce, trade as- 
sociations and management person- 
nel. The film is available from 
Camera Club & School Service, 
Eastman Kodak Co., Rochester 4. 
N. Y. 


New booklet tells what 

market research can do 

= cHicaco .. A manufacturers’ re- 
search organization has brought out 
a booklet telling how market re- 
search can be applied to industrial 
selling. 

The booklet is “Marketing Re- 
search A Guide for Capital 
Goods,” published at $3 a copy by 
the Council for Technological Ad- 
vancement, 120 S. LaSalle St., Chi- 
cago 3. 

The booklet tells how market re- 
search can help in: 

1. Evaluating general business 
conditions. 

2. Appraising the relative posi- 
tion of a company in its industry. 

3. Determining the needs of cus- 
tomers so as to fit products to those 
needs. 

4. Analyzing the effectiveness of 
marketing methods. 

5. Performing product research 
for existing products and develop- 
ing and introducing new products. 

Continued on page 193 
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901/Circle on Readers’ Service Card 
Here's ready-made system 


for handling inquiries 

Are you overhandling inquiries from 
advertising and other sources . . or under- 
handling them? Is your inquiry follow-up 
system hit-or-miss? If you have any of 
these problems, Advertising Controls, Inc., 
Cincinnati, says its “exact” inquiry re- 
sponse and follow-up system will help you. 
The company offers a 20-page booklet 
telling what inquiries should accomplish 
and how its inquiry-handling system, which 
is bought as a package by advertisers, will 
take care of inquiries smoothly and with 
maximum effectiveness. 


902/Circle on Readers’ Service Card 
How to reach the 
Canadian industrial market 

The Financial Post, Toronto, offers its 
market and media file based on the Na- 
tional Industrial Advertisers Association 
outline. The file tells how the publication 
serves the expanding Canadian business 
and industrial market and gives circula- 
tion and editorial policies, rates and me- 
chanical requirements. 


903/Circle on Readers’ Service Card 
How to sell second largest 
manufacturing industry 

The manufacturing meat industry is a 
$17 billion market and the second largest 
manufacturing industry in the nation, ac- 
cording to a booklet offered by National 
Provisioner, Chicago. The booklet gives a 
six-step outline for selling this huge market 
and tells specifically how advertising and 
the National Provisioner can help in that 
selling job. Information in the booklet is 
based on a survey of meat packer buyers, 
made by an independent research firm. 


904/Circle on Readers’ Service Card 
Latest word on the West's 
booming industrial future 

Western Industry, San Francisco, offers 
om eight-page booklet appraising the 
West's present and expected industrial 
growth. Charts and graphs cover popu- 
lation figures, plant and equipment ex- 
penditures, new construction expenditures 
and other significant figures. The book- 
let includes statements on the area’s fu- 
ture from 20 leading industrialists. 


— 
r 


Use these return cards 
for publications 
mentioned on this page 








905/Circle on Readers’ Service Card 
What you should know about 


engineering materials market 

Materials & Methods, New York, offers a 
16-page booklet defining the basic markets 
for engineering materials, parts, finishes 
and materials-processing equipment. It 
identifies the men who select and specify 
the engineering materials used in product 
design and manufacture and lists the types 
of technical and economic facts needed in 
order to select materials and materials- 
processing methods. Two other Materials 
& Methods reports, which go into greater 
detail are listed below. 


906/Circle on Readers’ Service Card 
Industry's use of fabricated 


materials and parts 
This Materials & Methods study covers 


the market for such things as stampings, 
extrusions, castings, tubing, forgings and 
other fabricated metal parts, both ferrous 
and nonferrous. Information for the report 
came from a survey of 576 plants. Data are 
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Readers’ Service Dept. 
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S 
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broken down according to SIC classifica- 


tions. 


907/Circle on Readers’ Service Card 
Complete details on market 
for nonferrous metals, parts 
Materials & Methods surveyed 643 plants 
to get market data on 15 different non- 
ferrous metals. The survey report tells in 
what form the plants use the nonferrous 
metals. All data in the report are broken 
down by industry, according to the Stand- 
ard Industrial Classification (SIC) system. 


908/Circle on Readers’ Service Card 
Here are the hard facts 
about the forest industry 

The Lumberman, Seattle, Wash., offers a 
series of five folders that outlines con- 
cisely yet completely the market facts on 
logging, lumber processing and lumber 
manufacturing, tells how big the industry 
is and what plant facilities and equipment 
it takes to keep it going and including 
media data on the publication. 
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909/Circle on Readers’ Service Card 
All about the market for heavy 
construction equipment 

Construction Equipment, New York, ob- 
tained information from more than 2,100 
of its readers to give this report on the 
use of 112 kinds of construction equipment 
and material. Participants in the survey in- 
cluded contractors, mining and logging 
men, and city, county and state officials. 
They told whether they used each type 
of equipment and whether they influenced 
its purchase. Results are presented graph- 
ically. 


910/Circle on Readers’ Service Card 
How to make match book 
advertising work for you 

A lively booklet offered by Maryland 
Match Co., Baltimore, lists these advantages 
of match book advertising: economy, ver- 
satility, perfect position, automatic repeti- 
tion and no competition from other ads. 
The booklet includes tips on effective 
themes to follow in match book advertising 


“a 





ms 


and shows how to package match books 
for highest impact. 


911/Circle on Readers’ Service Card 
Cotton ginning industry buys 
many kinds of equipment 

A booklet offered by Cotton Gin & Oil Mill 
Press, Dallas, tells the extent of the indus- 
trial market in the cotton ginning and oil- 
seed processing industries. It tells how big 
the market is and what kind of equipment 
it buys as well as giving circulation, edi- 
torial, rates and mechanical information 
about the publication. 


912/Circle on Readers’ Service Card 
Canadian baking industry 
is a $50,000,000 a year market 

A booklet offered by Canadian Baker, 
Toronto, presents a tabulation to show that 
the Canadian baking and biscuit indus- 
tries spend about $50,000,000 a year on 
construction, repair and supplies. The 
booklet gives year-by-year and province- 
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by-province figures on the industry's pro- 
duction and distribution. 


913/Circle on Readers’ Service Card 
Latin America is big market 
for construction machinery 

A total of more than $7 billion was spent 
on construction, most of it heavy con- 
struction, in Latin America in 1954, accord- 
ing to a booklet offered by Vision, New 
York. The booklet gives a country-by-coun- 
try breakdown of this big spending, and 
it gives a breakdown of the kind of projects 
the money was spent on, tells what kind 
of equipment was purchased and who the 
biggest purchasing influences are. 


914/Circle on Readers’ Service Card 
Six ways you can use films 
to your advantage 

“Case History File of Dynamic Films at 
Work” is the title of a booklet offered by 
Dynamic Films, Inc., New York. The book- 
let tells how six different companies used 
movies, each for a different task, and got 
outstanding results. The six tasks were 
selling management, selling the dealer, 
selling the consumer, creating an institu- 
tional film, making a training film and 
making an engineering film. 


915/Circle on Readers’ Service Card 
What you should know 
about industrial laboratories 

A booklet offered by Industrial Labora- 
tories, Chicago, defines the scope and func- 
tion of the growing industrial laboratories 
market. The booklet includes pictures of 
industrial laboratories and of their prod- 
ucts and lists well over 100 products 
that this growing market buys. 


916/Circle on Readers’ Service Card 
Here’s market information 


on 232 products factories use 
A total of 232 products in 23 classifica- 


tions are listed in a survey report offered 
by Mill & Factory, New York. More than 
5,600 of the publication’s readers took part 
in the survey and told which of the prod- 
ucts their plants used and what influence 
they had on purchase of the products. The 
data are presented in easily understood 
graphs. 
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news 


New manual tells little man 

how to spark a sales meeting 

® PITTSBURGH . . How to put show- 
manship into sales meetings is told 
in a new book by Edward J. He- 
garty, director of sales training, 
Electrical Appliance Division, West- 
inghous Electric Corp. 

“Making Your Sales Meeting 
Sell” contains 297 pages of examples 
and concrete suggestions for keep- 
ing the speaker.in command of the 
meeting and helping him drive it 
toward its goal. 

In stressing the need for down- 
to-earth presentation, the manual 
attempts to keep suggestions in line 
with the needs and limitations of 
the small-time speaker . . the man 
who conducts a meeting for six 
or eight salesmen and has neither 
the time nor money for such things 
as elaborate props or expensive 
demonstrations. 

Beginning with the question, 
“What do you want this meeting 
to do,” the author progresses into 
such areas as slanting the meeting 
toward a particular audience, dig- 
ging up fresh angles for presenta- 
tion, use of visual aids and gaining 
audience participation. 

The book is published by Mc- 
Graw-Hill Book Co. and is avail- 
able for $4. 


New handbook offers 101 lay- 











Construction is at a new high 
in Dixie... you'll reach a 


$2% BILLION MARKET in 
the 1955-56 Construction program 
in DIXIE CONTRACTOR'S 


Architectural or Engineering issues. 


There is no other pub- 
lication that will reach more 
contractors, architects, county, 
city, state or Federal agencies, 
industrial plants—and the allied 
industries than DIXIE CON- 
TRACTOR. Dixie covers the 


states shown on the map. 


Let us tell your 
message regularly to 


over 6,500 READERS 
in 1955-56 
at less than 2c PER CALL 


Phone, write or wire 


DIXIE CONTRACTOR, P.O. Box 2120 
Atlanta, Ga. 








The BRA, ERY 2 Se LA 2 2, 


is the Magazine of Authority 
and Influence in the Steel Industry! 


The Iron and Steel Engineer serves 


Tel. EM-5321-22 





steel producing and processing 
plants — and allied industries. 
Directed to all branches of the in- 
dustry, it is particularly designed 
for men of executive and supervi- 
sory authority responsible for the 
design, construction, operation and 
maintenance of plants. These are 
the men who read the publication 
regularly—who must be influenced 
to specify and buy your equipment, 
supplies and services in this vast 
market. 


Write for N.LA.A. Sales Pres- 
entation Outline! 


outs to adman-editors, tells uses 
® MENDOTA, ILL. . . A new hand- 
book has been published, which can 
be useful to industrial advertising 
managers and agency men who edit 
and produce company publications. 

The handbook, titled “101 Usable 
Publication Layouts,” was written 
jointly by Kenneth B. Butler, 
George C. Likeness and Stanley A. 
Kordek and was _ published by 
Butler Typo-Design Research Cen- 
ter, Mendota, II. 

The handbook presents sample 
layouts of illustrated and unillus- 
trated articles, and with each lay- 
out discusses when and where to 
use it, techniques employed, focal 
point of the layout, headline type 
face, possible variations and relative 
cost. Price is $3.75. 





1010 Empire Bldg., Pittsburgh 22, Pa. ‘ 
Helping Advertisers Sell the Steel Industry Since 1907 ! 
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INQUIRIES 


ARE A WONDERFUL THING | 
* 


e¢e@8 


(a) They Come from 
Good Prospects 


(b) They Don't Cost too 
Much to Secure 


is pulling over 


INQUIRIES 
per month 


8,00 
as follows: 
Engineers 
Gemaewns ...................-.-. 

Superintendents 

Foremen . 

Purchasing Agents 
Miscellaneous 

Geologists & Chemists 
aE ee: 


LOW COST: 


Six insertions of a 1/9 page unit 
total only $720, and make 200,- 
000 reader impressions. Thus ad- 
vertisers benefit not only from a 
low cost per unit, but an amaz- 
ingly low cost per 1,000 readers 

. possible because we have the 
lowest rates and highest circulation 
to the right people. 


Equipment 


The Magazine of 
PETROCHANICS 


FOR 
e DRILLING e PRODUCING 
e FIELD PROCESSING 
e PIPELINE e REFINING 
e PETROCHEMICALS 


Published Monthly by 


THE PETROLEUM PUBLISHING CO. 
211 S. Cheyenne e@ Box 1260 
Tulsa, Oklahoma 
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| Investment forecast . . 


Study shows 50% increase 


in capital spending by 1965 


Could be less, but it could be more, too, MAPI says 


® INDUSTRY SHOULD spend 50% more 


for capital goods in 1965 than it 


| spends this year, according to the 


Machinery & Allied Products Insti- 
tute, Washington. 

MAPI has conducted an extensive 
review of capital spending and pro- 
jected certain trends ten years into 
the future to show that spending 
for plant and equipment could 
amount to $48.38 billion in 1965, 
compared to $32 billion this year. 

It may be even higher, MAPI 
says, because the trend toward 
automation could increase purchase 
or capital equipment faster than the 
increase in production, and also be- 


| cause “the tremendous growth of 


research and development means an 
acceleration of obsolescence” and, 


therefore, of replacement buying. 

But capital spending may not 
reach those $48 billion plus heights, 
MAPI says. It makes another pro- 
jection that shows a capital spend- 
ing rise from $32 billion this year to 
$39.39 billion in 1965. 

MAPI made the two projections . . 
the high and the low . . because 
the disturbed state of economic his- 
tory since 1929 makes it difficult to 
find accurate yardsticks to use in 
forecasting. 

The institute studied the pre-de- 
pression period and all the years 
between then and now. Then it sub- 
jected the 1955 economic state to 
four tests. Those tests showed: 

1. Related to pre-depression long- 
term trends, plant installations since 
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World War II have been low, while 
equipment installations have been 
high. 

2. The same pattern shows up 
when comparing postwar plant and 
equipment installations with gross 
national product. 


3. Stocks of both categories of 
capital goods (plant and equipment) 
have been below their trend projec- 
tions throughout the postwar period 
and still are below them. 


4. When these stocks are related 
to gross national product, the ratios 
of stocks to output are below the 
projection of pre-depression trends. 

On the basis of its studies, MAPI 
made its two projections to 1965. 
The projections were made on the 
basis of these assumptions: (1) in 
the case of the high projection, that 
there will be a plant stock growth 
of 3% a year and an equipment stock 
growth of 4%, and (2) in the case 
of the low projection, that there will 
be a plant stock growth of 2% and 
an equipment stock growth of 3% 
a year. 

“Opinions will differ as to whether 
the high or the low projections are 
the more plausible,” says MAPI. 
“Our own view favors the high.” 

“Even the low projections show a 
steady rise from the present installa- 
tion rate,” the institute says. 

A complete report on the study is 
included in MAPI’s “Capital Goods 
Review,” no. 22, available at 50 
cents a copy from the MAPI Chi- 
cago office, 120 S. LaSalle St., Chi- 
cago 3. * 


It’s Air Conditioned . . Concerned 
with customers’ comfort, Owens-Corning 
Fiberglas Corp., Toledo, O., air conditioned 
truck trailer tours the country showing 
company’s industrial maintenance products 
at major industrial plants. 
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HOW-TO 
WHERE-TO 


. .in selling manufacturers of cor- 
rugated and solid fibre shipping con- 
tainers, folding cartons, setup paper 
boxes, paper cans and tubes! 


BOXBOARD CONTAINERS 


the “how-to-do-it’ publication of 
boxmaking, provides effective, eco- 
nomical coverage of key people in 
the paper box industry — men with 


say-so in buying decisions. 


Its informative, illustrated articles 
are “must reading” for top echelon 
and operating management alike; 
reprints of a special series of text- 
book articles, offered for sale at 
$1 a copy, have sold out twice. 
OVER 15,000 BOXBOARD CON- 
TAINERS’ REPRINTS HAVE 
BEEN BOUGHT AND PAID 
FOR BY YOUR PROSPECTS IN 
LESS THAN 36 MONTHS! 


Reader interest like 

this, added to BOX- 
BOARD CONTAINERS’ top cir- 
culation and readership, make its 
300 page increase in advertising 
mighty understandable. It’s at the 
top of many advertisers’ lists. How 
about you? 


Byetexerice 


CONTAINERS 


22 East Huron, Chicago 11 
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WHO READS 





Ce. ..2 


Key Men In Every End 
Of The Ceramic Field! 


Yes, no other publication in the ceramic 
field reaches such a high percentage of 
the people YOU want. That’s because CB 
is the official organ of the American 
Ceramic Society, and as such goes directly 
to presidents, ceramic engineers, produc- 
tion managers, purchasing agents, educa- 
tors, research chemists, foremen and other 
decision-makers. 


And . your message speaks with au- 
thority from the pages of the CERAMIC 
BULLETIN because the CB is recognized 
as the most complete and authoritative 
book in the field. Month after month 
ceramists come back to each issue to seek 
vital technical information. So, your ad 
gets repeat attention. Let us give you 
the complete CB picture . one that 
will show you why advertising in the 
BULLETIN makes good business sense. 








Ceramic 


Bulletin 











4055 North High Street 
Columbus 14, Ohio 
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Advertiser changes. . 





Farris 


Bob Farris . . former advertising manager, 
laundry division, Crosley & Bendix Home 
AVCO, has 
pointed advertising manager, O. A. Sutton 


Appliances Div., been ap- 
Corp., Wichita, Kan., producer of air con- 
ditioning and heating systems. 


Paul S. Foster . . former chemicals sales 


supervisor, San Francisco office, Dow 


Chemical Corp., Midland, Mich., has been 


named manager of the San Franciscc 


office. 


E. I. du Pont 
Wilmington, Del., announced the following 
Wallace E. Gordon, 


sales, 


de Nemours & Co... 
changes: former as- 


sistant director of Grasseli Chem- 


icals Dept., has been appointed director 
of the advertising department, succeeding 
William A. Hart, 
L. M. Davis, 


manager, finishes division, has been named 


who is retiring, and 


former assistant advertising 
advertising and promotion manager of the 
division, succeeding Stuart L. Johnson, who 


is retiring. 


John R. Henderson . . former special West 
coast sales representative, Yale & Towne 
Mfg. 


sales 


Co., Philadelphia, has been named 


manager of the company’s new 


Detroit branch. 
assistant 


William P. Sheehan . . former 


advertising manager, Levolor Lorentzen, 
has been appointed manager of advertising 
and sales promotion, Air Conditioning Div., 
American Radiator & Standard Sanitary 


Corp., New York. 


Maxwell H. Sroge . . former sales promo- 
tion manager, merchandising division, Bell 
& Howell Co., Chicago, has been named 
and 


director of district sales, 


Robert D. Lipson was named assistant 


manager 
sales promotion manager. 


Thomas J. Spence, Jr. . . former account 
executive, John Duffy Co. has been ap- 
pointed advertising manager, Ebco Mfg. 
Co., Columbus, O. He replaces John C. 
Boeshaar, sales 


manager. 


who was named district 


L.O.F. Glass Fibers Co. . . Toledo, O., has 


announced the following appointments: 


Thomas L. Carver, former New York dis- 
Fiber Glass Div., Libbey- 
been appointed 


trict manager, 


Owens-Ford, has sales 
manager, Eastern region; Robert E. Simp- 
son was named sales manager, Southwest 
region in Houston, and Robert N. Heyman 
was made Dallas area district manager. 
William H. Peters . , has been appointed 
advertising manager, Chemical Sales Div., 
Chas. Pfizer & Co., Brooklyn. 


Martin Apelman . . former technical direc- 
tor, Nowland & Co., has been appointed 
to direct the newly established marketing 
R. Hoe & Co., 
maker. 


research department of 


Bronx, N. Y. printing equipment 
Joshua S. Miller . . has been named to 
the newly-created position of manager of 
automotive sales, Plastics Div., Monsanto 
Chemical Co., Springfield, Mass. He was a 
former assistant product sales manager. 
Edwin P. Alberts . . former district sales 
Metal Co., 
been named sales manager, Marmet Corp., 
Wis., 


aluminum windows. 


representative, Kawneer has 


Wausau, manufacturer of industrial 


Wade W. Hildinger . . has been named 
director of general sales, National Gypsum 
Co., Buffalo, N.Y., and will be succeeded 
as general sales manager by Melvin F. 
Cerruti, former Eastern division sales man- 


ager. 


Robert T. Mills . . has been appointed ad 
vertising manager, Pennsylvania Salt Mfg. 
Co., Philadelphia. He was former assistant 


manager. 


T. E. Snyder . . has been appointed man- 
ager of advertising and sales promotion, 
Exide Industrial Div., Electric Storage Bat- 
tery Co., Philadelphia. He previously was 
executive director, Americans for the Com- 
petitive Enterprise System, Inc. 


Joseph Holland . . former director of field 
service activities, Milwaukee plant, AC 
Spark Plug Div., 


has been named sales manager of military 


General Motors Corp., 


products for the division. 


Robert K. Killeffer . . 
manager, manufacturers and metal chem- 


former advertising 


American Cyanamid 
the newly 


icals departments, 
Co., 
created position of advertising manager, 
chemical department, McKesson & Robbins, 


New York. 


has been appointed to 


Donald E. Moat .. sales 
manager in the Cleveland office of Leeds 
& Northrup Co., Philadelphia, has been 


named assistant director of marketing. 


former district 

















Vinbury 


Joseph T. Vinbury .. former advertising 


and sales promotion manager, New 
Britain Machine Co., has been appointed 
Abrasive Ma- 
chine Tool Co., East Providence, R. I. 
He succeeds Walter P. R. Sceeles, who 


has been named assistant to the president. 


general sales manager, 


Joseph E. Seibold .. 
manager, merchandising division, Worth- 
ington Corp., Harrison, N. J. 


has been named 


Thomas H. Reilly . . has been appointed 
manager of advertising and sales promo- 
tion, Silicone Products Dept., General Elec- 
tric Co., Waterford, N. Y. 


H. Ward Butterfield .. 
sales manager, Norris Stamping & Mfg. 


former general 


Co., has been named general sales man- 
ager, Washington Forge, Englishtown, N. 


J. cutlery manufacturer. 


Walter M. Bohne 
special 


. « formerly engaged in 


electrical engineering research 
projects, has been named sales promotion 
and advertising manager, Marathon Elec- 


tric Mfg. Corp., Wausau, Wis. 


Anthony J. De Fino .. former vice-presi- 
dent and general manager, Buffalo divi- 
sion, Fedders-Quigan Corp, Maspeth, N. Y., 
has been named to the newly-created 
position of vice-president in charge of all 
sales. 


Paul S. Nix .. former sales manager, H. 
D. Hudson Mfg. Co, has been appointed 
general sales manager, Dayton Pump & 
Mfg. Co., Dayton, O. 


E. B. Thompson .. former mid-Atlantic di- 
vision sales manager, McGraw Electric 
Co., has been named merchandising man- 
ager, O. Ames Co., Parkersburg, W. Va. 
producer of shovels, and a division of the 
McDonough Co. 


C. Wyatt Smythe . . formerly with Plastics 
& Resins Div., American Cyanamid Co., 
has joined the sales department, Resisto- 
flex Corp., Belleville, N. J. 


Carlton H. Gilbert . . former assistant di- 
rector of advertising, U. S. Rubber Co., 
New York, has been appointed director 
of advertising, succeeding Thomas H. 


Young, who is retiring. 


Gil Boissy . . has been appointed assistan| 
advertising manager, Ceco Steel Products 
Corp., Chicago. He was recently on the 
professional staff of the University of Chi- 
cago. 

A. J. Prenger . . has been named director 
of advertising and public relations, Enamel 
Products Co., Cleveland manufacturer of 
porcelain enamel products for the plumbing 
industry. 


Donald H. Spicer . 
of sales, American Bosch Arma Co., has 


. former vice-president 


been named vice-president in charge of 
sales, Morse Chain Co., Ithaca, N.Y., a 
Borg-Warner industry. 


Walter H. McCallum 


sales manager, folding carton division, 


former assistant 


Flintkote Co., has been appointed sales 
manager of the newly-created folding 
carton division, H. S. Crocker Co., San 


Bruno, Cal. 


Frederick A. Kurt . 


vertising manager, Hyatt Bearings Div., 


. former assistant ad- 


General Motors, has been named super 


visor of sales promotion, sales dept., New 


Departure Div., General Motors Corp., 
Bristol, Cohn. 
Miller Co. . . Meriden, Conn., manufactur- 


er of commercial and industrial lighting 
equipment, has announced the following 
appointments: Russell E. Owen has been 
appointed merchandise manager, Illumi- 
nating Div. in charge of sales promotion 
and advertising; Howard B. Connell has 
been named southern regional sales man 
ager in Atlanta, Ga., and Robert S. Rogge 
has been named central regional sales 
manager in Dearborn, Mich. 

LeTourneau-Westinghouse Co. Peoria, 
Ill., has announced the following appoint 
ments: Jack McCann, former manager of 
the Washington, D. C. office, has been 
named government sales manager, and 
Jack Errion, former advertising promotion 
supervisor, has been appointed sales pro- 


motion manager. 


Donald W. Tait . . former manager of ad- 
vertising and sales promotion, Raytheon 
Mfg. Co., has been named supervisor of 
advertising and public relations, Pacific 
Div., Bendix Aviation Corp., North Holly- 
wood, Cal. 


Radiant Mfg. Corp. . . Chicago producer of 
projection screens, has announced the 
following changes: Wallace Bucher, form- 
erly with the direct mail promotion de- 
partment, Standard Oil Co., has been 
named sales promotion manager, and 
George Baumann, former advertising man- 
ager, Autopoint Co., has been appointed 
advertising manager. 

Continued on page 198 
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MORE TOP BUYING 
POWER COVERAGE 


FOR YOUR ADVERTISING DOLLAR 


[] See for yourself! Ask for latest re- 
port showing these circulation gains: 


Total Paid UP 20.2% 
Effective Buying Power Coverage UP 31.3% 
Lumber, Plywood, Veneer, 


Wooden Container Mfrs. UP 50.9% 
Millwork, Sash and Door Mfr 

Planing Mills UP 19.3% 
Furniture, Fixture and 

Cabinet Mfrs. UP 18.4% 


Misc. Wood Products Mfrs. 

Large Industrial Plants 

with Woodworking Shops UP 31.6% 
Renewal Percentage UP 14.39 


(November 1952 to date) 


TO SELL THE MAJOR PLANTS 


that account for the bulk of the produc- 
tion ‘‘across the board” in this multi-bil- 
lion industry, use the one dynamic na- 
tional magazine that’s moving up fastest 
because its “how to do it’’ editorial ma- 
terial is accepted and read by more and 
more practical management and produc- 
tion men — the men who make the buy- 
ing decisions. If you don’t believe it, ask 
our advertisers! 

() Ask for analysis showing low cost per 


thousand of WOOD & WOOD PRODUCTS top- 
quality coverage. 


[] Ask for analysis showing how WOOD & 
WOOD PRODUCTS covers Major Producers — 


| wooD 
WOOD PRODUCTS 


A VANCE PUBLICATION 
139 N. Clark St., Chicago 2, Ill. 
Phone: Financial 6-5380 





‘not how many — but WHO”’ 
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Automatic Control for . . 


ENGINEERS 
ENGINEERS 
ENGINEERS 
ENGINEERS 
ENGINEERS 
ENGINEERS 
15? 22 
AUTOMATIC CONTROL 


nS A Reinhold Publication 
430 Park Avenue, New York 22, N. Y. 


IN 1925 


UNIVERSAL 
VIBRATING SCREEN 





RAN THEIR FIRST ADVERTISEMENT 
IN BRICK & CLAY RECORD 



















Today — 30 years 
later -— Universal Vi- 
brating Screen Company is 
still a “satisfied customer” — 
using BRICK & CLAY RECORD’s 
interest-packed pages to carry their 
sales messages to this highly spe- 
cialized market. 
BRICK & CLAY RECORD’s long list 
of similar long-time advertisers is the 
best evidence that both media and 
market have “measured up” through 
the years. Booming and buying as 
never before today, this sales-sensa- 
tional market can spark your sales 
curve to new highs — speed you to 
the volume today’s profit margins gen- 
erally require. 
—_—._._________ 48 
Brick ¢ Clay 
Record 


Write for com- 
plete NEW NIAA 
Analysis. No ob- 


ligation. FREE. 





Brick & Clay Record 





5 SOUTH WABASH AVE., CHICAGO 3, ILLINOIS 
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Advertiser changes . . 


begins on p. 196 





Wise 


Hilgendorf 


Karl K. Hilgendorf . . formerly with Allis- 


Chalmers, has been named advertising 


manager, Cleaver-Brooks Co., Milwaukee 


heating equipment manufacturer. 





. former coordinator of sales 


F. D. Wise . 
and advertising, Axle Div. 
| ment Co., Buchanan, Mich., has been ap- 


Clark Equip- 


| 
| 
| 
| pointed advertising manager. 
| 
| 


Agency changes . . 


. Providence, R. I., has 
Corp., 
dry 


| Horton-Noyes Co. . 
| been appointed by Pantex Mfg. 
Pawtucket, R. I. manufacturer of 
cleaning machinery, to handle their ad- 
| vertising. 

Lowell S. Monroe . . former vice-president 


and account executive, Fuller & Smith & 
| . ; 

Ross, has joined the industrial account 

section of Griswold-Eshleman Cleve 
i 

land. 

Ashe & Engelmore Advertising New 


the new agency 
of Hiram Ashe Ad 


Adver- 


York, is the name of 
formed by the merger 
Irwin B. Engelmore 


vertising and 


tising. 

Hixson & Jorgensen . . Los Angeles, has 
been appointed to handle advertising and 
sales promotion for Fluor Corp., Ltd., Los 


Angeles. 





Griswold-Eshleman Co. . . Cleveland, has 


| the following new accounts: Precision 
| 

Metalsmiths, Cleveland manufacturer of 
precision castings; Pittsburgh Lectrodryer 


Corp., maker of industrial dehumidifiers, 
| and Pittsburgh Lectromelt Furnace Corp., 
electric arc furnace manufacturer. 

C. Franklin Brown, Inc. . . Chicago, has 
been appointed to handle advertising for 
Lindsay Chemical Co., West Chicago pro 


ducer of rare earths. 


Joseph D. Walker . former advertising 
manager, Tennessee Coal & Iron Div., 
U. S. Steel, has joined Meldrum & Few- 


smith, Cleveland. 





James P. Cody .. former executive vice- 
president, Burton Browne Advertising, has 
formed his own agency, Cody Advertising, 
and will locate at 30 W. Washington St., 
Chicago. 


Randolph Associates . . Wellesley, Mass., 
will handle advertising for Automation 
Management, Westboro, Mass. producer of 
automatic offices and factories. 


William Galker . . former space and time 
buyer, Ben Sackheim, New York, has been 
named media director. 


Philip E, Genthner . . former vice-president 
and account executive, Scheideler, Beck & 
Werner, has joined Geyer Advertising, 
New York, as an account executive. 

Eric G. Mantle . . account executive, Pitts- 
burgh office of Batten, Barton, Durstine & 
Osborn, has been elected a vice-president, 
and International Salt Co., Scranton, Pa., 
has appointed BBD&O to handle their ad- 
vertising. 

Hall & Thompson, Inc. . . is the name of 
a new advertising agency in Oklahoma 
City. Norman F. Hall is president and 
Daniel P. Thompson is vice-president and 
treasurer of the agency. Both men were 
formerly with Erwin, Wasey & Co. in 
Oklahoma City. 


Ketchum, MacLeod & Grove . . Pittsburgh, 
has been appointed to handle advertising 
for Pittsburgh Corning Corp's. line of glass 
blocks. 

former executive, 


A. J. Cason .. 


Kenneth B. Butler & Associates 


account 
has been 
named director of the publicity-public re- 
lations department, Glenn, Jordan, Stoetzel, 
Chicago. 

Horton, Church & Goff .. is the name of 
the new company formed by the merger of 
Horton, Church & Louttit Hammond- 
Goff Co., The 


merger will take place on September 17th, 


ana 


both of Providence, R. I. 


and officers of the new corporation will be 
Carleton Goff, board chairman and treas- 
urer: John A. Horton, president, and Eben 
S. Church, executive vice-president. 


Louis A. Kennedy . . has been named copy 


chief, New York division, Brooke, Smith, 
French & Dorrance. 
Waldie & Briggs Chicago, has been 


appointed to handle advertising for Dutch 
Brand Div., Chicago. The 


division manufactures sensitive 


Johns-Manville 
ressure 


tape. 


Marstellar, Rickard, Gebhardt & Reed .. 
Chicago, has resigned the account of Yeo- 


mans Bros. Co., Melrose Park 




















Report By Leading 
National Advertisers 


First and Only Handbook 
Of Its Kind... $1 


ADVERTISING AGE wrote to 
leading national advertisers 
requesting photographs of 
store pieces that have proved 
themselves to be notably 
effective, together with a 
statement explaining how 
and why the displays came 
into being. 

In this Handbook are re- 
produced 59 displays and 
comments of advertisers 
which the editorial board of 
ADVERTISING AGE believes 
will be of great interest to 
you. 


If you’re looking for fresh 
ideas for your own sales pro- 
motions in the store, you'll 
find this handbook most 
helpful. 


Mail This Coupon Now 


Money-Back Guarantee 





Advertising Age 

200 E. Illinois St., Chicago 
Please send me____copies of 
POINT OF SALE Report By 
Leading National Advertisers, 
at $1 each (10% off for 5 or 
more). I must be satisfied or 
my money back. 


My Name 
Company 








Street_ 
2) SRE ae ieee Doe 


State . 
() Payment enclosed 
Bill firm C) Bill me 














Fuller & Smith & Ross . . Chicago, will 
handle advertising for Revco, Inc., Deer- 
field, Mich., manufacturer of refrigeration 
and freezer equipment, and the Cleveland 
office of F&S&R, will handle advertising for 
Cottrell Co., Westerly, R. I. 
of printing presses. 


manufacturer 


Howard Swink Advertising. Agency 
Marion, O., has been appointed advertis- 
ing counsel, Mercury Clutch Div., Auto- 
matic Steel Products, Canton, O. 


Chester F. Craft . . former assistant ac- 
count executive, Russell T. Gray, has 
joined the Chicago staff of The McCarty 
Co. 


William Gent Co. Ltd... 
rect advertising for Weatherhead Co. of 
Canada, Ltd., St. Thomas, Ont. 


Toronto, will di- 


Fred Wittner Advertising . . New York, 
will handle advertising for Barnes Engi- 
neering Co., Stamford, Conn. manufacturer 
of infrared instruments. 


Philadel- 
phia, has been appointed to handie ad 
vertising for Heintz Mfg. Co., Philadelphia 
metal products finisher. 


William Jenkins Advertising . . 


Betteridge & Co... 
rated, and has moved to new offices at 
15800 W. McNichols Rd. in Detroit. Lasalle 
J. Hammel, formerly with Micromatic Hone 
Corp., and Joseph Gallagher, formerly with 
Campbell-Ewald Co., 
agency's staff. 


Detroit, has incorpo- 


have joined the 


New York, has the fol- 
lowing new accounts: American Thermo- 


Richard-Lewis . . 


stat Corp., South Cairo, N. Y. thermostat 
producer, and San-Mar Tool & Equipment 
distributors of 


Corp., New York export 


garage equipment. 


Albert H. Rotsinger . . former vice-presi- 
dent, Farson, Huff & Northlich, has joined 
Beeson-Reichert Inc., Toledo, as vice-presi- 
dent. 


Feeley Advertising Agency . . New York, 
has been named to handle advertising for 
Alkon Products Corp., Hawthorne, N. J. 
hydraulic machinery manufacturer. 

West-Marquis . . Los Angeles, will handle 
advertising and public relations for Phil- 


lips Aviation Co., South Pasadena, Cal. 


Vernon Bowen... has been elected a vice- 


president of Geyer Advertising, New York. 


Randolph Associates .. Wellesley, Mass., 
has been named to handle promotion for 
Air-Loc machinery mounting material, pro- 
duced by Clark, Cutler, McDermott Co., 
Franklin, Mass. 

Continued on page 201 











Automatic Control fox . . 


BIGGEST 
CIRCULATION 


BIGGEST 
CIRCULATION 


BIGGEST 
CIRCULATION 


BIGGEST 
CIRCULATION 


at lowest cost per 
thousand of any paper 
in the control field. 


AUTOMATIC CONTROL 


PS A Reinhold Publication 
430 Park Avenue, New York 22, N. Y. 
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-COAL MINING— 





Operators, managers and 
superintendents read Coal Mining 
month after month, year after 
year. Its accurate analysis of cur- 
rent industry trends, plus the 
latest in equipment news, are 
essential tools for improved mine 
operation. 


Advertise in Coal Mining... the 


publication read most . . . quoted 
most by men who buy most. 
AA-1736 


4575 Country Club Drive « Pittsburgh 36, Pa. 
Serving the coal industry since 1899 
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Business Success Formula 

® A few years ago when a relatively small man- 
ufacturer of industrial equipment was taken over 
and became a division of a larger company, a 
keen marketing man was put in charge. Since 
then its growth has been spectacular, and this 
year its sales will be approximately ten times as 
great as in the best year under the previous owner. 

One of the reasons for its startling rise to a 
commanding position in its field is that a policy 
of aggressive development and improvement of 
the line was adopted. The result was that better 
designs were brought out, new products added, 
and distributors and users were impressed with 
the improvements which were made. Thus a great- 
er investment in engineering research and develop- 
ment proved to be a highly profitable activity. 
Needless to say, the new designs were thorough- 
ly field tested before being offered to the trade. 

The other important factor in the rise of the 
company has been the adoption of an aggressive 
marketing program. This meant wider distribu- 
tion, on the one hand, and a much larger program 
of advertising, on the other. The division head has 
been able to see how quickly product improve- 
ments can be translated into market acceptance 
and sales increases when hard-hitting sales effort 
is supported by powerful advertising. 

Since sales have increased ten-fold, it is worth 
noting that the current advertising appropriation 
is about twelve times as large as it was under the 
former management. Thus it appears that the 
right combination of better products and skillful 
and dynamic marketing will completely change 
the business picture, in terms both of sales volume 
and net profits. 


Professional Aspects of Agency Service 

= The advertising agency is a business organiza- 
tion, which provides a business service to its cli- 
ents. Yet unless the business is guided by profes- 
sional standards of service, and unless clients are 
willing to accept the agency as a professional 
counselor in the fields in which it is working, it is 
difficult to maintain the kind of relationship 
which makes for long continued and satisfactory 
associations. 

These comments were inspired by the story told 
not long ago by an agency which lost an account 
which it had serviced for almost a quarter of a 
century. It had worked with this company for so 
long, as a matter of fact, that it was almost im- 
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possible to think of the connection being broken. 
But broken it was, with both the manufacturer 
and the agency agreeing that the situation had be- 
come mutually unsatisfactory. 

Basically the difficulty arose because the com- 
pany was no longer willing to accept the conscien- 
tious recommendations of the agency as to its 
marketing and advertising policies. It may be 
assumed for the sake of argument that the man- 
agement of the company had good reasons for 
feeling that these recommendations did not meet 
fully the problems with which it was confronted 
at that time. Nevertheless, once the agency was 
in the position of having to execute a management 
program in which it did not believe, it was obvious 
that it could no longer perform its function to its 
own Satisfaction or that of the client. 

An advertising agency is presumed to be tech- 
nically proficient in the preparation and produc- 
tion of advertising programs. But to be of most 
value to its clients, it must be more than that. It 
must relate advertising to marketing situations, 
and when its best advice is no longer acceptable, 
it cannot continue serving the account without 
surrendering its professional status. 

As long as agencies maintain this professional 
concept of their service, they will continue to 
justify their existence. 


Public Relations at Work 

= We heard recently of an agency important in 
the industrial advertising field which invited a 
group of publishers’ representatives to be its 
guests at a golf outing. The purpose of the party, 
as explained by the agency, was simply to show 
appreciation for the help which it had received 
from these representatives. 

The party was a great success, everybody had a 
good time, and the guests left convinced that this 
was an agency organization with which it was a 
pleasure to work. While there are other agencies 
equally important as sources of business, the rep- 
resentatives undoubtedly felt that they would like 
to see this particular organization continue to suc- 
ceed. 

We are not suggesting that all advertising agen- 
cies entertain media representatives as evidence 
of appreciation for favors rendered. But we do 
suggest that, other things being equal, an agency 
will profit directly from the friendly relationships 
which it establishes with the media and suppliers 
with which it is doing business. 








Agency changes. . 
begins on p. 198 


Fiore & Fiore . . Jersey City, N. J., has 
been appointed agency for Custom Paint & | 
Chemical Co., Pennsauken, N.J. 
L. F. McCarthy & Co. . . Cincinnati, has | 
moved to larger quarters at 712 Provident 
Bank Bldg | 
Sykes Advertising . . Pittsburgh, has been 
named to handle advertising for Limbach | 
Co., Pittsburgh mechanical contractor. 
William Inge . . former assistant promo 
tion manager, Los Angeles Herald-Express, 
has joined Allen, Dorsey & Hatfield, Los | 
Angeles, as creative head. 

Arthur W. Ramsdell . . former head of the 
merchandising department, Weiss & Geller, 
has been named vice-president and ac- 
count executive, MacDonald-Cook, Chicago. 
Darwin H. Clark Co. .. Los Angeles, will 
resign as advertising agency for Beckman 
Instruments, effective Oct. 1. 
George A. Whittington . . editor of Indus- 
trial Laboratories and Industrial Science & 
Engineering, has resigned to become a 
principal in Larson-Whittington Associates, 
Beverly Hills, Cal., advertising agency. 
The agency was formerly Don Larson | 
Advertising. Before joining Industrial Labo 
ratories, Mr. Whittington was with Aubrey, 


Moore & Wallace. 


Wank, Lougee, McDonald & Lee . . San 
Francisco, will handle advertising and 
sales promotion for H. C. Little Burner Co., 
San Rafaeli, Cal. heater manufacturer. 


Charles A. Kenny . . former editor of ‘The 


Pittsburgh Engineer,’’ has been named ac- 
count executive, technical and sales liter- | 


ature department, Ketchum, MacLeod & 


Grove, Pittsburgh. 


William D. Huff . . 
lic relations for the City of Charleston, has | 
Agency, | 


joined Advertising Service 


Charleston, S. C. | 


Media changes. . 


James S. Coleman .. former assistant 
sales manager, Tele-Tech, has been named | 
district manager, Electronic Equipment, 
White Plains, N. Y. | 
Roy C. Hansen .. former sales engineer, | 
Micarta Div., Westinghouse Electric Corp., | 
has been appointed a Chicago sales rep- | 
resentative, Mill & Factory, New York. | 

| 


Continued on page 202 
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PLUMBING & HEATING BUSINESS 


130 EAST 59th STREET + PLAZA 3-9177 + NEW YORK 22, N. Y. 





Essential to civilization, 

but no longer the sole concern 
of the plumber you used to know. 
Today’s merchandising plumber 
is an aggressive businessman 
devoted to selling heating, air 
conditioning and appliances. 

If your records don’t show that 
he’s selling more for you each 
year, perhaps it’s time to start 
telling your product story in the 
pages of PHB — the magazine that 
offers more, because it means 
most to your customers. 


“A profit-packed 
circulation 
that's countable" 














Are you watching 
Competitive Advertising 


For this 


Lo ‘nformation? 
COMPANY No. 
COMPANY No. PUBLICATIONS 


FREQUENCY 





trade, cei | business public 
felds. list co ies for rates and information. 


Advertisers’ Research Service 
ROUTE NO. 2 413903000), Le 


WHAT’S GOING ON! 


@ Make sure you get all published items about 
your or your client’s business each month 
Bacon’s clipping bureau regularly clips over 
3,058 publications for over 1,000 clients. Approx- 
imately 100,000 clippings sent out per month, 
rom business, farm and consumer publications 
An invaluable service to ad managers, agencies, 
publicity and public relations men, researchers 
ond others. Write for free booklet No. 55, 
“Magazine Clippings Aid Business.” 


Don’t forget Bacon’s 1955 Publicity Checker. Helps 
handle publicity more effectively. It’s coded this 
year to show publicity used by each of our3,058 
publications. Spiral bound fabricoid, 256 pages, 
Oh BO Co ccdoe $15.00. Sent on Approval. 


BACON’S CLIPPING BUREAU 


343 S$. Dearborn Street * Chicago 4, Illinois 
Established 1932 
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GIVES HEATING EQUIPMENT 
MANUFACTURERS AND OIL 
COMPANIES 90% COVERAGE 
OF OIL HEATING DEALERS 


766,796 oil burners, furnace- 
burner units, boiler-burner units, 
year-around air conditioners with 
oil-firing floor-furnaces 
were installed in 1954 
domestic central heating 
cooling. This 5th best year 
brought the total number of 
burners in use to 7,606,114, an 
increase of 8.4% over 1953. 
In 1954 329,722 burners were 
installed in new homes; 299 051 
to replace coal-fired systems, 122,- 
687 substituted for worn out or 
obsolete oilburners and 15,336 
replaced gas burners. 1955 sales 
are 12% ahead of 1954. 

FUELOIL & OIL HEAT serves 
the dealer, jobber and manufac- 
turer of oilheating equipment — 
who made, sold and_ installed 
$550,000,000 worth of oilheating 
equipment in 1954, and delivered 
$2,000,000,000 worth of oil 
HEATING PUBLISHERS, Inc. 
2 W. 45th St., New York 36, N. Y. 


Here Are A Few Reasons 


WHY 
CNM ...... 


TOP READERSHIP 


...In The Lower 
MISSISSIPPI VALLEY 


For the twelve month period ending 
July, 1955, Construction News Monthly 
published a total of 1,664 pictures, which 
included 629 on-the-job action pictures 
and 2,065 pictures of identified personali- 
ties. 

e 
For the twelve month period, ending 
July, 1955, Construction News Monthly 
published 7,320 column inches of news 
and features, 

* 
For the twelve month period ending 
July, 1955, Construction News Monthly 
and Construction News (weekly) pub- 
lished a total of 18,305 column inches 
of bid news. 

© 


For additional information phone, 
wire or write 


CONSTRUCTION 
NEWS MONTHLY 


ITTLE ROCK, ARKANSAS 











Q 
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Media changes. . 
begins on p. 201 


A. O. Dillenbeck, Jr. and Thomas P. Gala- 
van . . former manager and assistant man- 
ager respectively, Duncan A. Scott & Co., 
have formed an advertising representa- 
tive’s company in Los Angeles. The com- 
pany will be known as Dillenbeck-Gala- 


van, Inc. 


Richard K. Lotz .. former regional man- 
ager, Automation, has been named Chi- 
cago district manager, Building Products, 
Hudson, O. 


Fergus McKeever .. has been named 
eastern manager, Institutions, Chicago, a 


newly-created position. 


Industrial Finishing . . Indianapolis, new 
rates, effective September, 1955: 


Space l-time 6-time 12-time 
1 page $210 $190 $180 
Vn page 110 100 95 
l4 page 57.50 52.50 50 


McGraw-Hill Digest . . New York, will be 
known as McGraw-Hill International Man- 
agement Digest, effective with the Sep- 
tember issue, and George V. Barnes, 
former manager, International editions of 
Newsweek, has been named Atlantic dis- 
trict manager for: the publication. 

Construction Digest . Indianapolis, has 
the following new rates, effective im- 
mediately on new accounts, not effective 


on current accounts until January 1: 


Space l-time 6-time 13-time 
1 page $230 $205 $185 
/, page 127 15 105 
1/3 page 100 88 80 


Caswell Speare . . former man ; 
Fleet Owner, New York, has been ay 


pointed editor. 


M. S. Beggs Co. . . Boston, has been ap- 
pointed publisher's representative for Whit 
ney Publications, New York, for New 


England and upper New York state. 


Earl H. Thomas . . former district manager 
in Ohio for Steel, Cleveland, has been 
named district manager in Ohio for Foun- 


dry, another Penton publication. 


Tom W. Koopman, Jr. . . has been ap- 
pointed sales manager, Food Business, Chi- 
cago, and will be located in New York. 


Robert K. McQuiston . . former sales 
manager, Sugar, has been named eastern 
manager, Diesel Progress, Los Angeles, 
and will be located in the new Eastern 
office at 59 Front St., Rockville Centre 


Ld: HF. 











SELL YOUR 


PRODUCTS TO 
CONTRACTORS 


in OREGON, 
southern WASHINGTON, 
northern CALIFORNIA 


and IDAHO through the 
PORTLAND, OREGON 


DAILY JOURNAL 
of COMMERCE 


Use the Portland Daily Journal of 
Commerce to sell your potential 
customers. Contractors study this 
business paper every working day 
to find the vital news they need. 
Send for a sample copy — see 
why this 100% business paper is 
so valuable to your prospects and 
you, 

















Daily Jexsealof€ommerce 
711 Southwest 14th Ave. 
Portland 7, Oregon 


Working Tool of 
Pacific Northwest Business 
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As a Chapter Project, the Chicago In- 
dustrial Advertisers Association wanted 
to tell the story of how an advertising 
campaign is planned. 

They chose a color, sound, motion pic- 
ture as their medium. 

The film describes the planning activi- 
ties of three successful advertising cam- 
paigns —one for American Phenolic, 
one for Signode Steel Strapping, and 
one for the Shakeproof Division of 
Illinois Tool Works. 

The motion picture is ideally suited to 
explain abstract concepts with interest 
and clarity. 

If you have a similar knotty problem 
of communication, why not investigate 
the use of films? 


Dulet a Dod uclions 


6421 North California Ave * Chicago 45 * Phone AM 2-414] 
WAAAY 


a — See” 
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industrial 
eA 


September 


6-16. 


6-17 


6-17 


12-15 


12-16. 


18-21 


19-21 


19-24 


20-22 


-National 


-Production Engineering 


Show, Navy Pier, Chicago. 
(closed Sun.) 


Machine Tool 
Builders Assn., International 
Amphitheater, Chicago. 


(closed Sun.) 


- Metalworking Machinery & 


Equipment Exposition, Colli- 
seum, Chicago. 


-New York Premium Show, 


Hotel Astor, New York. 


- National Instrument Exhibit, 


Shrine Exposition Hall, Los 
Angeles. 


- National Builders’ Hardware 


Exposition, Kiel Auditorium, 
St. Louis. 


. Advertising Specialty Na- 


tional Assn., Fall Specialty 
Fair, Palmer House, Chi- 
cago. 


-Pennsylvania Industrial Ex- 


position, Farm Show Bldgs., 
Harrisburg, Pa. 


- National Industrial Packag- 


ing & Materials Handling 
Exposition, Kingsbridge Ar- 


mory, New York. 


22-25..American Association of 
Textile Chemists & Colorists, 
‘Chalfonte-Haddon Hall Ho- 
tel, Atlantic City. 

22-Oct.2..International Motor Ex- 


26-29. 


hibit, Frankfurt, Germany. 


.- National Advertising Indus- 


tries Convention, Morrison 


Hotel, Chicago. 


26-30 .. Atomic Industry Trade Fair, 


27-29. 


29-Oct. 16.. British Trade Fair, 


Sheraton-Park Hotel, Wash- 


ington, D.C. 


.Electrical Progress Show, 


Convention Hall, Philadel- 


phia. 


Co- 
penhagen, Denmark. 





shows 


October 


1- § 


10-13.. 


11-15.. 


13-16.. 


16-19.. 


17-21.. 


17-21.. 


17-21 


18-21.. 


24-26... 


24-28 .. 


- National Stationery & Office 


Equipment Assn., Conrad 


Hilton, Chicago. 


-» Baking Industry Exposition, 


. 


-- National 


»Public Works 


Convention Hall, Atlantic 


City. 
Congress & 


Show, Audito- 
rium, Milwaukee. 


Equipment 


Electronics Con- 
ference, Sherman Hotel, Chi- 


cago. 


-- Paint Industries Show, Stat- 


--43rd National 


ler, New York. 


National Office Management 
Exposition, Auditorium, At- 


lanta, Ga. 


En- 
gineers, Aircraft Engineering 
Los An- 


Society of Automotive 


Display, tatler, 


geles. 


Audio 
Yorker, 


Fair, Hotel 
New York. 


New 


National Institute of Govern- 
mental Purchasing 10th An- 
nual Conference & Products 
Exhibit, Hotel 
Washington, D. C. 


Shoreham, 


National Hardware Show, 


Navy Pier, Chicago. 


National Metal Exposition & 
Congress, Convention Hall, 
Philadelphia. 


Safety Con- 


gress & Exposition, Chicago. 
Industrial safety 
scheduled for Conrad Hilton, 
Congress, Morrison & La 
Salle Hotels. 


sessions 


National Builders Hardware 


Exposition, Kiel Auditorium, 


St. Louis. 


National Motel Show, Mor- 


rison Hotel, Chicago. 


National Business Show, 
69th & 7lst Reg. Armories, 
New York. 





| 
| 


| 


| 





pant! 


National Representative 


Wm. C. © re) Pp P « Asscciates 


1475 Broadway, New York 36, N. Y. 
35 East Wacker Drive, Chicago 1}, Ill 





Responsible for advertising of all 
divisions of U. S. Industries, Inc., Ted 
Singelis, above, has to tussle with 


| marketing problems as diverse as 


those imposed by machine tools and 
kitchenware. Ted knows the comfort- 


| able feeling of having an agency in his 


corner with savvy enough to under- 
stand the technical problems and 
sparkle enough to contribute zest and 
imagination to the fare. 

We'd like you to know us as Ted 
Singelis does. Such an acquaintance 
can begin with a casual conversation. 
How about setting a date for a chat 


right now? 


GRIMM & CRAIGVE, Inc. 
( 7 tleelaing 
201 N. WELLS STREET 
CHICAGO 6, ILLINOIS 
FRanklin 2-8056 


Advertising, Sales and Merchandising Counsel to 
the Industrial and Hard Goods Markets 
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Keferred 


“T cannot rer?‘] an issue of IM that 

didn’t conta. usable information plus tips 
on how to help our clients put more power 
into their industrial advertising.” 


Lz == , = S 
Acteunt Exreeutite——— 





Keith L. Smith, a midwest farm boy with a 
college-stimulated taste for writing, came out 
of World War II as an Air Force Major, and 
joined the Alfred Colle Company as an agri- 
cultural specialist. Now an account executive, 
he finds time away from business and home and 
family to serve as secretary of Construction 
Equipment Advertisers, and for his activities 
with other advertising and marketing groups 
in the Minneapolis area. 


“Industrial Marketing has been a member 
of our family for as long as I can 
remember — depended upon always for 
sound information and advice.” 


says FRED-G.-HUDSON- IR: 
Advertising Manager . 


Crane Packing Company 





With a background that included Purdue Uni- 
versity and Illinois Institute of Technology and 
a few years of applied engineering, Fred Hud- 
son entered the industrial advertising field with 
Ross Llewellyn Advertising, moving later to 
Russell T. Gray Inc. Then came four years with 
the Air Force in World War II, before going 
to the other side of the fence as advertising 
manager at Crane Packing. His home and fam- 
ily claim the bulk of his outside activity. 


The magazine of selling and advciliving (0 business. and sndublry 
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WITH MEN WHO MAKE INDUSTRIAL ADVERTISING 


“IM is a ‘must’ for industrial advertising 
men. Its case histories, its problems and 
solutions and Copy Chasers all keep a man 
up-to-date and on his toes.” 


says GEORGE +. METCALF. > 
President: & Treasurer SSS 
/ George TA Mateaif Compény 


Mr. Metcalf broke into advertising as ad man- 
ager for Builders Iron Foundry of Providence 
in 1914. Eighteen years and two jobs later, he 
formed his own agency, an organization now 
doing a million-plus per year and belonging to 
the National Advertising Agency Network. Mr. 
Metcalf is a former trustee of Brown Univer- 
sity, past president of the Advertising Club of 
Providence, and executive secretary of the 
New England Textile Foundation. 


Industrial Marketing 


“We find that techniques described in 
Industrial Marketing have a direct 
bearing on the problems of both consumer 
and industrial accounts.” 


says B. J. PAULSON 
President 


Paulson-Gerlach & Associates, Inc: 


B. J. Paulson’s career in advertising and selling 
includes 32 years in advertising agency work in 
Chicago, Racine and Milwaukee—the past 18 
years as head of his own agency. An active 
member of many Milwaukee business and 
social clubs and associations, he still finds time 
for his hobbies—stereo photography, inventing 
and rustic living. A 25-year member of the 
Wauwatosa Curling Club (and skip of his rink 
for 8 years), Mr. Paulson also rates sports high 
on his leisure time activities. 


© 


200 EAST ILLINOIS STREET CHICAGO 11, 





September 1955 / 205 









































Onl th hr I : Reprints of editorial features 
y e ave. s Send for available are offered here as a special 
x service to IM readers. Please g 
The OIL FORUM is audited by a send number and name of i 
Verified Audit Circulation Co. for | eC } 1] | ) S article with exact amount in 
your protection; one of 30 trade Ce Some at ee bet See | 
4 ° Editor, Industrial Marketing. 200 
journals certified by VAC — the E. Illinois St., Chicago 
bureau which two years ago set the of Industrial Marketing } 
highest audit standards ever re- Se. a_ ees eer ae 
g d orders under $1. We'll be happy 
quired. eature articles to bill you for larger sums. 
The OIL FORUM is the only petro- j | 
leum periodical which has dared to i 
submit its circulation to scrutiny and i 
certification by VAC, the audit that R258 The story of Link-Belt Company and its marketing operations { 
is verified by the people who get the July, 1955. 50c f 
avi ! i 
Magazine. R257 Don’ t snub small space ads | . are bigger than you think i 
tha os Pel eta SB sell Copy Chasers, June, 1955. 2 
R256 Put coupon at top of ad, inquiries boom at International 
by Paul R. Busey, May, 1955. 10c 
If you wish to reach the R255 How SIC can give you the a? pee soot of reaching markets 
by Nathaniel R. Kidder, May ab) 
coal trade use R254 How to know today how much you will sell tomorrow 
by Robert E. Randel, January, 1955. 35c 
R253. Agencies break record again, place 508,788 pages in business papers in ‘54 
April, 1955. 40¢ 
R252 ‘Droodles’ help sell Inland Steel’ s creosote oil 
by Merle Kingman, March, 1955. 35c 
CHICAGO NEW YORK R251 How to get distributors excited abo = your product 
by Morris B. Rotman, February, 1955. 50c 
Manhattan Bidg. Whitehall Bidg. 
Ser ever 69 seers thé tein | R250 koe Lee te onal iy markets . . fast 
journal of the coal industry i i 
R249 Board chairman surprise choice as Advertising Man of Year 
Copy Chasers, including article by Walter P. Paepcke, January, 1955. 75c ; 
rg R248. What do you need most to be an advertising manager? 
by Robert G. Hill, November, 1954. 25c : 
ie Case Histories R247 Can you use inquiries as a gage of ad readership? 
by Howard G. Sawyer, December, 1954. 40c 
on products in use 
Meee R246 Business paper volume to rise 5% to $372,000,000 in 1954 ti 
Y Photographic and reporting by Angelo Venezian, December, 1954. 50c ; 
assignments — vg ert ek i : oe . . hee 
phone North and Sout merica Z ow direct mai oom elp aaee your oes more eliective 
MArket 2-3966 for advertising, editorial or by Richard E. Tirk, November, 1954. 25c \ 
or write research purposes R243 Gecoust sy kgs of business paper ad attracts notice to Buchanan 
. November, 1954. 10c 
sicxtes “Zoto- Keep SERVICE 
38 PARK PLACE * NEWARK 2,/NEW JERSEY R241 Sore man 5 pea industrial advertising campaigns ( j 
ti 
R240 —_ eyuy eon + |e § 
y E. T. Jones, August, 1954. 35c 
the Real Push | 
7 | R239 The sales engineer is losing orders, if he doesn't use ads 
Behind Sales! by Bernard Lester, May, 1954. 10c 
You'll} find ‘*Smips’” a _ powerful 
medium to reach over 13,000 sheet R234 ‘Before and after .. what have we learned from Readex? 
metal, ventilation and warm air by Howard G. Sawyer, December, 1953. 50c 
ny § —— Paw Indus- | 
tria arketing Data Book. | 
. 7 R229. Which ad attracted more readers? 
Snips Magazine | A selection of Starch scored ads from Industrial Marketing's monthly feature. $1.00 ; 
5707 WEST LAKE STREET CHICAGO 44, ILLINOIS | : « 
i ee eee | R228 Sales promotion ideas 4 
A selection from Industrial Marketing's monthly department. 75c 4 
+ 
at Yo R227 IM goes to a trade show . . and learns about exhibiting a 
Ur July, 1953. 75c ‘ 
R226 You are now entering the industrial merchandising eral i 
by G. D. Crain, Jr., May, 1953. 25c 
R222 How to know when to use manufacturers’ agents i 
by Thomas A. Staudt, Oct., 1952. 50c i 
MEDIA AND MARKET FACTS R215 #H to live happily with — agency 
R215 ow to live y i 
FOR BUILDING YOUR 1956 by Howard G. Sawyer, April, 1952. 25c i 
SCHEDULES R211 Salaries of industrial ad managers rise in past 1l years. . 
50.000 ; 
. see the hundreds of pages of Medion industiel edvertiae: spends £152.0 | 
data covering 69 primary markets : ; 
— specifications, rates and circula- R203 A guide to better publicity , 
tions of the 2,400 business papers by members of the Industrial Publicity Association, New York. 75c¢ 3 { 
serving U. S. and Canadian industry R175 How to measure results of industrial advertising “ai 
— and the factual presentations of by William A. Marsteller, May, 1949. 25c 4 
200 leading publishing organizations 16s" -Rhewdies 3 Rad What tepe.to eas? Wi 
- in your by A. Raymond Hopper, April. 1948. 25c f'n : 
1956 INDUSTRIAL MARKET DATA & R141 Market research combats high distribution costs ; 
DIRECTORY NUMBER by Richard D. Crisp, Feb., 1948. 10c ; ; 

















206 / industria Marketing q 








Index to Advertisers 





*Abernethy Publications 
*Advertisers’ Research Service .. 201 
Ag and Food 10-11 
*Air Conditioning Heating and 
Ventilating 
*American Artisan 
*American Ceramic Society 
American Chemical Society ... 
*American City, The 
*American Engineer 
*American Institute of Electrical 
Engineers 
*American Machinist 
*American Metal Market 
*American Society for Metals, The 4-5 
*American Society of Civil Engi- 
neers, The 
*American Society of Mechanical 
Engineers 
*American Society of Tool Engi- 
neers, The . Insert Between 112-113 
Analytical Chemistry 10-11 
Annual Meat Packers Guide .... 54 
*Appliance Manufacturer 
Insert Between 160-161 
*Applied Hydraulics 2 
*Architectural Record 168-169 
Armstrong Advertising Agency . 46 
*A.S.M.E. Mechanical Catalog and 
Directory 
*Associated Construction Publica- 
tions 
Automatic Control 
Automation 
*Automotive Industries 
*Bacon’s Clipping Bureau 
Black Diamond 
*Blast Furnace and Steel Plant . 
*Boxboard Containers 
Breskin Publications .... 
*Brick & Clay Record 
*Building Supply News 
Burkhardt Co., The 
*Business Newspapers Association 
of Canada 
Business Week 
Insert Between 128-129 
Canadian Industrial Equipment 
News 
*Ceramic Bulletin 
*Chase Publications, Dana 
Chemical & Engineering News 10-11 
Chemical Engineering 22-23 
*Chemical Engineering Catalog .. 59 
*Chemical Engineering Frogress . 8 
*Chemical Materials Catalog .... 
Chemical Processing 
Chemical Week 
*Chilton Publications 
*Civil Engineering 
*Clark Publishing Co. ........... 
*Coal Mining 
*Commercial Refrigeration & Air 
Conditioning 
*Concrete Manufacturer, The .... 
*Conover-Mast Publications, Inc. 
Insert Between 32-33, Facing Page 
129, 4th Cover 
*Conover-Mast Purchasing Direc- 
tory Facing Page 129 
*Construction 
*Construction Bulletin 
*Construction Digest 
*Construction News Monthly 103, 202 
*Constructioneer 
Control Engineering 
Insert Between 80-81 
Copp & Associates, Wm. C. .... 203 
*Daily Journal of Commerce .... 
*Dairy Industries Catalog 
Design News 
*Dixie Contractor, The 5 
*Dodge Corp., F.W. . 144-145, 168-169 
*Domestic Engineering Catalog 
Directory 
Drilling Contractor 


29, 136-137 


Electric Heat 
*Electric Light & Power 
*Electrical Engineering 
Electrical Equipment 
Electrical Manufacturing 
*Electrical West 
Electrical World 
Electronic Design 
*Electronic Equipment 
Engineering & Mining Journal 
2nd Cover 
Engineering News-Record ... 98-99 
*Factory Management & Mainte- 
nance 148-149 
Feather Company, William, The 32 


*Flow’s Material Handling Illus- 
trated 
Food Processing 
Foundry 
*Fueloil & Oil Heat 
Gage Publishing Co. 
Gardner Displays 
Insert Between 95-97 
*Gardner Publications, Inc. 135 
General Exhibits & Displays, Inc. 175 
Gray, Inc., Russell T. 
Facing Page 97 
Grimm & Craigle 
Hayden Publishing Corp. 
*Haywood Publishing Co. . 37, 48, 195 
*Heating & Plumbing Equipment 
_ News 


ing 

Pe Publishers, Inc. 

Heinn Company, The 

*Hitchcock Publishing Co. 

*Ice Cream Review, The 

Industrial & Engineering Chem- 
istry 

*Industrial Distribution 

*Industrial Equipment News .... 

*Industrial Heating 3rd Cover 

*Industrial Maintenance and Plant 
Operation 

*Industrial Marketing 204-205 

*Industrial Packaging 48 

*Industrial Press, The .... 13, 21, 125 

*Industrial Publications, Inc. . 89, 198 

*Industrial Publishing Group, The 2 

*Industry & Welding 2 

*Institute of Radio Engineers, 
Inc., The 

Instrument & Apparatus News 26-27 
Instruments & Automation .... 26-27 
p rtrnecog Publishing Com- 
pan 

*Iron Ye Steel Engineer 

*Jenkins Publications, Inc. 

*Johnson, Inc., Franklin H. 

*Journal of the American Con- 
crete Institute 

*Keeney Publishing Co. 

Kleen-Stik Products, Inc. 

*Knitter, The 

*Lumberman, The 

*Machine and Tool Blue Book .. 
Machine Design 

*Machinery 

*Maclean-Hunter Publ. 

*MacRae’s Blue Book 

*Maintenance Publishing Co. 

Marine Catalog 

*Marine Engineering 

Marsteller, Rickard, Gebhardt & 
Reed, Inc. 

*Materials & Methods 

*McGraw-Hill Publishing Co.., 
a Fa hs seta stloingtne 3 2nd Cover 
6-7, 14-15, 22-23, Insert Between 
80-81, 92-93, 98-99, 104-105, 110-111, 
114-115, Insert Between 128-129, 
148-149, 159, 173, 183 

*Mechanical Engineering 

*Metal Progress 

Metal-Working 


Corp. 


Meyercord Company, The 
*Michigan Contractor & Builder . 103 
*Mid-West Contractor 
*Milk Dealer, The 
*Milk Products Journal, The .... 
*Mill & Factory 4th Cover 
*Miller Freeman Publications ... 101 
*Mississippi Valley Contractor .. 103 
*Modern Machine Shop 135 
Modern Packaging 
Modern Plastics 
*Modern Railroads 
National Industrial Adv. Ass’n. . 
*National Provisioner, The 
*New England Construction ... 
New Equipment Digest 
*New South Baker 
New York & Pennsylvania Co. .. 
Newsweek 140-141 
*Occupational Hazards 2 
Oil and Gas Equipment 
Oil and Gas Journal, The .. 
*Oil Forum, The 
*Olsen Publishing Co., The 
Panamerican Publishing Co. 
Penton Publishing Company, 
The 
*Petroleum Engineer, The 
Petroleum Equipment Publishing 
Company 
*Petroleum Processing 
Petroleum Publishing Company, 
Inc. 30-31, 194 
Petroleum Week 
Pilot Productions Inc. ... 
*Pit and Quarry 
*Plumbing & Heating Business . 201 
*Precision Metal Molding 
*Proceedings of the I.R.E. 
*Product Design & Development. 107 
*Product Engineering 6-7 
Purchasing ... Insert Between 32-33 
Purchasing News 121-123 
Putman Publishing Co. 118-119 
*Railway Age 
*Reinhold Publishing Corp. 
10-11, 58, 59, 132-133, 198, 199 
*Rock Products 85 
*Rocky Mountain Construction .. 103 
Rogers Publishing Company 121-123 
SAE Journal 163 
Sickles Photo-Reporting Service 206 
Signal 
*Simmons-Boardman Pub. Corp. . 
56-57, 79, 182 
Sitterley & Sons, Inc., J. E. 
*Smith, Inc., Harry W. 
*Smith Publishing Co., W.R.C. 55, 179 
*Snips Magazine 
Society of Automotive Engineers 163 
*Southern Power and Industry .. 179 
*Southwest Builder & Contractor 103 
Steel 6 
*Steel Processing 177 
*Steel Publications, Inc. . : 
*Sutton Publishing Co., Inc. 9, 17, 42 
Sweet’s Catalog Service .... 144-145 
*Texas Contractor 
*Textile Industries 
Textiles Panamericanos 
*Thomas Publishing Co. ....... j, . 
*Thomas Register 
*Tool Engineer, The 
Insert Between 112-113 
*Vance Publishing Corp. 
Viewlex, Inc. 
Vision, Inc. 
*Wall Street Journal 
Warren Company, S. D. 
*Welding Illustrated 
*Western Builder 
Western Metals 
Wittner Advertising, Fred 
*Wood and Wood Products 
World’s Business & Guia 


*For detailed reference data see The Annual Market Data and Directory Number 








16,741 


ADDITIONAL CIRCULATION 


at uo extra cost 











OAS iis lags 
WHEN YOU BUY MANUFACTURER |} 
11,435 
CIRCULATION MAILED AS 
HERE SEPARATE 
= * PUBLICATION 





YOU GET: 


16,741 
ADDITIONAL 
CIRCULATION 
HERE 










FOR A TOTAL CIRCULATION OF 


28,176 


1. THE CONCRETE MANUFACTURER is dis- 
tributed as a completely self-con- 
tained publication to a selected list 
of known buyers of equipment in the 
concrete industries. 


2. For the benefit of PIT AND QUARRY 
readers who also produce Ready-Mix 
Concrete and Precast Concrete Units, 
THE CONCRETE MANUFACTURER is 
bound in and distributed as a special 
section of PIT AND QUARRY. 


This ADDITIONAL CIRCULATION 
through two-way distribution . . . assures 
you of complete and maximum coverage of 
the Concrete Industries. This combination 
offers you the largest circulation, keeping 
pace with the rapid strides of the concrete 
industries with effective and concentrated 
coverage. The advertising rates for the 
CONCRETE MANUFACTURER include ALL 


copies. 


Write for market information 


oe CONCRETE | 
MANUFACTURER 


431 S. Dearborn St., Chicago 5, If. # 
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Which ad 
attracted 
more readers? 


® THE CARPENTER STEEL ad stopped 
four times as many readers as the 
Great Lakes Steel ad. 

Great Lakes’ attempt to tie up 
two pictures and make an enticing 
illustration did not appear to come 
off. The piece of steel presented as a 
a silhouette illustration cannot 
readily be identified as a bumper 
mount. In addition, the illustration 
of a man milking a cow hardly helps 
to identify the product. Only by 
reading the copy can the reader 
understand the relation between the 
two pictures. 

On the other hand, the Carpenter 


Below is 
the answer 
to the problem 


on page 172 


product is and how it is used. This 
illustration supplies the reader with 
something meaningful from which 
he can decide whether he wants to 
read further in order to find out 
more about it. 

Some copy experts suggest an ad 
should not give too much away in 
headline and picture so that the 
reader will be enticed into reading 
the copy. However, it would seem 
well to keep in mind that the pic- 
ture and headline elements should 
create enough meaningful material 
to stimulate an interest in the ad. 

The scores, reported by Daniel 








ad contains an illustration which Starch & Staff, Mamaroneck, New 
leaves no doubt what the steel York are: 
Great Lakes Carpenter 
Seen- Read Seen- Read 
Noted Assoc. Most Noted Assoc. Most 
% of Readers 5% 5 20% 7% 
Cost Ratios 40 40 = 240 230 270 


TN) Noted denotes the percentage of 
readers who, when interviewed, said they 
remembered having seen an ad—whether 
or not they associated the ad with the 
name of the product or advertiser. 


S$) Seen-Associated denotes the per 
cent of readers who said they remembered 
seeing the ad and associated it with the 
name of the product or advertiser. 


R] Read Most denotes the per cent of 





readers who read 50% or more of the 


copy. 


Cost Ratio tells the relationship between 
the cost per hundred readers (who “noted,” 
for example) for a specific ad and the 
corresponding median average cost for 
all the ads in the same issue. A "Noted" 
cost ratio of 175, for example, would mean 
that the ad “stopped’’ 75% more readers 
per dollar than par for the issue, par being 
100 and representing the median average 
cost. Thus a cost ratio above 100 is above 


average; below 100 is below average. 





Media changes. . 


Scientific American . . New York, new 
rates, effective Jan. 1, 1956: 

Space l-time 6-time 12-time 
1 page $1,560 $1,480 $1,400 
2/3 page 1,090 1,040 990 
1/3 page 565 545 520 





Richard D. Bischoff . . has been named 
eastern manager in New York for Stanley 
formerly 


Motor 


Publications, Chicago. He was 


eastern advertising representative 
Service. 

Lenn Franke . . has been named central 
advertising sales manager, Oil Daily, Chi- 


cago. 
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Furnaces + ° 
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BEST COVERAGE of chese 
toh industrial markets 
eINDUSTRIAL HEATING 





eFORGING °STEEL PLANTS 





eHEAT TREATING 





DRYING - BAKING 


and more manufacturers selling these markets use |.H. than any other publication! 


Reach over 18,000 Operating Officials and 
Executives, Plant Superintendents and Shop 
Foremen, Production Managers, Plant Engi- 
neers, Metallurgists, Chemists, Combustion and 
Fuel Engineers, Heating Specialists and Heat 
Treaters through I. H. Industrial heating, as a 
market, is now in a period where industry is 
reappraising all manufacturing operations that 
involve the use of heat, with a view of imme- 
diate and extensive replacement by modern 
equipment ... and I. H. reaches every man 
concerned with industrial operations . . . 100% 
coverage, regardless of classification. 


I. H. Produces Results . . . Because I. H. is the 
only publication editorially specializing in all 
the industrial heating processes and equip- 
ment needed in the manufacture, finishing, 
processing and heat treatment of metals and 
other products, advertisers have found that 
I. H. can and does move large and small 
equipment, accessories, materials and supplies 
. economically in all classifications. 
At the top is a partial list of the products I. H. 
has successfully sold. Write today for specific 
recommendations on how to seil your products 
effectively through I. H. 


Write for folder “Pertinent Facts 
About Industrial Heating for 1956” 





tii. cet. lll lee weed 


Because industrial salesmen work 
closely with their customers, they 
have intimate, personal knowledge 
of buying patterns. MILL & 
FAcTorY taps this invaluable 
knowledge on a nationwide scale— 
and no impersonal circulation 
method can match it. 


<“ ae 
* nc SEE 
Ee 


No One Gets Closer to Buying Influences 





than the Industrial Salesman! 


And 1,645 industrial salesmen select the 
plant executives who read MILL & FACTORY 


An industrial salesman has to know the men in the 
plant who influence and control buying. That’s his 
job. In many a plant you'll often find the salesman 
and plant executive, after hours, ironing out the 
details of a manufacturing problem, or working hand 
in hand to improve a service. You just can’t beat 
the industrial salesman’s intimate contact with 
buying influences. 


That’s why MILL & Factory, alone among general 
industrial publications, builds and maintains its 
circulation through 1,645 industrial salesmen who 
call continually on the important plants in every 
important trading area in the United States. These 
salesmen hand-pick for MILL & Factory the men 
they know have buying authority. In this way, 
through the unique Conover-Mast Franchise Circu- 


teqardlan of title 


Mill & Factory reaches the Men \ Your Salesmen must See to Sell! 


lation Method, paid copies of MILL & Factory 
reach the same men your salesmen must see to sell 
your product. 


As a result, when you advertise in MILL & Factory, 
you are reaching just the sort of customer and pros- 
pect list you yourself could build if you employed 
1,645 full-time industrial salesmen. We’ve done the 
job for you—the only magazine that can. 


Mills Factory 


205 East 42nd Street NB PI 
New York 17, N. Y. 


A CONOVER-MAST PUBLICATION 
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